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A combination of strength and beauty 
makes this PIONEER all steel Racer 
the leader in the field to-day. 

















The body is 1434 x 3334 inches; the 
wheels are double disc steel, with 1 in. 
corrugated tires. The gear is of heavy 
Channel steel, securely riveted and 
bolted to the body. 





There are many other features which 
make this Racer a feature number 
wherever it is shown. 


Send for our catalog completelv de- 
scribing it and the complete PIONEER 


Line in detail. 






NEW YORK OFFICE—7 East 17th St. 





Complete Line- 
y.\ ea ces. 
Coasters 

Velocipedes 


€1'°s 
iy] 
Doll Car11ages Etc 










THE GENDRON WHEEL COMPANY Toledo, Ohio, 





Advertising Index, Page 151 Two Sections—Section One Editorial Index, Page 39 
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THE AXLE THAT BUILT A GREAT BUSINESS 
AND A WORLD-WIDE REPUTATION 





ie 
i oe 
Seine ae 






NER | The Kelly Brand on an axe 
— ” Aw or other edged tool means 

ee REAL VALUE: DEPEND- 
ABLE SERVICE 


ee 





HAMMERS 
HATCHETS 
ADZES 
PICKS 
MATTOCKS 
GRUB HOES 
BROAD AXES 
: BUSH HOOKS 
. GRASS HOOKS 
SCYTHES 


PERFECT 
TEMPER 


Keats 


The Best Known 
and Known as 


— THE BEST 


Kelly Axe & Tool Co. Inc. 


CHARLESTON, W. VA., U.S. A. 
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W. P. Walter’s Sons, 1233 
Market St., Philadelphia, 
says—‘‘I certainly approve 
the idea of a Disston 25- 
Year Club. I think it will 
be interesting and bene- 
ficial to every dealer who 
is eligible. Even if it was 
a 60-Year Club I’d be 
eligible, for we've been 
selling Disston Saws that 
long. 


Mr. Thomas Walter, of - 


HELP FORM THE 
DISSTON 25-YEAR CLUB 


We receive many letters from dealers 
saying that they have been selling Disston 
Saws for twenty, thirty, and forty years, 
and asking if we know what dealer has 
the oldest record. 

Some suggested forming a club to be 
composed of dealers who have been selling 
Disston Saws for 25 years. 

We think it a fine idea. We'll be glad 
to do everything possible to help form such 
an organization if hardware dealers are 
interested. 

There would be no expense or dues, of 
course—the only requirement being that 
you have been selling our saws for a 
quarter century. 

We plan to present each member with 
a handsome, framed certificate of member- 
ship for his store. 

And there are several other features 
that we have in mind for these old friends 
of ours, which will make the club a real 
organization that you’ll be proud to be 
associated with. 

What do you think of the plan? Write 
us frankly if you like the suggestion—or if 
you don’t. State whether you wish to be one 
of the founders of the Disston 25-Year Club. 


COMPLETE STOCKS 


STIMULATE SAW SALES 


DEALERS FIND HIGHER=- 
GRADE SAWS SELL EASILY 
WHEN SHOWN 


Many saw users in the country today 
believe that there are only two general 
classes of saws: First—a good saw of 
the Disston D-8 type, and second—a 
cheap, ordinary saw. 


They know nothing, for instance, 
about that gleaming triumph of saw 
making—the Disston D-115 Saw. They 
never saw or heard of the narrow 
bladed, light weight D-20 Saw—or the 
similarly fine D-23 Saw. 


D-115, the finest saw 
that Disston makes. 
Also made in straight 
back (D-15). 








A aval ~ 


Some hardware dealers are overlook- 
ing a fine opportunity to sell more saws 
and better saws by failing to stock and 
display a range of models. 


For the carpenter and the tool lover 
is interested in getting a good sew— 
rather than in the price. It’s the most 
intimate tool he has ... the one he 














HOW A RIP SAW CUTS 


(Continued) 


(One of a series of chapters giving 

saw information to help sell saws. 

The complete series will be mailed 
anyone on request) 


On a cross-cutting saw the pointed 
teeth, set alternately to right and left, 
leave a shallow groove, which runs along 
the cutting edge from butt to point. 
This groove is deep enough to allow a 
needle to slide in it. This is not true 
with the rip saw. It will be noticed, 
on glancing down the cutting edge of 
the rip saw, that the square topped 
teeth extend entirely across and beyond 
either side of the blade. The inside of 
the tooth on the right barely overlaps 
the inside of the tooth on the left. 


ONLY SMALL PART OF SAW 
TOOTH ACTUALLY CUTS 


It is a common supposition that the 
entire tooth of a saw cuts. As a matter 
of fact, however, the actual cutting is 
done, with the cross-cut saw, by the 
points and front cutting edges which 








The Disstonite Handle—a new moulded 
handle that's being introduced on the 
Disston D-18 Saw. Ask your jobber. 











FREE SAW DISPLAY EASEL 








. 


extend only to where the right and left 
teeth overlap; and, with the rip saw, by 
the chisel-like edge of the teeth. 


Because they are set alternately right 
and left, each tooth individually severs 
only half the width of the kerf. This 
division of duty by the numerous teeth 
in the hand saw makes possible the per- 
formance of quicker work, involving 
less effort and driving power than if the 
full width of kerf were cut by each 
tooth. 


So it will be seen that, no matter 
what sort of a saw, the cutting edge of 
each tooth makes an incision across the 
long wood fibre. Then the base of the 
tooth plows out the small pieces thus 
separated. This is done continuously 
with each stroke of the saw. The saw 
enters farther with each thrust, the 
kerf becomes deeper, until a complete 
separation of the board is accomplished. 


An ingenious easel that displays a 
saw in the best possible way—upright, 
in a working pose. 


You can use it on your counter or for 
a permanent saw display in a corner of 
your window near your store entrance. 


Just write us and we will forward you 
one of these handy display easels by 





return mail, all charges prepaid. 


uses most. 


He will buy the finest saw in your 
stock if it strikes his fancy. And why 
not? Ten, twenty and thirty years it 
will serve him. 


D-20, a narrow-bladed 
saw, finely finished. 











This has been proved time and again 
by dealers who have shown the Disston 
D-115, the D-15, No. 12 Ship, the D-20, 
the D-23, or the D-18 with the Disston- 
ite Handle. 


Customers did not know such saws 
were made. They bought eagerly. 
And the dealer sold a better saw at a 
better price, with, of course, more 
profit on the sale. 


You can prove this, too. Order from 
your jobber a small stock of some or 
all of the following Disston better-grade 
saws. Show them to everyone you 
know who usés a saw. You’ll discover 
an interest in saws that you never knew 
existed. 


D-23, Similar to the 
D-20, but a straight 
back pattern. 





a " 
26 in. Lengths 
Retail at 

D-115 Skew Back..........$5.85 each 
D-15 Straight Back........ $45 “ 
OE eee Te ee 4.50 “ 
D-20 Skew Back........... 3.85 ‘“ 
D-23 Straight Back........ aa50 “ 
D-18 With the Moulded 

Disstonite Handle...... 4.356 “ 


Published by HENRY DISSTON & SONS, INC., Makers of “The Saw Most Carpenters Use,” PHILADELPHIA, U.S. A. 
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Co-operation 


“WE ARE receiving excellent re- in this and other respects also. The 
turns from your products,” writes wise business man puts most of 
E. F. Carlson, vice-president of his energy into pushing nationally 
the Warner Hardware Co., Min- known products. That is exactly 
neapolis. “Thank you for the why you and we, Mr. Carlson, help 
co-operation we are continually each other in pushing Eveready 
getting from you.” Columbia Dry Batteries. They are 


Thank you, Mr. Carlson, for the the big success in batteries. 
co-operation you give us. Such Eveready Columbias are sold 


liberal use as you make of Eveready [to the trade through the jobbers 


Columbia Dry Battery window exclusively. 
Manufactured and guaranteed by 


display material stimulates us to yatTIOoNAL CARBON COMPANY, Inc. 


produce more of it so as to be able —_—New York San Francisco 
° ; Atlanta Chicago Dallas KansasCity Pittsburgh 
to co-operate with you still further, Canadian National Carbon Co., Limited, Toronto, Ontario 


EVEREADY 


COLUMBIA 
Dry Batteries 


-they last longer 
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Big Reduction | 


OSBORN WIRE 
SCRATCH BRUSHES 


Prices Greatly Reduced — Lowest Prices Since 1918 


We are glad to announce substantial reductions on all 
numbers of the Nationally advertised trade-marked line of 
Osborn Scratch Brushes. 

As the largest manufacturer of Scratch Brushes, we now 
make available Osborn Wire Brushes that surpass in qual- 
ity—workmanship and value any other branded or un- 
branded line on the market—at prices heretofore un- 
thought of even in our own organization. 

You can now offer (at a most satisfactory profit to your- 
self)—Nationally advertised Osborn trade-marked Wire 
Scratch Brushes, thereby rendering the greatest service to 
the customer—(You give greatest value for the money 
when you sell the Osborn Line). 

Also, you are able to offer the line for which Osborn 


N atonal advertising is creating an ever-increasing de- 
mand. Come along with Osborn and with Osborn adver- 


tising. 


Every Number Greatly Reduced 


Present Price New Price 
Number (To the retailtrade) (To the retail trade) Reduction 
1777 $3.10 Per Doz. $2.17 Per Doz. 30% 
1778 3.80 2.92 23% 
1779 a _.” ™ 20% 
1780 2” * eI 27% 
1781 —- ” — 24% /o 
1784 er —-6h CU 26% 
1807 — >. aa... .* 24% 
177 ae 7. — | 12% 
188 —. . —_— 25% 
Asst.G 6.20 Each 4.81 Each 22% 


Asst.K 4.90 “ 3.45 “ 30% 


Order from any Osborn Distributor or from any wholesaler 
or direct from Cleveland. 


Note—These prices are prices to the retailer f. o. b. Cleveland. 
Wholesalers write to us for wholesale prices. 


iE OS80RN MANUFACTURING LOMPANY 


5401 Hamilton Avenue Cleveland, Ohio 











Every cenuine Osborn ae eon 
Brush bears this mark 





— 


1779—Wire Scratch Brush. Made with curved 
back. For removing paint, varnish and rust. 


y a 


1781—Standard Shoe Haudle Wire Brush for 
household, auto or factory use. 





1777—Steel Wire Scratch Brush. A narrow 
brush for general use. 


we 





1780—Wire Scratch Brush. Straight back 
brush with extra long wires for general use. 





Assortment ‘‘K’’—Containing an assortment 
of 12 fast selling wire scratch brushes in ate 
tractive counter box. 


YOUR MONEY BUYS MORE WHEN YOU BUY AT THE STORE 
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SERIALNO. 0000 





Good Housekeeping 
Go, Institute 


Conducted by 


‘oD 
OUSEKEEPING 








oo 














AS it been Tested and Approved 
by GGooD HOusEKEEPING Institute?” 


VERY product entitled to bear the Seal of Approval has been 

thoroughly tested in our complete laboratories, part of which 

is shown above. Women know they can rely on products that 

have been Tested and Approved by Good Housekeeping Institute.” 
They often ask about it. 


Be sure to leave the Seal of Approval on the product when it 
comes to you from the manufacturer. You can often close a sale 
by simply pointing to the Seal of Approval on the product. 


*Ask any woman whose 
opinion you value. 


(SOOD HOUSEKEEPING 


BOSTON NEW YORK CHICAGO 
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It’s Buying Time for the Poultry Raiser 
It’s Selling Time for You 


Made and 
Stretches 
Like Farm 
Fence 
















Now come the big turn-over months for poultry fence and other 
poultry supplies. 


Every new born chick suggests the need for netting. And netting, 
in turn, suggests the need for other profitable items in your stock. 


. Today in your trade territory scores of potential buyers are figur- 


ing their requirements. Tomorrow they will buy. 


And, while it is buying time for the poultryman, it also is selling 
time for the dealer. Now is the time to go after this profitable trade. 


Make U. S. Poultry Fence your leader. It will bring new cus- 


tomers to your store and pul money in your cash register. 


U. S. Poultry Fence appeals instantly, even to the inexperienced, 
because it is made and stretches like farm fence, requires neither 
top rail nor baseboard, costs less “put up” and, makes a neater, 
more lasting fence. 


Representative jobbers all over the country maintain complete stocks. If you 
do not know the U. S. jobber in your territory, write us for his name. 


Indiana Steel & Wire Company 


Muncie, : : Indiana 
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No.30 





Pliers 














_ Slip 
Joint Pliers 

















No.8010D 









Expansion 
Bit 


Concentrate Your 
P urchases Brace 























Does not this presentation of our most 
popular lines suggest the desirability of con- 
centrating your purchases on PEXTO prod- 
ucts? Each line is complete. 


Knowledge and experience of over 100 
years of tool making is built into each and 
every PEXTO product. They are distinctive. 
Their possession spells satisfaction to the 


owners. 
Quality of material and workmanship is of para- 


mount importance to us and the PEXTO TRADE- 


MARK on the tools you buy is significant. Insist 
upon having PEXTO TOOLS; accept no substitute. 


The Peck, Stow & Wilcox Company 
Southington, Conn., U. S. A. 


Worth 
While 


Tools 











Pipe 
Wrench 





Wrench 



























































7 Hatchet 










































Screw 
Driver 














Chisel 





Drawknife 
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VERY PYREX advertisement delivers a 

message of genuine interest to the house- 
wife. And every PYREX message is based on 
Facts—facts obtained through extensive and 
thorough research. There is no guesswork 
about it, no extravagant claims are made. 


PYREX advertising is convincing because it 
is sincere and straightforward. It is written in 
plain, simple language that everyone can under- 
stand. And it is genuinely helpful in presenting 
suggestions of value to the housewife in her 
work. 


That’s why PYREX advertising brings re- 
sults, brings customers into your store already 
“‘sold’”’ on the merits of this unique ovenware. 


y y A 


Full page space, in colors and in black and white, 
will be used at frequent intervals throughout the 
year. No matter what community you serve, 
these great national magazines will deliver the 
PYREX message to your customers, will stimu- 
late PYREX sales for you. 


CORNING GLASS WORKS lien 
‘Pyrex Sales Division /| Opp 


More than eight million homes are reached 
by the magazines chosen to tell the nation’s Corning, New York 








housewives of PYREX advantages. pve ngineell 
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PIPE VISE 


| mye ey for 
home, shop, or farm. 
Has tempered, tool-steel 
jaws with fine-milled teeth 
which grip firmly. Yoke, 
frame, and base are of guar- 
anteed malleable iron. 
Screw, head, and handle are 
of selected steel. Patented 
device insures smooth hand 
grip. Made in seven standard 


. ‘ 
sizes. A YE 















Othe 
- Pipe Wrench with the 


Replaceable Insert Jaw 
and Nut Guards . . ~ 


WHEN large American tool buy- 

ers (railroads, oil companies, 
power plants, plumbers, etc.) have to 
settle the question of wrench econ- 
omy, TRIMO almost invariably gets 
the verdict, even though the first cost 
of this rugged Pipe Wrench is a few 
cents more than others. Why is this? 


t ¢ 

Just consider one point alone—the 
INSERT JAW in the handle, an ex- 
clusive TRIMO feature. After the 
TRIMO has rendered long and hard 
service, this jaw can be quickly 
replaced at small cost. With other 
makes an entirely new wrench would 
have to be bought. NUT GUARDS 
which keep the TRIMO adjusted con- 
stitute another economic (time and 
labor saving) feature. Pressed steel 
frame is practically unbreakable. 


+ ¢ 

Replaceable parts, maximum strength, 
masterly design, and many other ex- 
clusive points have made TRIMO the 
preferred Pipe Wrench among large 
and small users for nearly 40 years. 
Made in eight steel-handle sizes from 
6 to 48 inches; four wood-handle 
sizes, 6, 8, 10, and 14 inches. 


¢ t 


At all hardware, mill, plumbing, 
and oil-well supply stores. Insist 
on TRIMO—accept no other. 


TRIMONT MFG. CO, 


ROXBURY . MASS. 
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TRIMO 
“aly 


Here’s Another Full Page 
Advertisement Scheduled for 


THE SATURDAY 
EVENING POST 


(March 13th) 


THE COUNTRY GENTLEMAN 


(May) 


POWER and 
SOUTHERN POWER JOURNAL 


This will be backed up further by other attractive advertise- 
ments in the following publications: 


POPULAR SCIENCE MONTHLY................-.626- Full Page 
SE a es eee ee es ee Full Column 











EA A a ee oe eT Full Column 
DOMESTIC TENGINERRING. 6 5 o.oo. cc cc ccc eee Half Page 
PLUMBERS TRADE JOURNAL..................-000- Full Column 
Co. aes oe odd 2 2a a Full Column 
INNATIONAL PETROLEUM NEWS...................-- Half Page 


TOTAL CIRCULATION = 5,997,360 


Are you taking advantage of all this national adver- 
tising by keeping a complete stock of TRIMO TOOLS 
on hand at all times? Place an order with your jobber 


—NOW. 
TRIMONT MFG. CO. | ROXBURY, MASS. 
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A BIGGER SALES 





HE Nicholson File Company 

Window Display is done in 
eight attractive and striking colors. 
File buyers, primed by national 
advertising, cannot fail to re-act to 
its human interest appeal, if you’ll 
show it. You'll have plenty of 
room for this display. It’s elastic 
---can be adapted to fit your needs. 


and HOW IT WILL SELL FILES! 





NICHOLSON FILES 
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BDRODUCER Than Ever 


NICHOLSON FILE CO. 


1926 Window Display 











SSe't " 
| NICHOLSON FILE Co. 
U.S.A. 4 Providence, R. I. 
a ae Gentlemen: Please send me your 
1926 Window Display Free. 
— A FILE FOR ;*™ 
a 





(HOLS 


EVERY PURPOSE 


HE trade has said that all NICHOLSON 

Displays have been good. This one is 
the best of all. 1,000 dealers were inter- 
viewed for ideas. We found out what 
you wanted---and have spared no expense 
to produce it for you. 





The 1926 NICHOLSON Display is the fifth. The 
fifth final link between hardware dealers and the 
fifth consecutive year of the biggest, most effective 
national advertising ever put on for files. 


This display is yours---free. Only let us know you 
want one right away for they won’t last forever. 
Not judging from past demands. Whet your appetite 
for it by reading the particulars on the opposite page. 
Then drop us a card with your name and address. 


NICHOLSON FILE COMPANY 


PROVIDENCE, R. 1., VU. S. A. 














»  Address_ SEE ee EE ae ae 
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Dan Stillson himselt 


showed us how to 
make them 


HIS advertisement in to- 

day’s Saturday Evening 

Post tells who makes 
STILLSONS and why. Old 
Dan Stillson himself showed 
us how to put the stuff into 
them that makes STILLSONS 
outwear and, incidentally, out- 
sell a whole lot of other 
wrenches. 


Sell a man a STILLSON 
and he won't be asking for 
“some other kind” the next 
time he buys a wrench. Wal- 
worth makes all sizes, you 
know, from 6 to 48 inches. 


Walworth Co. Boston, Mass. 


Distributors in 
Principal Cities of the World 
























Out TODAY 
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The Latest Tool Information! ! 
The New Brown & Sharpe 
Small Tool Catalog 






Send for your 
copy today 


Catalog No. 30 


This Is More Than a Catalog 
—It’s a Handbook on Small 








Tools 
EVERY . 
Shop Mechanic Student Mechanic 
Tool Maker and Motor Service Man 
Apprentice Repair Man 


Will want a copy of this 448 page illus- 
trated catalog of our 2000 tools and 
1500 cutters. Listed among these tools and 
cutters is valuable information—helpful 
hints for mechanics—-and numerous refer- 
ence tables. No man who sells tools can 
afford to be without a copy. 


BROWN & SHARPE MFG. CO. 
Providence, R. I., U. S. A. 


BROWN @SHARPE TOOLS 


Made Best—They Give Complete Satisfaction 
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fact! 


This display is 
selling Gillette 
Blades and other 


shaving accessories 


enrts fhatirs tan... 
(iin e_ at snators ar, 
Lenroot Tellin on 


amied 
Tab and 13 vote with Reet 
wR2a'clock. The galleries are ge 


PGilette Barrels of Blades ' 
< Display a Complete Success 


em ne 


on | 
| Dealers All Over Country Call |e 
c- | it Great Sales Help 
| 


































=_—-- —-—— —-—— 


: Stand across the street and see 
BOSTON, U.S.A. — Judging by. 7 "A 


uy requests pouring in from dealers if you can miss this dis lay. 
ne throughout the United States and, ol — 
@erk 'Canada, the new Gillette Blade Dis- f 


tor as:Iplay is one of the most popular, Those barrels are eye-catching 
ne. window displays ever offered by a’ 


"| manufacturer. 1 Bice and impressive. You can de- 
tinggtor,| The display itself would appeal'|h 





: : 
. ve." to any dealer because of its noveltyi 7. . p end on it that every — oF 
< tabt. |and effectiveness, but when thei: i; © Wwoman—who needs Gillette 
sargin |Gillette Safety Razor Company )|trim ; k . 

infer- 'offers to pay Five Dollars if this: , & Blades will be reminded. 
joug.” |display after one week’s use does, <¢ 


-|not increase the blade sales over, 
any like period, it is an opportunity’ 
that few dealers will ow up. ‘ig 
mes | It hasalways been the contention ||‘ 
of the Gillette Company that the” 
‘|purchaser of a Gillette Razor be-' 
r |comes a steady customer for Gil-/ tm 
»- \lette Blades, shaving cream, talcum [fe 
—s lotions, etc., and this has)|, 

‘been borne out by the increased 
» ‘Sales of these items by dealers who! ip 
shave installed the new Gillette 
Blade Display. 


Prove for yourself 
Sales in a retail store are in- 
variably increased if the fol- 
lowing three factors are used: 








1. A full window diepliiy in 
the best window! 


2. Counter displays on the 
most popular counters! 


3. Clerk effort! 


~ a 





Court Foes Defeated. 





te Senate Ov 
Agair ivising U. 
iect Plan 


This Gillette Blade Window Display and counter displays will dem- 
onstrate that with clerk effort, your sales can be greatly increased. 
This applies not only to Gillette Blades but all shaving accessories. 
You will again be reminded that a Gillette Razor purchaser is just 
beginning to be a customer. 














. ES 
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a 
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The Coupon Tells the Story 
Install this display for one week 


If it does not sell more Gillette Blades in that time than 
your sales in any previous like period 


we will send you a check for $5.00! 











Our Price 





No strings to the offer. Just sign and mail this coupon 











Coupon for Increased Sales 


GILLETTE SAFETY RAZOR CO., Advertising Dept., Boston, Mass. 
Send us the Gillette Blade Window and Counter Displays. We agree to install the full display in our best 


window for one week. We will put the counter displays on our two most popular counters. Every clerk will 
ask every customer the following question: ‘“Do you need any Gillette Blades?” If we do not sell more 
Gillette Blades in one week’s time than our sales in any previous similar period we will send you a photograph 
of the window display and you will immediately send us your check for $5. 


ee Pn ee 
-_- We also expect to sell some Gillette Razors (by) 
sdeeesidiies diiliiies di tea senda Milind aheeation edges 2c oy gE ee EEN arde F Welin sR hay Mar area nap 
, "ya dan ee 6k wueeeeeens anes 
cream, soap, lotions and talcum powder. 
. | CE <ouk> dhe doe die al Sans cde chine BO 








PPG OE WA EPS YT PS 


Bienes me 90 oy| Se 














EOE Pg i + 


aN llth alta IE Dao edb de etveinn ae nae 








18 | HARDWARE AGE March 4, 1926 





an 


The carpenter 





he machinist 
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Are already sold on 
Maydole Hammers 


Experienced tool users are especially particular about 
their hammers because they use them more than any 
other tools. 





They know the Maydole Hammer. It needs no patent 
“features” to help convince them that it has all the qual- 
ities they need in a hammer. They know that the makers 
of the Maydole have devoted the past eighty years to the 
art of combining press-forged tool steel and clear, second- 
growth hickory into hammers that are in every sense 
fine tools. And they realize that if there was any way 
to make the hammer stronger, tighter head to handle, or 
with a nicer “hang,” Maydole would be the first to 
adopt it. 





The auto mechanic 


You'll find Maydole Hammers easier to sell. They build up 
valuable good will for you. And there’s a satisfaction in selling 
them that to a real hardware man cannot be measured in dol- 
lars and cents. 


Get in touch with your regular jobber if your supply of May- 
dole Hammers is incomplete. And ask us for Catalog and 
Pocket Handbook 23 “C,” as many copies as you have tool sales- 
men. 


THE Davin MAYDOLE HAMMER Co. 
Norwich New York 


MaydoleHamm 7 
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Some things don’t have to 
be So/d to a woman 


... The Sale has to be made to 
the Comptroller of Currency 


Salesmanship isn’t needed to sell 
John K. Husband’s wife a love 
for diamonds... an affection for 
sable or ermine. . . an apprecia- 
tion for fine silverplate. 

If she wasn’t born with a silver 
spoon in her mouth, the taste for 
it is there! 

Her love of Life’s refinements 
is inherent and instinctive —the 
legacy of her sex. And she'd fill 
her house with good silverware 
tomorrow ... if John would okay 
the requisition and amiably supply 


the wherewithal. 


7 A y 


For the first time, a silverware 


advertising campaign is being 


specifically addressed to John K. 
Husband personally ... that canny 
chap who, after all, is a good 
fellow at heart and perfectly open 
to reason. 

The Spring 1926 national 
advertising campaign for 1847 
ROGERS Bros. Silverplate is tak- 
ing John K. in hand and show- 
ing him what he owes The 
Little Woman in the joy of a 
better silverplate service. 

A new note in silverware ad- 
vertising — and an effective one. 
For when John K. is approached 
ingratiatingly on an item that 
affects his wife’s happiness, he is 
the most sympathetic listener in 
all the world. 


1547 ROGERS BROS; 


SILVERPLATE 
1 + INTERNATIONAL SILVER CO - 





How long will you keep her 
on the OUTSIDE looking in? | 


Dear Sir: 


We are thinking of a certain 
husband we know—in writing 
this advertisement. He loves his 
home. He is considerate. But 
sometimes, even as you and I, 
he misses a bet which he ought 
to cover. 

Ever since the home-coming 
from the honeymoon, his wife 
has realized her need for an ade- 
quate silver service. 

But this need, so poignant to 
her, has never been driven home 


to him. So her dream-purchase 
has remained an unreality, the 
yearning of a window-shopper. 


We seek, therefore, to talk 
over this silverware question with 
this husband, as man to man. 


We ask him to look at it ina 
business way. The 50-piece set 
shown in the picture below, with 
flatware enough for the average 
sized family and all their guest- 
emergencies, costs $71.50. But its 
cost is less than a cent a day, 
when spread over its life-long 


term of usefulness and beauty. 


Is not the charm of better table 
service, throughout married life, 
worth a penny a day? Is it not 
worth that price to appease the 
fond wish of a fond woman? 
With that husband we know, 
we rest our case. 

ee 


MAY WE SEND YOU THAT FAMOUS BOOK 
“Etiquette, Entertaining and Good Sense”? 


A charming little brochure on how to entertain cor- 
rectly and smartly for luncheons, dinners and after- 
noon teas. What to serve and how to serve it—for 
occasions both formal and informal. A copy is yours 
for the asking. . . . Address Dept. Q-90, Interna- 
tional Silver Company, Meriden, Connecticut. 


1847 ROGERS BROS - 


SILVERPLATE 


: : SATIONAL SILVER COMPANY 
SALESROOMS: Canada. INTERNAT 


, ) ) i » Ham ILTON, ONTARIO 
New York, CuicaGo, 5an Francisco oF Canapa, Limitep, | ON, 





QL Tuis advertisement will appear in the March 6th issue of The Saturday 
Evening Post and a similar page in the March Ladies’ Home Journal 
































The commanding postion 


of the merchant featuring flatware 


and hollowware 


The smart hostess of today in- 
sists On a matched silver service 
throughout. Her hollowware is of 
the same family lineage as her 
flatware—sired from the same 
pattern. 

For today the family plate 
means family resemblance be- 
tween all the pieces in the home 
—whether for use in the dining 


in matched patterns 


room, the foyer or the boudoir. 

That’s why the active 1847 
ROGERS BROS. merchant has an 
assured sales-feature. 

Every sale of flatware means 
opening a life account. As each 
new piece or set of silver is need- 
ed, the purchaser automatically 
comes back to the same merchant 
to insure getting the same pattern. 


1847 ROGERS BROS - 


SILVERPLATE 


BT. INTERNATIONAL SILVER CO - 
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Storm doors will soon make 
way for screen doors and 
every user of a screen door 
becomes a prospect for a Yale 
No. 570 Household Model 
Door Closer. 


The popularity of the Yale 
No. 570 is indicated by the 
increasing sales each year. 
Many sales are lost however, 
by being “‘just out.’’ Now is 
the time to lay in your stock 
of Yale No. 570 Closers. 


Yale No. 570 Household Door Closer 


‘““Yale Dealer Helps,”’ in- 
cluding window displays, 
folders and letters multi- 
graphed on your own letter- 
head will tie up your store 
with our door closer publicity. 
Order a supply of this mate- 
rial when you order your 
stock of No. 570 Closers, and 
identify your store as the 
place where Yale Door Clos- 
ers can be 


bought. r 








The nage ty Hardware Trade 


ya 
the American Public 


n 
Soule push the sale and use of eit 


Brass and Bronze Builders’ 
part co-ordinated to the quiet 


Hardware. 
closing of a door. 


As the door is opened the 
YQ powerofahighly tempered steel 
spring is stored up waiting for 
release. As the hand leaves the ! 
knob the spring unwinds, promptly starting 
the closing action, and at the right moment, 
controlled by a piston working within its 
cylinder against hydraulic pressure, the door 
gradually loses momentum and comes to a 
quiet stop as the latch-bolt clicks in the jamb. 
. This is the action of a Yale Door Closer. 





Sy & 


The Yale Door Closer is 
a door closing power 
plant: perfect in action; 
made with the precision of a 
smooth-running engine; every 


























| 


The Yale & Towne Manufacturing Co. 


Stamford, Conn., U. S. A. Canadian Branch at St. Catharines, Ont. 
YALE MARKED IS YALE MADE 


Padlocks, Auxiliary Rim Locks, Builders’ Locks and Trim, Cabinet 
Locks, Trunk Locks, Door Closers, Bank Locks, Prison Locks 
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Back of every lasting success there is a 
logical reason. The reason for the success of 


, +. 
ey Gray-Wick Screen Wire Cloth is found in the 
= . . . 
service it gives. 
more, 


Gray-Wick is produced from rust-resisting 
Open Hearth Steel made in our own furnaces. 
The wire is drawn in our own mills. Every 
operation from the raw material to the finished 
product is done under our own supervision. 
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Gray-Wick carries an extra heavy electro 


Lid bebebebbebubeteicitedt At bhiti LL Trill iii i 


zinc coating enameled with transparent var- soe 
nish. “Life Insurance” is built right into it. +f 
12 Mesh, No. 33 gauge each way +P 
14 Mesh, No. 33 gauge each way sae 
16 Mesh, No. 33 gauge filler sae 


Lil 


ISSUERS APRERREERESE eee 
decbednduabbedeidia'. LahtntAt tit ti-t Lit atti ty 
bebuicietabatatida tdi tt Li hiteett tt fT 


No. 34 gauge warp 
18 Mesh, No. 34 gauge each way 


GRAY-WICK 


Gray-Wick has a pleasing Gray color. When un- 
rolled it lies smooth and flat and not wavy. This isa 
great advantage to customers in applying it to screen 
frames. 

Every WICKWIRE BROTHERS Product is backed 
by fifty years of experience. 


Our Other Brands of Screen Cloth 
Cortland Black Enameled 
White Metal Finish 
Wickwire Premier 
Wickwire Bronze 
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Your jobber will supply you. 
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OPENS - - CLOSES - - LOCKS 


Whitco-Equipped Casements Without Moving the Screen 
ASEMENT 


ALLUUNIA 


ONTROL 
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Sash fully (/ 
open 


— 


) 
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The 

Caledonia | 
Sash entirely closed 

Casement Control and locked 


made by the makers of Whitco, and adapted 
for use only with that self-adjusting hardware 


Opens, Closes and Locks the Casement Sash Without Moving the Screen 
No cutting or fitting. No special detail. Reversible— may 


h partly 
open \ 





: Sas 











Easy to install—only four screws. 


be used either left or right hand. Contained entirely between the jambs, and within the width 
of the sill. Multiplied leverage insures maximum force with minimum effort. 


In Solid Brass only , , , ‘ $2.00 each 
Standard Finish is Dull Brass, other finishes extra 


Shipments about April I1st—Ask your jobber. 


Western Offices: OMPANY Eastern Offices: 
365 Market Street 636-645 Mass. Trust Bldg. 
San Francisco MANUFACTURERS ¥¥ HARDWARE GU SPECIALTIES Boston 


Send all inquiries to nearer office 
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If buildings are built to live in—their hardware 


should be good to live with 


F you ran your fingers over this graceful Corbin Lever Handle 

—felt the sturdiness of its finely finished brass—saw its 
beauty on your own French Doors—how quickly you would 
say: Corbin Hardware is Good Hardware. 


And so it is—good to look upon—good to live with. That is 
why we say—Good Buildings deserve Good Hardware—Corbin 
whenever you build—whatever you build. 
P. & F. CORBIN "82 BStnecmon 
The American Hardware Corporation, Successor 
New York Chicago Philadelphia 


IT IS YOURS! 
Yes! your “ad” going 
to your customers—to 
5,000,000 readers of 
magazines—buyers of 
hardware—customers of 
Corbin dealers. Look 
for it in the March na- 
tional magazines. 
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This convenient Jersey Display 
Rack helps sell screen cloth. 
Write for information about it. 


Above is shown the window 
display which won first prize 
in last year’s contest. The new 
displays will be judged as they 
were last year, from selling 
point of view. The contest 1s 
restricted to dealers who had six 
rolls of Jersey Copper Screen 
Cloth wn stock, or on order, at 
the time of the first announce- 
ment of the contest. The con- 
test will close May 15, 1926. 
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Again the Jersey $1,000 Contest 


UR customers evidenced such interest in the contest last year 
and found their displays so beneficial that we have decided to 
repeat the Jersey $1,000 Window Display Contest. 
Fifty prizes, aggregating $1,000, are offered by The New Jersey 
Wire Cloth Company for the best window displays of Jersey Cop- 
per Insect Screen Cloth during the month of April. 


The prizes are as follows: 


I ee ee a ss sw Bhs Wie ae wes eats $300.00 
en hee bedhead ban 200.00 
es es cin es tee bbe ean wis 100.00 


Two prizes of $50.00 each Four prizes of $25.00 each 

Ten prizes of $10.00 each Thirty- -one prizes of $5.00 each 
In addition to these prizes a check of $3.00 will be sent to each contestant 
who submits a photograph, whether or not he wins a prize. 


Jersey Copper Screen Cloth is an easy selling article because of its superiority, 
especially if well displayed. It is the best known screén cloth on the market. 
It always pays to handle Jersey, because it gives satisfaction to customers— 
sells rapidly—and affords a reasonable profit. Detailed information regard- 
ing this $1,000 Prize Contest will be sent on request. 


THE NEw JERSEY WIRE CLOTH COMPANY 
628 South Broad Street New Jersey 
All Gredes of Wire Cloth Made of All Kinds of Wire 


JERSEY 


Trenton 





er Screen Cloth 


Made of Copper 99.8 % Pure 
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‘TRADE MARK 
CANADA 


NEWEST 
GLASS DRAWER KNOBS 


PATENT APPLIED FOR 











‘Thousands of Samples of | 


STO-V-OIL 





















: 66 9 
Genuine “TOM-TAP” Products ) 
HESE knobs have a threaded 
Are Being Distributed by brass tube cast in the glass to re- 
St M f ceive a washerhead screw adjustable 
ove Manufacturers to any size wood, eliminating the bolt 
oing through the glass also the nut 
Thousands of new Gas-stove burner 8 a th ra 7 
stoves, gas, coal and holes are kept open, inside € drawer. 
wood are being put By sanitation increased. , 
into the hands of | STOVOIL is a pre- The knobs are guaranteed against 
consumers with sam- th ventative and a pre- the tube coming out or getting loose, 
ples of STOVOI : SeEeEteve. the faces are cut and polished, the 
enclosed. One of ; 
these well known |= > oe > — bottoms are studded, absolutely pre- 
. “ TOM TAP = orm, is sold exclu- : . 
senstens ts Tho Hang. STo¥: te lr oc ge ie venting knobs from turning, or be 
Co GRAND ~ ers and jobbers and coming loose. 
; [steven 7p] carries a generous ‘ : : 
Old fashioned stove |)>==2:~}y- profit. It is a product Made in four popular sizes 1n crystal 
polish is out. STOV- aoe of years of chemical and al cla 
OIL does what the research. Order a Op glass, also drawer P ulls. 
housewife wants small 3-dozen lot 








from your jobber or Order by number 
direct from us, or 


done—cleans as _ it 
polishes, yet removes 

















rust permanently. write for circular. CRYSTAL GLASS v OPAL GLASS 
No. 49 size..... he” No. 149 size.... %” 
: . No. 50 size..... 1%” No. 150 size....1%’” 
" No. 151 size....1%” 
Superior Laboratories No, 51 size.....1% oo aan. 

Dept. 302 No. 52 size..... 1%” No. 156H Drawer 
? No. 56H Drawer Pull A Pull 

28 to 30 IONIA Die. GRAND RAPIDS, MICH. Packed one dozen in a box. 


Exclusive Pacific Coast Distributors 


For sale by all leading Wholesale Hard- 


General Sales Corporation ware Firms in U. S. A. and Canada. 
718 Mission St., San Francisco Write for the name of our nearest dis- 
474 Everett St., Portland tributor in your territory 


350 E. First St., Los Angeles 
Manufactured exclusively by 


TRADE 
oVo p TECHNICAL GLASS CO. 


oT wwidl Incorporated 


Reg. in U. S. Pat. Office LOS ANGELES, CALIF., U. S. A. 


—_-—___-———————- -- 
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RMSTRONG BROS. Tools 
} give the most for the money 
»/) in Service and Satisfaction. 


Once a mechanic buys an ARMSTRONG 
BROS. Pipe Tool from you, he will quickly 
buy the Complete Line. That is why wise 
dealers include the whole line in their stocks. 
They reap the profits from the demand that is 
growing steadily. 


Your customers know that the ARM- 
STRONG BROS. Trade Mark on a Tool is 
a Recognized Guarantee of the Highest Qual- 
ity obtainable. 


—— - —_—-* Armstrong Bros. Stocks and Dies By making us your source of 

andling the line o Pi Di supply, you get benefit of freight 

RECOGNIZED QUALITY! ARMSTRONG BROS. Pipe Dies 
’ have relieved or “backed off’ chasers  @/owances on 200 pound ship- 

made from special alloy Tool Steel which ments or better 

makes them easy cutting and long lasting. 





The stocks are certified malleable iron Standard Pipe Vise 
These Vises are of improved design 


of improved design. and superior workmanship. They are 
er automatic locking and combine con- 
- venient weight with 
CH HO strength and quick 
action. The Frame 
and Base are made 
of Certified Malle- 
able Iron. The Jaws 
are Tool Steel care- 
fully milled, hard- 
ened, tempered and 
tested. 


Body, handle and cutter holder are 
Certified Malleable Iron finished in 
black lacquer. Parts interchangeable 
with parts of other standard makes. 





3-Wheel Pipe Cutters 


EY) 


Indispensable where cutter cannot 
be revolved entirely around pipe. Solid 
Cutter wheels made from special ol 
Alloy Tool Steel, hardened and heat . 
treated. 


All-Steel Pipe Wrenches 


T7I oe 
A (a Rh wees 
Our All-Steel Pipe Wrenches are 
particularly noted for their strength, 


durability and perfect balance. Made . 
in all the wanted sizes. Adjustable 





Chain Pipe Vise 






Extremely compact, “i 2 
convenient and quick ( 
in action. D rop _ 
forged steel—hard- / 
ened jaws. Combines | ni 
maximum strength ;-— 
with minimumlL— 
weight. Especially 
handy for outside 
jobs. 





Write for Your Copy of Pipe Tool Catalog 


Armstrong Bros. Tool Co. 
“The Tool Holder People”’ 
314. N. Francisco Ave. CHICAGO, U. S. A. 
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GORDI 
Weed Serews 
Drive Screws 
’ Ceach Screws 
Machine Serews 
Set Screws 
Cap Screws 
i Saw Screws 
Thumb Screws a 
: Hand Rail Screws i Be 
Special Autematic Screw — 1 bs 
Machine Products —— te 
Stove Bolts aceon | fas 
: Tire Bolts ane ,/ PS 
Agricultural Bolts — f Ma 
Sink Bolts — = s. 
Hanger Belts —_— — se 
Machine Serew Nats — — g 
Steve and Tire Bolt Nuts i — - 
Semi-Finished Nuts = Be 
: Castellated Nuts Be 
S.A.E. Nats % 
Jack Chain : 
Plumber's Chain # 
Register Chain : 
Safety Chala UNIFORM QUALITY and ADEQUATE STOCK & 
Furnace Chain Pe 
Ladder Chain 53) 
Sash Chain The CORBIN SCREW CORPORATION E 
Escutcheon Pins The American Hardware Corp., Successor es 
ee NEW BRITAIN, CONN. : 
Warchousee—New York, Chicago, Philadelphia ‘S 
C (} RBI x Western Factory—Dayten, Ohiec ee 
igs 
ina 














ha. erate —_ 
ears Bo 
Soe es 
~ SFIN 3 4 Tar! pe 22 


| The Quality Line 


NEW COLONIAL TRIM 











1104 
Plympton 


1104 
Cortland 





New Addition to our Line 
Write for New Catalog of Colonial Hardware 


Reading Hardware Company 
Reading, Penna. 





Philadelphia Chicago San Francisco 
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NONE BETTER. 


@No3 SocRetS§ 












It’s Socket Wrench Time! 


The winter has been hard on cars. As the days begin to lengthen 
and the sun to strengthen John Smiths and Bill Joneses by the 
thousands begin to fuss around their cars. 


—And the first thing they need is a socket wrench set like the 
No. 3 shown. Six sockets that fit most of the nuts and a handle 
that is steel all through. It’s “The Set That Sets the Nut.” 


Are you going to be ready to sell the Smiths and Joneses the great- 
est seller in socket sets? 








Order a carton of ten from your Jobber and insist on getting the 
NONE BETTER. If he cannot sell you, we can. 


Send for catalog, etc. 


No. 3 Set — Six 
sockets of com- 
monly used sizes 
and L Type Hex. 
Steel handle in 
handy hinged metal 


container. The New Britain Machine Co. 


198 Chestnut Street 
New Britain Connecticut 
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Endorsed By Millions of Users 


No wrench of the screw type variety has 
ever been endorsed and recommended by so 
many people as the Coes Knife-Handle 
Wrench. 


Its increasing sale everywhere is due to the 
fact that it is unquestionably the best general 
purpose wrench made and it gives ever- 
lasting service. 


—_—_— 
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Sizes: 6” to 21”. Order through your regu- 
lar Jobber. 


COES WRENCH COMPANY 


*““—In business since 1841”’ 
Worcester Mass. 


Selling Agents 











d. ©. MeCasty &@ Ce...... 05s 29 Murray Street, New York 
John H. Graham & Co....113 Chambers Street, New York 
Fenwick Freres............. 8 Rue de Rocroy, Paris, France 
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25,000 Dealers 
Find it Profitable 


to sell American Steel & Wire Company Fence and 
Posts. | 


Te as a ee 


ew ee a pe ae I ae ee ee ee ee ee 7 


JORN Sa |. Because they are guaranteed to equal or outlast 
RNY any fence made of same size wires and used 
under the same conditions. 


2. Because there are 26 years of good faith behind 
the American Steel & Wire Company guarantee. 


3. Because the brand of Fence you sell is backed by 
an extensive national campaign which creates ac- 
ceptance and demand without argument. 














4. Because you are supplied with practical advertis- 
ing assistance from our advertising department in 
the way of circulars, newspaper advertisements 
and other aids for creating local business. 


5. Because greater variety of products can be in- 
cluded in mixed cars. 





6. Because mills and warehouses conveniently lo- 
cated insure quick, efficient service, with lowest 
freight costs. 





Write for full details of our sales co-operation plan 
that helps you increase net profit. 











Zin {nsulated 





American, Royal, Anthony, U. S. National, 
Monitor and Prairie 


DEALERS WANTED EVER YWHERE—Write for Sales Plans 





OTHER SALES OFFICES 
Chicago New York Boston Cleveland Worcester Philadelphia Pittsburgh Buffalo 
Detroit Cincinnati Baltimore Wilkes Barre St. Louis Kansas City St. Paul 
Oklahoma City Birmingham Memphis Dallas Atlanta Denver Salt Lake City 


Export Representatives: U. S. Steel Products Co., New York 
Pacific Coast Representative: U. S. Steel Products Company 
San Francisco Los Angeles Portland Seattle 


American Steel & Wire Company 
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A load of “cream thieves,” all of which were replaced with new De Lavals, going to the junk yard. 


Show Them Up and Trade 
Them In 


|’ has been estimated that there are two million separators in use in this country which are 








wasting butter-fat and are costing their owners an ehormous sum of money each year. 
As part of the campaign to replace these ‘‘cream thieves’’ with new separators, De Laval 


Agents have two outstanding advantages: 


{1} Skim the Skim- Milk 


Because the new De Laval is the world’s cleanest skimming separator, 
De Laval Agents can, and many thousands are doing so, run the skim-milk 
from any machine about which there is question as to its separating 
ability, through a new De Laval. If any butter -fat is being lost by im- 
proper separation, the new De Laval will surely recover it. Weigh and 
test any such cream recovered, and then it can be told exactly whether or 
not a new De Laval is needed. Surprising results are being obtained by this 
method and many sales are being made. 


{2} Trade Allowance 


A trade allowance policy on the part of the Company enables De Laval 
Agents to trade in old separators, and frequently is the means of removing 
the last objection on the part of the user to parting with his old machine. 


A very simple plan, but extremely effective. We want more live agents carrying on such 
demonstrations to their customers. 


A greater opportunity exists today for the sale of De Laval products than ever before. The 
present De Laval Separator is the best machine ever built. It has the wonderful “floating 


bowl,” the greatest separator improvement in 25 years. (Comparative tests welcomed.) 


We are looking for live-wire agents who will go after business aggressively. We are now 
considering applications and shall be glad to have yours if you think you can adequately rep- 


resent us in your community. 
In addition there is the De Laval Milker business, which is developing rapidly and has 
great sales possibilities for live-wire agents. 


The De Laval Separator Company 


NEW YORK CHICAGO SAN FRANCISCO 
165 Broadway 600 Jackson Bivd. 61 Beale Street 
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HE oaitiiiaesiain which carry White Mountain Freezer 
advertising have a total combined reader appeal of 
more than 47,000,000 people per issue. This vast num- 
ber of potential readers of White Mountain advertising is 
equal to the entire female population of the United States. 


The newly designed and reconstructed White Mountain 
Triple Motion Freezer is a masterpiece of mechanical and 
. Seen — Easier to sell because of its ayuters merit. 
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F you intend to take full 
advantage this year of the 
growing popularity of 

electric fans,ask distributors to 
show you the full line of 
Wagner Fans. 


Last year these fans were new 
—but they quickly won a 
national reputation purely on 
merit. Never before had fan 
buyers seen a fan that ran so 
silently,and projected so much 
breeze. The reason is, that 
these fans were scientifically 
designed as an improvement 
over types that have not been 
changed for years. 


People who had previously 
objected to fans, because of 
noisiness and uncontrolled 
drafts, show immediate inter- 
est when a Wagner Fan is dis- 
played running on the counter. 
They see the blades going, but 
can scarcely hear asound! And 
they find the breeze is under 











LIST PRICES 


9-inch, high-speed 
non-oscillating $10.00 A. C. only 


9-inch, high-speed 


oscillating $12.50 A. C. only 
10-inch, high-speed 
oscillating $16.50 A. C. only 


12-inch, high-speed 
non-oscillating 
$23.00 A. C. or D.C. 


12-inch, high-speed 

oscillating $30.00 A. C. or D.C, 
12-inch, low-speed 

oscillating $30.00 A. C. or D.C, 
16-inch, low-speed 

oscillating $35.00 A. C, or D. C, 
16-inch, high-speed 

oscillating $35.00 A. C. or D.C, 


§6-inch, ceiling fan 
$52.00 A. C. or D. C, 


Ventilating Fans 


12-inch $29.00 A. C. or D.C, 
16-inch $33.00 A. C. or D.C. 


Above prices cover fans for 110- 
volts 60 cycles or 110-volt direct 
current oaly. 





WAGNER 


ELECTRIC CORPORATION 


6400 Plymouth Avenue 
Saint Louis 





perfect control; going directly 
where it is desired, instead of 
being puffed out broadcast. 
Many a Wagner Fan has been 
sold to people who found that 
their fan objections did not 
apply to this fan. 


Recently these fans were 
tested in comparison with 
other representative makes, 
and the test proved that the 
breeze from the Wagner Fan 
reaches 12 per cent further. 
This efficiency of the fan is 
consistent in every detail; the 
heart of the fan is a Wagner, 
Quality motor — sturdy, and 
very economical in its use of 
electricity. 


An.order placed now will 
give you stock in time to take 
advantage of the first warm 
weather. Many a dollar slip- 
ped away from retailers who 
waited for hot weather before 
buying last year. 



































€131-5 


In a comparative test with other representative makes 
the Wagner Fan projected a breeze 12 per cent further. A 
comparison of the four leaders of the test is here shown. 
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A Popular HOHNER Display 
That Sells Harmonicas! 


ORE than 300,000 merchants in every 

part of the country know the value and 
importance of featuring Hohner Harmonicas 
in their windows or on their counters. 


These progressive dealers are the leaders in 
their fields, representing such important lines 
as drugs, hardware, sporting goods, toys and 
novelties, stationery, musical instruments and 
general merchandise. Yet regardless of the 
particular kind of merchandise they are sell- 
ing, they have found that it pays to feature 
Hohner Harmonicas as a popular leader. 


Hohner advertising and publicity in national maga- 
zines, newspapers, billboards, motion pictures, radio, 
school books and municipal contests is creating a tre- 
mendous demand for harmonicas among people of all 
ages in every village, town and city. Yet Hohner co- 
operation doesn’t end there—it goes straight into the 
dealers’ stores in the form of attractive counter cards, 
displays, window trims, instruction books and other 
dealer sales boosters. 


The attractive collapsible display cabinet shown above 
is proving a popular sales booster among dealers 
everywhere. It comprises three trays of best sea- 
soned wood, so ingeniously arranged and constructed 
as to permit the opening and closing of the cabinet in 
a few seconds. The cabinet is elaborately finished in 
rich mahogany, finely polished and lettered in gold. 











Order This Display Cabinet When open, it presents an attractive display of the en- 
Todav tire contents of 38 assorted harmonicas. When closed 
0 ay it resembles a handsome jewel case, occupies less than 
The “ 490 Hohner Collapsible Display Cabinet |! 4 square foot of space, and will enhance the appearance 
gee) Aan pelle at 50c of your counter. But more important, it will sell har- 

6 Harmonicas . . retail at 60c monicas and net you a steady revenue of profit. 

10 Harmonicas . . retail at 75c 

Total retail value $22.10 It will pay you to put this Hohner Display Cabinet on 


Your Investment—$14.75 for Cabinet ; * 8 
and Harmonica Assortment your counter and tie your store to Hohner advertising. 


Your Gain—Over 50% Cash Profit and a Write us today! 
Handsome Display Cabinet 


M. Hohner, Inc., Dept. 66, 114 East 16th St., New York 


Canadian Address: Hough & Kohler 468 King Street, W., Toronto 




















Fascination Health 
Inspiration Portability 
Education Durability 
Entertainment Convenience 


Accuracy 4 Popularity 
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What twenty-one years 
mean to you 


Twenty-one years’ study of correct store front building 
and service from a merchandising viewpoint backs every 
Kawneer installation. When you invest in a Kawneer 
Store Front it is not an experiment but the proven pro- 
duct of experience. 


We serve the small as well as the large in every mer- 

gee i chandising field. 
= acne” eee Here are just a few of the big stores using Kawneer. You 
undoubtedly know most of them. What better endorse- 


ee ment can we offer? 


hers J. L. Hudson Co., Detroit. 
mulls mT M. R. Rich Bros., Atlanta. 
T. Eaton Co., Ltd., Montreal. 
, , San Francisco 
City of Paris Oakland, Calif. 
Paine Furniture Co., Boston. 

H. Mahlar & Sons, Raleigh, N. C. 
The May Company, Denver. 
‘Browning, King & Co., Inc., Chicago. 
The Venetian Arcade, Miami, Fla. 
Broadway Dept. Store, Los Angeles. 
Hecht Company, Washington, D. C. 
M. E. Blatt Co., Atlantic City. 
The Boston Store, Milwaukee. 
Hanan Shoe Co., Memphis, Tenn. 


| 
* } 


: f ad 
Ldadb ide irrn,. ‘«! 4 . Hundreds of installations for many of the leading chain stores. 
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COMPANY 

$417 N. Front St. 
Niles, Mich. 

Sena book showing 
numerous types of 
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MR. HAPPY 
MAN 
SAYS: : 


“If you had teeth 
like an ATKINS SAW 


and as good a temper, 
you’d ‘cut up’ more.” 


Spring the ‘old saw’ 
on your saw and tool 
customers and watch 
the cash register 
‘cut up.’ 


















Dealers’ Bulletin No. 24 and 
“Pointers” will be sent to all 
hardware men who want to 
sell 
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E.C.ATKINS & CO. 


ESTABLISHED 1857 THE SILVER STEEL SAW PEOPLE 


Home Office and Factory, INDIANAPOLIS, INDIANA 
Canadian Factory, Hamilton Ontario 
Machine Knife Factory, Lancaster N.Y. 


Branches Carrying Complete Stocks In The Following Cities: 


A LOE 
s 


Atianta New Orleans San Francisco 
Memphis New York Ci Seattle 
Chicago = ty Poeris. France 


Portiand,Ore. Vancouver, B.C. 


ATKIN 


SILVER 
STEEL 


Minneapolis 


SIS 
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General Market Information 








BRANCH OFFICES 


Chicago, 1507 Otis Building; Pittsburgh, 1092 Park Building; Boston, 425 
Park Square Building; Philadelphia, 1402 Widener Building; Cleveland, 
1362 Hanna ar Cincinnati, 904 First National Bank Building; 
Detroit, Basso Building, 7338 Woodward Ave.; San Francisco, 320 Market 
Street; London, England, 11 Haymarket, S. W. 1. 


SUBSCRIPTION Prices—United States, its possessions, Canada, Mexico, 
Central America, South America, Spain and its colonies, 1 year, $3.00; 
2 years, $4.00. Foreign countries, not taking domestic rates, 1 year, $6.00. 
Single copies, 25c. each. Subscription remittance should be made by 
Check, Post Office Money Order, press Money Order or Bank Drafts, 
payable to HarRpDWaRE Aaz, New York. 








It’s Up to You 


In this issue of HARDWARE AGE you 
will find a veritable manual of mer- 
chandising information. HARDWARE 
AGE aims to be of service to you in the 
solution of the many problems inci- 
dental to the conduct of your business 
and to place before you practical and 
workable ideas, the worth of which 
have already been demonstrated. This 
information is only as valuable as you 
make it. It’s up to you. 





What Readers Say 
About Us 


“IT consider HARDWARE AGE well worth 
the subscription price every month to any 
retailer or clerk. They should not be 


without it.” 
(Signed) P. O. POWERS. 


Areade, N. Y. 


“We want to tell you that we enjoy 
reading your paper and have received 
many valuable suggestions. We enjoy 
very much the articles by Saunders Nor- 
vell and Hamp Williams.” 

(Signed) BEDELL & CO., 
Washington, D. C. 


“Don’t let me miss a copy of your valu- 
able paper.” 
(Signed) J. B. SHANKLIN, 
Anderson, S. C. 
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A lucrative business is 
) brought to legitimate hard: 
ware channels by the advent 
of McKinney Forged Iron 
Hardware. McKinney has 
taken a division of the hard- 
ware industry and so handled 
it that the fruits of distributing 
it are to be gathered by the 
hardware trade. 


Forge Division 


McKINNEY MANUFACTURING Co. 
PITTSBURGH PENNSYLVANIA 


MCKINNEY 
FORGED IRON 





McKinney Products include: Wrought Steel and Bronze Butt-Hinges—Strap and Tee Hinges 
—Forged Iron Hardware—Garage Door Hardware, including Complete Sets——Door Hang- 
ers and Track—Door Bolts and Latches—Sash and Screen Hardware—Shelf Brackets. 
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A Little Matter 





Personal Salary 





A Remedy 
for Trade 


Encroachment 








Keeping 
Up-to-Date 
With the 
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By LLEW S. SOULE 


OW much salary do you allow yourself? Or course you draw a salary. 

Every merchant does or should. The profit which the business earns is 

not salary; neither should it contain the salary item. As a merchant you are 
entitled to a salary, as well as a profit. 

How much salary should you have? That's a matter for you to figure out. 

Hugh F. McKnight of Pittsburgh, makes the following suggestion, which 
hits the nail squarely on the head. 

‘A man in any hardware business ought to pay himself a salary sufficient 
to attract some other equally qualified man to take over his job, if he should 
die or be forced out.” 

What would you be forced to pay a man as competent as yourself to take 
over your store and run it successfully? 

That's the answer to your personal salary problem. 


RADE encroachment came in for its share of discussion at the Pennsy]l- 

vania and Atlantic Seaboard Convention. Warren Kelley asked this 
question: How can hardware concerns best counteract the habit of dry goods, 
grocery and drug stores of encroaching on hardware sales? 

Bob Murray certainly struck a key-note with this answer: 

‘It is my opinion that we are not going to be able to stop this encroaching, 
and the only thing we can do is encroach. The only way in this merchandizing 
game of ours, is to fight fire with fire. When they go into our community, 
and peddle our goods, we will, or we should, go out and do some peddling our- 
selves. If the grocery man in our section puts out pails at 19c, we should put 
out some item of his at a price lower than he is charging. Pretty soon we may 
be able to stop the encroaching, but it is my opinion that merchandizing is a 
matter of the survival of the fittest ; that the only way to succeed is to fight the 
fellow who fights you. Let's do a little more intelligent fighting at his own 
game. 


Bi: eae are approximately six million farmers in the United States today. 
They are not like the farmers of twenty years ago, who raised everything 
they ate and traded their surplus butter and eggs for clothing and hardware. 

The farmer today is generally a specialist. He raises larger crops of a kind 
than formerly, and sells those crops for cash. When he traded his produce for 
goods he took what was offered. He had to. Today he buys for cash, or on a 
basis backed by cash and specifies what he wants. 

The automobile, radio and the motion picture show have enlightened him 
and his good wife as to style, convenience, comfort and luxury. He knows 
more than the farmer of other days, and has more with which to satisfy his 
wants. He is buving articles today that formerly sold only to high salaried 
city dwellers. 

And yet—There are some merchants who still regard him as merely a 
farmer, and attempt to deal with him on a hayseed and overall basis. 

The seller of merchandise who fails to keep pace with his farm trade is over- 
looking his greatest opportunity for increased sales volume. 
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A good wire fence around a pasture, while ornamental and useful, will also greatly enhance the value and 
appearance of a farm 


Building Bigger Fence Sales 


By Elmer T. Wible. Article No. 3 


IRE fence has been somewhat of a neglected 

child in the hardware store in recent years. 

There are several reasons for this; one is 
that farmers have been passing through a readjust- 
ment period during which they have put off making 
many farm improvements; another is that the com- 
petition has been keen and the margin of profit in 
some cases has been narrower than normal. These 
conditions are all of a more or less temporary nature, 
but the result is that many hardware merchants have 
taken less interest in fence, and consequently some of 
the fence business has slipped away from the hard- 
ware store. Some hardware stores have even discon- 
tinued handling fence. 

I think every hardware merchant realizes that, to 
maintain his place in the march of commercial 
progress, he must distribute his overhead over a 
constantly larger volume of business. Certainly he 
does not expect to grow larger with a smaller volume 
of business nor by handling a fewer number of items. 
In fact, the additions of radio, electric appliances and 
other items have been the notable tendency of the 
past few years. 

In the article about the wire fence market which 
appeared in the February 18 issue of HARDWARE AGE, 
it was pointed out that even during the post-war 
period the total of fence sales annually have been 
more than $25,000,000 and that every indication 
is that this figure will be doubled or trebled in the 
near future. With the increase in diversified farm- 
ing, fence requirements will be greatly increased. 
Wire fence is one of the first essentials to modern, 


diversified farming, and it is through modern farming 
practice that American agriculture will solve its 
problems concerning labor, soil fertility, etc. 

Wire fence is one of the staple hardware items. 
The specialty items are of importance, but their de- 
mand fluctuates, and it is the staple items that have 
made hardware the most successful of retail lines. 
(Statistics show that hardware stores have an average 
life greater than other classes of retail stores). If 





Wire fence rack in the store of the A. C. Toudouze 

Hardware Co., San Antonio, Texas. It shows full 

height samples of the types of fencing carried in 
stock 
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Any farmer can smile with pride if he has a neat fence inclosing his hog yard 


hardware merchants, through lack of attention to 
fence, inadequate stocks, etc., encourage their cus- 
tomers to go to other stores for this staple hardware 
item, those other stores will not overlook the oppor- 
tunity to sell them posts, barbed wire, nails, screens, 
axes, plows, harness, wagons, etc. It seems to me 
that one of the greatest essentials for the hardware 
merchant in this competitive age is to render a com- 
plete hardware service. 

It is true that the gross margin on fence has been 
somewhat less as a rule than that on small hardware 
items such as tools, cutlery, utensils and toys. Those 
items must have a wider margin to be handled profit- 
ably because they require more display space, selling 
time, wrapping and delivery expense per dollar of 
sales than do fences. Different items have different 
selling costs and I do not .believe that the hardware 
merchant can take his average cost of doing business 
and apply that indiscriminately to every item in his 
store. Water finds its own level, and the selling costs 
of different items will ultimately be expressed in the 
selling prices. During the past few months the deal- 
er’s gross margin on fence has increased and now com- 
pares. favorably with other hardware lines, except, 
perhaps, in a few cases of local price competition 
among the merchants. 


As to Profits and Display 


If the true cost of handling fence is taken into con- 
sideration I believe it will be found to measure up at 
least to the average in net profits of hardware lines. 
It requires very little store display space; often a 
sample display rack such as is illustrated here satisfies 


every requirement. The stock may be kept in a shed or 
warehouse. Many dealers have some of te fence 
sold before the car arrives and the customers haul 
away a part of the shipment immediately. Often the 
stock is temporarily stacked outside, and much of it 
moved promptly, entirely eliminating storage expense. 
It is always best, however, to store fence under cover 
because it stays brighter and in better selling condi- 
tion. There are usually no delivery costs; no shelf 
wear; no obsolete models; no approvals and no returns 
such as often apply to household appliances. 

Many factors are operating to build a bigger fence 
business for the merchants who handle fence. Fore- 
most among these is the economic necessity for farm- 
ers to get away from single crop farming, and even to 
get away largely from cash crops. The risk of single 
crop farming is too great. Shipping grain to market 
robs the land of its fertility, and also the high freight 
rates absorb too much of the profit margin. Balanced 
crops fed to live stock and marketed as beef, pork, 
diary products, etc., yield the greatest net profit year 
after year, and this is proved by the prosperity of 
those districts that have practised this type of farm- 
ing. 

Educate the Farmers 


Another important factor that will result in larger 
fence sales is education. American farmers, old, 
young and embryonic, are all being taught the ad- 
vantages of diversified farming. Agricultura: schools 
through their classrooms, experiment stations and ex- 
tension work are teaching this doctrine. This move- 
ment is further carried on by the county agents and 
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other government extension workers. The farm 
papers, which deserve a good share of the credit for 
the progress that has already been made in this di- 
rection, are still consistently advocating better form- 
ing methods. 

American farmers themselves, in characteristic 
American fashion, may be relied upon to solve their 
problems through the adoption of better methods. As 
all of this combined effort bears fruit it will bring 
about unparalleled prosperity for the agricultural 
communities. It will create a tremendous market for 
wire fence, because wire fence is a part of the essen- 
tial equipment for modern farming. But in addition 
it will enlarge the market for many other hardware 
lines such as implements, tools, pumps, water system, 
ice and electric refrigerators, electric plants and ap- 
pliances, paints, radios, automobile accessories, etc. 

Another encouraging development for the mer- 
chant handling fence is the comparatively new type 
of advertising which is now being carried on by the 
leading fence manufacturers. These manufacturers 
apparently realize that they have a problem in com- 
mon, and that is to point out to farmers why it will 
be of advantage and profit to them to build more 
fences. One of the leading manufacturers has for 
several years consistently put this constructive edu- 
cational feature ahead of his brand in his advertising ; 
another is now conducting a contest on the subject of 
the advantages of a well fenced farm; still another is 
giving emphasis to the advantages of good fences in 
substantial space in a very large list of farm papers. 


Factors Build Prosperity 


It can be seen that these many factors outside of 
the hardware store are building the foundation, not 
only for bigger fence sales, but for greater communi- 
ty prosperity. It is a wonderful foundation upon 
which hardware merchants may build a profitable 
business by serving the needs of their rural as well 
as their town customers. No hardware merchant 
with a full realization of the future of agriculture 
will neglect to cultivate this market by giving it a 
complete hardware service. 

Unless a merchant is located very close to a mill 
or warehouse he should arrange to purchase his fence 


in carload lots. If he can not handle a straight car 


of fence he can make up a part of the car with nails, 
barbed wire, gates, etc., or make up a pool car with a 
dealer in a neighboring town. Carload buying gives 
him an advantage in the delivered price, affording 
a wider gross margin. Practically every merchant 
serving an agricultural community can develop suffi- 
cient fence business to buy in carloads or mixed car- 
loads. The growing importance of fence is indicated 
by the fact that hardware jobbers are expanding their 
activities in this field, and in this they are rendering 
a distinct service to dealers for their prompt require- 
ments. 


Ample Stocks Suggested 


Another important factor in building bigger fence 
sales, which fits in with carload buying, is having an 
ample stock of fence in season. Farmers are human, 
like the rest of us, and when they get a spell of good 
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fence building weather they want the fence right 
away. This is a part of the service expected of the 
retail store and is one of the most effective weapons 
against mail order competition. Many of the more 
successful fence merchants discuss fence matters with 
several of their customers several weeks ahead of the 
local fence building seasons and thereby are able to 
anticipate approximately the quantity and styles of 
fence that will be needed. 

The writer observed an interesting example of this 
in South Dakota, last August. The farmers were 
feeling pretty blue in that section because their corn 
had just about burnt up, although they had a few 
weeks before harvested a wheat crop that would keep 
the wolf away from the dtor. A merchant in one town 
had very little fence in stock, and complained that 
farmers were not buying and could not be induced to 
buy. In the next town less than ten miles away a 
farmer was loading a part of his purchase of 1500 
rods of fence. That merchant was in good spirits. 
He said business was as good as he could ask for. 
But he had an ample stock of fence and was actively 
seeking the business. 

Some convenient method of display for fence will 
prove very profitable. The rack illustrated on the 
previous page is one of the best that has come to 
my attention. It was designed by Mr. A. C. Toudouze 
for use in his store at San Antonio, Texas. It shows 
full height samples of the fences carried in stock and 
is more practical than selling from the rolls of fence. 
Mr. Toudouze says that it takes one-tenth the space, 
saves the clerks time and gives the customers a bet- 
ter idea of how the fence will look when it is erected. 
Each frame is built of 1 x 2 in. material and slides in 
and out of groves in the cabinet. The $5,000 wire 
department stock of the A. C. Toudouze Hardware Co. 
turns over from four to five times a year. 


Personal Contact with the Farmer 


There is a marked tendency among hardware mer- 
chants serving agricultural communities to have some 
contact with their customers out on the farm. Even 
if the merchant spends only a few days a year driving 
out into the country, meeting and talking with a few 
farmers in each district, it is surprising the amount 
of good will that will be reflected toward his store. 
Farmers like to feel that the merchants have a per- 
sonal interest in their farms, and any display of in- 
terest will become known throughout the neighbor- 
hood. It is surprising, too, how these little excursions 
into the country will keep the merchant in touch with 
the conditions in his territory and help him to better 
serve his farm friends. 

This personal contact may be extended to almost 
any extent. One of the most successful merchants in 
Indiana makes a thorough canvass of his territory 
early in the spring. No high pressure sales tactics 
are used. The farmers are not pressed to buy any- 
thing; but they are asked questions about their farms, 
how much live stock they have, what crops they are 
going to plant, what fence they expect to need, what 
other improvements they are planning. The result 
is that the farmers’ needs are known, and that store 
gets the privilege of supplying an unusually large part 
of those needs, 
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Stone used by ancient Pueblo Indians for polish- 
ing and straightening arrow shafts 


countenance of his friend,’ Solomon wrote in 
what probably is the first reference to the file in 
history. 
A more definite mention of the file is found in 
I Samuel, XIII: 21, which is supposed to relate to 
about the year 1093 B. C. This reads: ‘They had a 
file for the mattocks, and for the colters, and for the 
forks, and for the axes, and to sharpen the goads.” 
Homer also speaks of files in the Odyssey and al- 
ludes to their use in metal working. 


Bronze rasps used a, ” 
Egyptians 1200-1000 B 


[os sharpeneth iron; so a man sharpeneth the 





In the time of Alexander the Great, about the year 
300 B. C., Daimachus, a Greek writer, enumerates four 
kinds of steel and describes their uses. From one 
kind, he says, were made files, augers, chisels and im- 
plements for cutting stone. 

Back of these earliest written records, which have 
been collated by Henry Disston & Sons, Inc., of Phila- 
delphia, manufacturers of saws, files, tools and steel, 
the history of the file is gleaned from the relics of 
prehistoric man that have been found in Egypt and 
Crete, in the débris from the lake dwellings of Switz- 
erland, and in the ancient pueblos and mounds of our 
own continent. 

Files as we know them today had their 
beginnings, undoubtedly, in the rough 
stones and crude abrasives that primi- 
tive man found ready at hand for use in 
rubbing down the shafts of his arrows 
and spears and the handles of his tools. 
These ground off the surface, instead of 
cutting it as do the files and rasps of 
today. 
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Origin of the 
File 


Tracing the Use of Abrasives from the Days 
of Solomon to the Present Time 


Nature, in fact, produced the first true cutting files 
and rasps and provided certain molluscs with rough 
tongues for filing or boring through the shells of 
other molluscs that they feed upon. The wasp has a 
rasp-like organ with which it abrades dry wood, after- 
ward mixing the dust with a glutinous saliva for form- 
ing the paper to build its nests. The tongues of cows 
and cats are familiar examples of true abrading in- 
struments in the animal kingdom. 
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Front view 






Side view 


Cranked file found among the Roman remains at 
Silchester. Date 300 A.D. Teeth 5 to the inch, rather 
shallow, apparently filed in 





Specimens of prehistoric stone scrapers are found 
in many museums. They are virtually the same as 
similar instruments of stone used in recent times by 
savage tribes. After the Stone Age, from which these 
scrapers date, came the Age of Bronze. Several speci- 
mens of ancient bronze files exist. One of these, be- 
lieved to be about 3500 years old, was dug up in Crete 
by an expedition from the University of Pennsylvania 
and is now in the museum at Candia, Crete. It has a 
rounded back and a flat surface for rubbing, bearing 
an astonishing resemblance to the half-round file of 
today. It is 35 in. long, % in. wide and 1% in. thick. 

In Egypt there have been found some very peculiar 
bronze rasps, 114 to 2% in. long and apparently made 
from sheet bronze coiled into a tapering cylinder. 
Holes were punched in the bronze before it was coiled, 
so that in the finished rasp the rough edges of the 
holes project from the surface. These rasps probably 
had wooden handles and are believed to have been 
used by jewelers. 

One of the earliest examples of iron files was found 
on the site of Swiss lake dwellings and dates from 





(Continued on page 110) 





Heavy wood rasp, made of wood, with 42 steel blades set into it. 
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Martin Van Dussen 


AN a hardware store be too clean? 
» This question would never have come up if 
we hadn’t run into Martin Van Dussen at the 
Rochester hardware convention. 

“Listen,” said Martin, button holing us in his 
genial fashion, “I’ve got a good one. A fellow came 
into my store the other day just after we’d cleaned 
things up a bit, and told me he missed the cuspidor. 
‘Well,’ I replied, ‘you missed it before—that’s why 
it’s gone.’ ”’ 

-' Of course, Martin never had a cuspidor in his store 
in his life, and we told him so—that’s what started 
the discussion on cleanliness. 

We'd been nearly a whole week in Rochester, listen- 
ing to talks without end on cleanliness, tidiness, 
orderly displays, etc., so when Martin began to talk 
about a store being too clean we thought of what 


The first hardware store of 
Martin Van Dussen. Martin 
has always appreciated the 
value of display, and it will 
be noted that merchandise 
was arranged to attract the 
attention of prospective cus- 
tomers. It may not have met 
the requirements of the mer- 
chandising engineers, but the 


hardware 
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Can a Hardware 


Store Be T'oo 
Clean ? 


Martin Van Dussen, of Rochester, says 


“ves ’—sometimes! Herein we give you 


some of his reasons. 


Daughters, Stockdale, and the rest of them had said 
about women shunning stores that weren’t the pink 
of neatness—and settled down to listen. 

Now, Martin advocates cleanliness—he is one of 
its most ardent supporters at the conventions—he 
believes in it, but, unfortunately, his customers don’t. 

He is situated in the heart of the Jewish, Italian 
and Polish section of Rochester, and in his store a 
certain offhand informality prevails that renders the 
presence of a cuspidor entirely unnecessary. Were 
he to install one, it would be viewed with suspicion 
and Martin’s prestige would suffer accordingly. 

“The people who patronize my store,” explained 
Martin, “are simple elementary folk who think that 
a bath tub was designed primarily for making home 
brew. Nor have they apparently divined the purpose 
of the wash basin and other bathroom equipment— 
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Here is the original of the note for $500, with which Martin 
Van Dussen got his start in business, and also a view of 


his present store 


I know because neighborhood kids have come and non- 
chalantly demonstrated this fact right here in my 
store. Our customers would not feel at home were 
we to make any drastic or revolutionary improve- 
ments—and the trade would gravitate to the more 
‘progressive’ merchants in this section.” 

“However,” continued Martin meditatively, “I’m for 
cleanliness, attractive display and all that kind of 
stuff, but it has to be accomplished tactfully. When 
we put in a new display panel, for instance, we al- 
ways wait with fear and trembling until we have 
ascertained the effect on our trade. If business 
suffers materially in consequence, we remove the dis- 
play and upset a garbage can or a coal scuttle on 
the door step and our prestige goes up immediately— 
you’d be surprised.” 

Of course, Martin doesn’t upset a garbage can on 
his doorstep and his store isn’t nearly as bad as he 
describes it—as a matter of fact, it would serve as 
a model of progressive store arrangement in a lot of 
places where the foreign element isn’t so strong— 
but we got his point. 

“John B. Foley, secretary of the New York State 
Retail Hardware Association was in my store the 
other day,’ Martin went on, “and we were talking 
over the matter of store arrangement, cleanliness, and 
so forth. He’d just come from listening to that talk 
by Daughters up at the Seneca, but I think he agreed 
with me that a store could sometimes be too clean. 

“That fellow Daughters was good and what he said 
about people being afraid to handle articles when 
made up into artistic displays, applies in a way here.” 

When we got back to the hotel we dug out our 
notes and here’s what Daughters, of Painesville, has 
to say about artistic displays—it’s worth thinking 
about. 

“Less than a year ago,” said Mr. Daughters, “I was 
going through one of the very large hardware stores 
in this country, which was very artistic in general 
appearance and when examined closely it revealed 
very artistic individual displays. Ik commenting to 
the head of the firm, I said, ‘These displays look like 
the work of an artist, one who has been trained in 
a more or less exclusive department store,’ where- 
upon he confirmed my statement. He further in- 






formed me that this same display man was also their 
window trimmer and had won first prize in contests 
in the United States on various occasions. The dis- 
plays throughout the store surely gave proof to that 
statement, as they were beautiful and showed real 
art from even angle. I believe that it is safe to say 
that the majority of display men and proprietors of 
stores would have all agreed that those displays were 
all very alluring and attractive and as such would 
surely produce a large volume of business and no 
doubt they would say ‘they couldn’t be beaten,’ but 
I was not so generous in my approval, but on the 
contrary criticized them from several angles. In the 
first place, I pointed out that ‘those alarm clocks 
which were beautifully displayed on that rich, green 
velvet suggest exclusiveness and with exclusiveness 
the suggestion of high price always follows in the 
mind of everyone and the result is they admire the 
display but don’t buy.” We must remember this, that 
it is largely due to these exclusive displays that people 
fix one’s store in their minds as an exclusive store 
and with the exclusive store always follows the repu- 
tation of ‘high’ prices. 

“So I went on through the store criticizing many 
displays when we finally approached a display of flash- 
lights, it lent itself splendidly for some good tangible 
criticism and I waded right into it, saying, ‘that 
display of flashlights is typical of the display that 
is wrong. In the first place, it is a popular priced 
item displayed in an exclusive manner and of course 
suggests exclusive price. Further, there is an irre- 
sistible impulse in every human being to touch or feel 
the merchandise that they are going to buy and in 
this display there is a resistance against handling 
since people would be afraid of spoiling the display 
and as a result, people pass on without buying unless 
they are absolutely in need of a flashlight. 


(Continued on page 94) 
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X-Rays 


By Saunders Norvell 


President 

4 YHIS business certainly owes a great deal to 

me. I have the thinking job. I can think just 

as well in Florida as anywhere else—maybe a 
little better. Besides that, all the best minds in 
business play golf together in Florida. I can make 
more money copping off one good idea in a golf game 
in Florida from some of these other captains of in- 
dustry than I could by working hard six months in 
my Office. 

What’s the use of being president if I can’t have 
a few privileges—get down late, take afternoons off, 
leave early, entertain personal friends during the day, 
devote some of my time to my own personal invest- 
ments and take long vacations? Naturally my sec- 
retary, whose salary is paid by the company, devotes 
the larger part of her time to my personal affairs. 
Didn’t I work hard when I was young? Isn’t it only 
fair to let the other fellow do the work now? Any- 
how, the time’s getting short and I had better enjoy 
myself while I can. Don’t I read reports? Don’t I 
hold up everything for my final decision? Just think 
of the times I have said “NO.” It takes a strong 
character to say “NO.” Naturally everything waits 
until I get back from my trips. Yessiree! I am still 
the head of this shop! 


Vice-President 


It’s a good thing this business has a working man 
like me on the job, but jiminy, what I could do if I 
were only given a free hand! It just takes about all 
of my time trying to sell modern ideas to the boss. 
When I get him sold, I am too tired to sell the idea 
to anyone else. He certainly plays safe. In the bright 
lexicon of old age, there is no such word as “Yes.” 

But say, the old man is having a pretty good time. 
Why should I be the goat? If he gets down at 10, 
I should be good for 9:30. I am getting tired of doing 
all the work and letting him grab all the credit—not 
much! I have been working too hard. It is getting 
on my nerves. I am becoming irritable. It’s time 
for me to take a vacation. You can’t enjoy yourself 
when you are old and worn out. Look at the show 
the old man makes of himself trying to do _ the 
Charleston out at the Country Club. No, sir! He will 
never retire and the way he takes care of himself, he 
will live 1000 years. 


Sales Manager 


This business couldn’t get very far without me. 
It takes sales to keep a business going. Did you see 
my speech in the last issue of The Sales Incubator? 


Some talk, I should say! It sure made the boys sit 
up and take notice. Did you read all the good things 
The Sales Incubator said about it? Guess I will have 
to give some advertising to that paper. They cer- 
tainly know their business. 

It costs a lot to live these days, especially when one 
has to keep up a position. You would think when you 
took a bunch out in your automobile that they would 
pay for the dinner, but not much. Free gasoline, 
free food and free ginger ale. There are certainly 
a lot of cheap skates in this world looking around for 
a free ride and a free lunch. I have just got to get 
a raise. I am tired of working for nothing. The old 
man doesn’t appreciate my ability. It isn’t every 
guy who can pull off a speech like me. There are 
certainly some brilliant minds in our Sales Manager’s 
Club. At least, we appreciate each other. 


Credit Man 


I would like to know what would happen to this 
house if it wasn’t for me. The money I have saved 
this business! Think of that Smith failure. Were 
we in it? We certainly were not. The XYZ Manu- 
facturing Company lost $1,666.66. No, sir! This 
Sales Department can’t put it over on me. I am hard 
boiled. Being a credit man would change the disposi- 
tion of an angel. That Sales Manager out there is 
all swelled up. He needs some reducing salts. Just 
let him attempt to tell me who’s good and who isn’t! 
If I let him alone, he would sell half of our goods 
with a six months’ dating and the other half on the 
instalment plan. Say, did you see his expense ac- 
count for that last convention? It sure cost the house 
something for that little pleasure-jaunt. Yes, sir, 
I'll tell the world—‘“Entertaining expenses cover a 
multitude of sins!” I don’t see how the old man lets 
him put it over. He is sure some pet—but just wait! 


Salesman 


I would like to know what would happen to this 
business if all of us salesmen just quit. We keep the 
wheels of commerce turning. I am certainly sick of 
all this “pep” stuff. It’s easy to sit at a desk and 
shoot the “blah” to a good-looking stenographer. You 
bet you couldn’t get our sales manager to dictate 
to a wax cylinder. He believes in “personality.” 
There’s no fun rubbing knees with a dictaphone. 
Only the good-lookers hold their jobs in this shop. 
He certainly has nerve—wrote to me about working 
on Saturdays and taking the train from home Sunday 
night instead of Monday morning. Say, he even had 
the bad taste to criticize my hotel bills—asked if I 
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got so dirty that I had to take a bath every day and 
if I had never discovered that Statler serves an ex- 
cellent club breakfast for 60 cents; wanted to know 
what I ate for a $2.50 breakfast. That guy also 
wanted to know if I lie in bed in the morning waiting 
to have my pants pressed. Then this great quota 
idea! It’s easy to lay out quotas. What is this 
country coming to? Isn’t a salesman to have any 
personal liberty or to use his own judgment about 
anything? That’s what I would like to know. 


Stock Clerk 


What tell! Say, Jimmy, look at this salesman’s 
order. He put down the item but forgot the number 
and the size. That salesman must be lapping up 
rubbing alcohol. You would think, with all of his 
hotel bills and railroad fares paid, and on top of that, 
a big, guaranteed salary to sell goods, that he would 
have brains enough to fill in the proper number and 
sizes on his order when a customer looks him up in a 
movie show and forces an order on him. It does seem 
to me that an order that is worth taking is worth 
writing up correct. Don’t you think so, Jimmy? 


Shipping Clerk 


Ho-ly Mo-ses! This customer ain’t in that town. 
That new salesman sure must be rattled. When he 
leaves one town, he at least ought to be able to couple 
up a customer and the town in which he does business. 
Jumping Jehosophat! MHere’s another order without 
any shipping instructions. Do you remember the 
“roar” we had from this customer last month? His 
store is right across the street from the station of 
one railroad but we ship on the road with the station 
a mile away. He wrote us a hot one that if we shipped 
on that road again, no more orders for us, and here 
is this intelligent (?) salesman who read all the cor- 
respondence sending an order without any instruc- 
tions. Good thing I am on the job! I’m the only 
one around here that seems to remember anything. 
Suffering cats! Here’s a big order from Florida with 
a lot of instructions about dividing it up into small 
packages and sending it by parcel post on account 
of the freight blockade. Does this pineapple-taster 
think we have nuthin’ to do? Change instructions 
and ship by The Clyde Line. 


Claim Manager 


Those scientists who examined the Army were sure 
right—70% morons—intelligence of a child of 14. 
Look what it cost this dump just to make credits on 
account of errors—salesmen’s errors, house errors, 
customers’ errors. If I had what all this carelessness 
cost, I would own a steam yacht. I believed in human 
nature until I went to work in this department. Now 
I have become a Communist. 


Factory Worker 


I make the goods. I’d like to know what they would 
do if I just quit—just walked out. I am the real pro- 


ducer. The rest of the bunch are just parasites. The 
workers are going to run this world. That is what 
an orator told us at our meeting last night. He sure 
was hot stuff—why carry the whole blooming struc- 
ture of modern civilization on our necks? Eight hours 
is working too hard. What’s the use of working 
Saturdays? No one does much en Saturday morning, 
anyhow. They might soil their Sunday clothes. Short 
hours and slow work; then there will be plenty of 
work for everybody and wages will stay up. That’s 
the big idea! 


Modern Accountant 


Sure our job is to set up reserves. We set up a 
reserve against bad debts; a reserve against depreci- 
ation of inventory; a reserve against bad buying; a 
reserve against changes in styles; a reserve against 
returned goods, but first of all, you must charge up 
6% on invested capital. When you get through, there 
is something left—a fine, large deficit. What’s the 
use of a modern accountant if he does not know red 
ink when he sees it? That is the beauty of first- 
class accounting. It always shows you where you are 
at—and you are always in the soup! 


Customer 


What I believe in is quick turn-over. Let George 
carry the stock. Here’s a fine large order I am just 
placing for almost $10 worth in lots of 1/12 dozen. 
Tomorrow I will shoot another to some other house. 
Every day I make it a rule to order my sales for that 
day. I like to devote all of my time to buying—good 
free cigars, good stories. Beats hustling for business. 
I let the new clerk do that—but what a dub he is! 
How can I improve my clerks? 


Controlling Stockholder 


Yes, sir! This consolidation idea appeals to me. 
This is a wonderful business—splendid organization. 
We hate to part with it, but of course, if the public 
insist, well, here is a nice assortment of “A” and ‘‘B”’ 
stocks. 

Yes, think | will sell my country place, too. 
I am sick of paying the chauffeur $150, the butler 
$125, the cook $100, the maid $75, the gardener $6 
per day, the washwoman $4 per day and feeding and 
boarding the whole crowd while they quarrel among 
themselves like Kilkenny cats. You know, I have to 
keep an extra automobile just for the use of the 

help to take them to the movies of evenings and the 
chauffeur kicks if he does not have a Porterhoug 
steak for dinner every night. 

Me for one of these round-the-world cruises you 
see advertised! What’s the matter with my riding 
the surf on a board at Waikiki? Good-bye, boys! I 
know the business could not get along without any 
one of you but it is going to get along without me. 
I’m on my way to the South Sea Isles before all those 
lovely natives O’Brien writes about die off! 
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‘ - Department Store 
by Connecticut 


Nutmeggers Hold Dinner and Entertainment 
of Connecticut Hardware Association 


Allyn Fuller 








Fred T. Blish 


first vice-president 


Alfred Rosenberg, 


new president 


third Annual Convention of the Connecticut 
Hardware Association at the Hotel Bond, Hart- 
ford, was the Nutmeggers’ Dinner and Entertain- 
ment, held on the eve of the opening. This event 
was attended by a large number of members of the 
Connecticut Association and ushered in one of the 
most profitable meetings in the history of that asso- 
ciation. | 
A surprisingly large number of merchandising prob- 
lems, including talks and analyses of department store 
methods, were crowded into the two days of the meet- 
ing. As usual, particular emphasis was placed on the 
Question Box discussions, and these were productive 
of many valuable merchandising suggestions. 
Alfred Rosenberg, of Rockville, was elected presi- 
dent, succeeding Allyn Fuller. F. T. Blish, of. South 
Manchester, and E. P. Jones, of Hartford, were 
elected first and second vice-presidents, respective- 
ly. H.W. Morse, of Woodbury,. was chosen treasurer, 
and Henry S. Hitchcock, of Meriden, reelected sec- 


retary. 


N innovation in connection with the Twenty- 


Discuss Department Store Methods 


A discussion of the merchandising methods of de- 
partment stores was the feature of the first day’s 
session on Feb. 18, and, following a tour of inspection 
of the department stores of Wise-Smith Co. and G. 
Fox & Co., both of Hartford, addresses were made 
by representatives of both these organizations. 

L. A. Samuels, treasurer of the Wise-Smith Co., 
was the first speaker and selected “The Inside of 
Department Store Merchandising” as his topic. Mer- 
chandising, said Mr. Samuels, is a service, and to be 
successful the retailer must carefully analyize the 
needs of his community, not only in respect to its 
present but also its future requirements, and he 
must have what the customer wants when he wants 
it. 

Stocks, he continued, must be adequate, and un- 
less the merchandise carried has merit the store will 
not progress. He emphasized the importance of 
proper window and interior display, and expressed 
the opinion that the average hardware merchant was 
remiss in this respect. Women, he said, will not 
patronize a hardware store that is dirty and untidy, 


but will go instead to the department store which has 
always made a point of cleanliness. “Once you get 
the confidence of the women,” said Mr. Samuels, “it 
will take more than price to lure them away from 
your store.” 

Speaking of competition, he said every hardware 
merchant has a dangerous competitor—he is some- 
times called “inability to get ahead,” ‘‘failure to keep 
up with modern times,” etc., but seldom by his real 
name, which is “plain laziness.” This, he said, leads 
to far more failures than any outside competition. 

The department and chain store have not the per- 
sonality or individuality of the smaller store, in Mr. 
Samuels’ opinion. This, he said, was an important 
factor in offsetting the competition of these larger 
organizations. In conclusion, he urged his listeners 
to find out where wastes occurred and recommended 
the use of adequate sales and stock records. 

A discussion of the merchandising methods em- 
ployed by G. Fox & Co. was a feature of the address 
by George F. Auerbach, its secretary. Adequate store 
arrangement and the proper handling of customers, 
said Mr. Auerbach, are extremely important factors 
in successful merchandising. He recommended the 
use of the want book, as a means of enabling a mer- 
chant to tell just what articles were in demand. Mr. 
Auerbach, like Mr. Samuels, urged his listeners to 
keep adequate stock records and recommended that 
they see to it that all stock was properly marked 
before going on the floor. 


Here is Henry H. Hitch- 
cock, who was reelected 
secretary of the Connecti- 
cut Association. In addi- 
tion to his association 
activity Mr. Hitchcock 
conducts a successful 
hardware store at Wood- 
bury. The success of the 
last convention may be 
attributed, in large part 
to Mr. Hitchcock’s inde- 
fatigable efforts to make it 
not only enjoyable, but 
replete with workable mer- 
chandising ideas 








way _ 
tog Pe ae 
fa? Rath \ Sag, aie en ae ie 


nt 


DL? 
er 








Es F' tS “2 el, 
ae oe 2 fen Pl pate eg ee iat ss a 
% ~ er RE wip Mato hon z ee 
ia mt th ig ro See nae TS CU RR ar ke arg ee 


March 4, 1926 


Methods Analyzed — 
Merchants 


in Conjunction with 23d Annual Convention 
—Alfred Rosenberg Succeeds 


as President 


Every merchant owes it to his community to take 
an interest in its educational system, George R. 
Sturges, attorney for the Connecticut State Board 
of Education, told the convention at its first session. 
In touching briefly on the confusion of the terms 
“margin” and “profit,” in school arithmetics, Mr. 
Sturges said that this was a matter which should not 
be laid at the door of the State Board of Education 
so much as at the door of the authors of these arith- 
metics. He urged that members of the association 
bring to the attention of their State, county and local 
educational systems, all cases where school arith- 
metics were inaccurate. 

Hatcher on “Association Obligations” 

The importance of the National Association as a 
builder of character was stressed in a talk by R. W. 
Hatcher, president of National Retail Hardware As- 
sociation, at the conclusion of a Dutch Treat Supper 
held on the evening of the first day. The rank and 
file of its members do not appreciate what the Na- 
tional Association means to them, said Mr. Hatcher, 
who told what the association had done in the past, 
what it is doing now and what it proposes to do in 
the future. Aside from its practical aspects, Mr. 
Hatcher said, the association is a potent influence in 
the promotion of good fellowship. It brings mer- 
chants together for a common purpose, and helps in 
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the solution of their mutual and individual problems. 
The application of its benefits, however, he pointed 
out, is entirely up to the individual members. He 
urged that.,.members take a greater interest in their 
association’s activities and pointed out that there 
never was:a time when, the merchant needed the help 
of his association more than he did today. Mr. 
Hatcher. discussed at length the aims and accomplish- 
ments of the National Association and told. of;, the 
formation: of the Hardware. Council as a medium 
where manufacturers, wholesalers and retailers could 
meet and discuss wastes in distribution. 


j i¢ 


Modern Display Practice Discussed 
The second session opened with an address on 
brushing lacquer by John E. Fausee, assistant tech- 
nical director of the paint department of the du' Pont 
de Nemours Co. Mr. Fausee was followed“ by 
Harold W. Bervig, of the office of the National Re- 
tail Hardware Association, who discussed modern 
merchandising display practice. Mr. Bervig recom- 
mended the use of flat-top display tables and op- 
posed the use of wall cases more than 7 ‘feet 6 inches 
high. He suggested that ranges always be shown 
on platforms, as in this way more uniform and at- 
tractive displays were possible. He stated that the 
basement was more valuable for the display of goods 
than the second floor and said that when wide stairs 
were used there should be no especial difficulty in 
getting customers downstairs. He also told of the 
services of the National Association which were avail- 
able to merchants. | 


Fuller Urges “Alert Optimism” 

In his message, President Allyn Fuller urged that 
the convention adopt as its slogan, “Alert Optimism.” 
“The spirit of ‘Alert Optimism’,” said Mr. Fuller, “can 
best be defined by the following incident. Two boys 
received footballs for Christmas. One of these boys 
came into our store and insisted that we blow up his 
football for him. The other boy was not so slow. 
He spied a Ford car standing at the curb, and walk- 
ing over, he unscrewed the valve cap and borrowed 
enough air to inflate his ball. The second boy was 
an ‘Alert Optimist.’ ” 
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Dr. Alfred P. Haake Addresses Pasha Convention 


on Intensified Merchandising 


AGE, the address of Dr. Arthur P. Haake at 
the annual meeting of the Pennsylvania and 
Atlantic Seaboard Hardware Association, which was 
reserved from our regular convention report for a 
more complete presentation, is presented herewith: 
“One of the most costly and erroneous beliefs of 
women today is that they can buy more conveniently 
and advantageously from the agent at the door than 
from salesmen in the store. And the canvasser takes 
his toll of much more than a hundred millions of 
business from the retailer who could and should have 
it. Another belief, costly and also erroneous, is that 
the mail order house is a better place to shop than 
is the retail store; this idea is more costly for the 
dealer than it is for the consumer, as compared with 
the error regarding canvassers. 

“There are people who send out goods through the 
mails, on approval, to others whose names are in 
telephone directories, etc. They send out neckties, 
handkerchiefs, socks, etc., giving the impression that 
the poor consumer is being held up by the retailer 
and that the mail order approval man is a public 
benefactor. True, they sometimes sell five fifteen 
cent handkerchiefs for one dollar, or some equal bar- 
gain—=still, they do collect quite a bit of money from 
the consumer. 

“Of the various agencies that are doing anything 
from nibbling to gashing at the business of the re- 
tailer, perhaps the most dramatic is the house to 
house canvasser who comes as a stranger into a 
town, or who represents directly some out of town 
interest conflicting with the retailer, and takes busi- 
ness right from under the nose of the retail merchant. 
This canvasser typifies the attack on the retailer. 

“The retail merchant, properly concerned and some- 
times alarmed, has shown a tendency to follow the 
age old habit of redressing wrongs by making the 
wrong illegal. He has tried to legislate the disturbing 
canvasser out of existence. He has failed and always 
will fail with this method. 

“The manufacturer does not employ the canvasser 
because he has any love for the canvasser. It is not 
because he feels duty-bound to support the earnest 
and hard working pavement pounder that he dis- 
tributes his goods through that channel. 

“He does so because he believes he can get more 
volume. Perhaps he also sells through the jobber 
and retailer, and seeks additional volume by employ- 
ing door to door salesmen. Perhaps he has lost faith 
in the retailer as a means of getting wide distribu- 
tion for his product, and uses what he believes is a 
surer and more controllable agent—the canvasser. 
The public buys from canvassers because it believes 
it gets more for its money that way, or gets some- 
thing which it cannot get any other way. 

“In either case, be it manufacturer or consumer, 
the canvasser and his brother, rivals of the retailer, 


S announced in last week’s issue of HARDWARE 


get support because it is believed that they do a 
better job as middlemen. In either case, the other 
side of the reason is the failure of the retailer to 
do the best kind of a job. 


Believes in the Retailer 


“I believe in the retailer, in spite of his sins and 
short-comings. I believe in him because I believe he 
is in a position to do a better and more economical 
job in the final stage of the distributive process. The 
machinery is all set up, and I believe in using such 
machinery rather than setting up a lot of experiments 
and interfering with established channels of dis- 
tribution. I should like to see the necessary over- 
head cost of retailing divided among a larger number 
of sales, and thus cut down the cost per sale. 

“I am not going to discuss the splendid qualities 
of the canvasser. I am not going to dwell on the fact 
that one large employer of canvassers has an average 
employment of about eight days per canvasser, show- 
ing the hard row the canvasser has to hoe. I am not 
going to elaborate on the splendid salesmanship, the 
adroit sales attack of the canvasser—I want simply 
to point out, as I have before—that it is up to the 
retailer to get the public that buying is more con- 
venient and advantageous at the hands of the retailer 
than with any of his newer competitors. 

“‘A hardware store is one of the most interesting 
places in the world—or, rather it can be made so. 
There is something fascinating about tools, bolts, 
screws, jiggers for this and for that. There are 
thousands of intriguing articles in the hardware 
store. Any good hardware salesman can make me 
feel broke when I get out of his store, if he uses a 
little salesmanship. 

“IT am a veritable bundle of needs, the American 
consumer. The real salesman can bring those needs 
to the surface of my consciousness, and make me 
realize that I want what he wants to sell me—if he 
will only do it. I do not need to be browbeaten into 
making a purchase. All I need is exposure to the 
opportunity to buy, a friendly suggestion from the 
salesman, just an intelligent willingness and expressed 
desire to sell. 

Typifies American Woman 

“My wife is completely sold on household brushes. 
She has bought many dollars’ worth of them from 
the house-to-house canvasser. She read one of my 
speeches not long ago and decided that she ought to 
give the retail merchant a chance, besides saving some 
money which her inferior half grudgingly hands out, 
all of it of course, once a month. 

“She tried seven stores in White Plains before she 
was able to buy what she wanted, and that store had 
to order it before she could have the brush. 

“Here is a market, created by the very agency 
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W. L. Bennett, Bae- 
der Adamson Co., 
secretary-treasurer 


Robert Skinner, 
Skinner Chuck Co., 


second vice-president 


R. W. Hatcher Addresses Nutmegger Dinner 


tainment on the eve of the opening of the Con- 

vention of the Connecticut Hardware Association 
at Hartford, the Nutmeggers—an organization com- 
posed of salesmen representing manufacturers and 
wholesalers—have established a precedent that will 
unquestionably be continued at future meetings of 
the Connecticut retail body. 

As explained by Leon Schwartz, president of The 
Nutmeggers, the holding of the two meetings in con- 
junction was aimed not only at the promotion of good 
feeling between the retailers and 
the salesmen but also to assist 
in broadening the retailers’ con- 
vention, thus making it a full 


iz holding its First Annual Dinner and Enter- 


terest of the Nutmegger mem- 
bership in the success of the 
dinner and entertainment, mark- 
ing the anniversary of the found- 
ing of the organization, that 
practically the entire member- 
ship was on hand and its ranks 
were augmented by a large num- 
ber of retailers who had advanced 
their trip to Hartford for the ex- 
press purpose of being present at 
this event. 

Leon Schwartz, The Patterson 
Sargent Co., was elected presi- 
dent for another year. Linford 
C. White, The Standard Tool Co., 
and R. B. Skinner, The Skinner 
Chuck Co., were elected first and 
second vice-presidents  respec- 
tively. W. L. Bennett, The 
Baeder Adamson Co., was chosen 
as secretary and treasurer. 

An outstanding feature of the 
dinner held at the Hotel Bond, 





Here we have E. D. Jameson, of The 
Eagle-Picher Lead Co., doing his fa- 
mous buck and wing dance. Mr. Jame- 
son, who postponed a trip to Florida 
in order that he might be present at 
the Nutmeggers’ entertainment, was 
the only member to perform, and his 
on the evening of Feb. 17, was efforts were vociferously applauded 


an address by R. W. Hatcher, of Milledgeville, Ga., 
president of the National Retail Hardware Associ- 
ation. Mr. Hatcher spoke of his affection and ad- 
miration for the traveling salesmen who visited his 
store. He spoke of the heartaches and setbacks a 
salesman experiences during his day’s work and how 
a little kindness and courtesy can make his lot much 
easier. 

Addresses were delivered also by Allyn Fuller, pres- 
ident of the Connecticut Hardware Association, who 
had as his subject “Cooperation,” and by Secretary 
Hitchcock on the aims and ac- 
complishments of the Connecticut 
Association and on the duties of 
the secretary-treasurer. 

President Schwartz presided as 
toastmaster. 


Entertainment 
A vaudeville entertainment, 
‘including thirty acts by local 
and professional talent, followed 
the dinner and was enthusi- 
astically applauded. E. D. Jame- 
son, of The Eagle-Picher Lead 
Co., gave a buck and wing dance. 
He was the only Nutmegger to 
perform, and had abandoned a 
two weeks’ trip to Florida in or- 
der to be present at the enter- 
tainment. Mr. Jameson’s terpsi- 
chorial contribution to the eve- 
ning’s enjoyment was vocifer- 
ously applauded and encored. 

Another feature of the enter- 
tainment was Stanley H. Green- 
law and his’ novelty, “The 
Musical Saw.” Mr. Greenlaw 
used a No. 72 Atkins Silversteel 
Hand Saw, of the regular stock 
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Increasing Profits With New Lunes 
Interests Ohio Dealers 


W.B. Martin Succeeds Frank R. Conklin as 
President; Secretary James B. Carson and 


Treasurer John T. Baker Reelected 


hardware convention, thanks to the untiring 

efforts of Secretary James B. Carson, but the 
thirty-second annual convention of the Ohio Hard- 
ware Association, held Feb. 16 to 19, at Cleveland, 
Ohio, certainly surpassed its thirty-one predecessors. 
Participation in discussions, variety of subjects and 
a frank and open treatment of each problem pre- 
sented were again outstanding characteristics of the 
Ohio meeting. Sessions and headquarters were at 
the Hotel Cleveland. The unusual exposition was at 
the Public Hall. 

Consideration of new lines for the hardware mer- 
chant, to help increase his volume profitably was 
one of the outstanding features of the sessions. It 
was generally agreed that extra lines might not 
necessarily be staple hardware lines but should be 
lines with ample margin. It was fully recognized 
that the average hardware dealer has an advantage- 
ous position in his community and that he is success- 
ful in so far as he serves his community. 


() = always has a successful and outstandng 


Attendance Reaches 2,000 


Total registration was about 2,000. There were 
1,200 member dealers registered. 

Vice-president W. B. Martin of Mansfield was 
elected president to succeed Frank R. Conklin, Dela- 
ware, who presided over the convention. Robert 
Freye, Ottawa, is the new vice-president. Secretary 
James B. Carson and Treasurer John T. Baker, both 
of Dayton, were re-elected. Directors R. W. Pater- 
son, Cleveland; J. C. Stimmel, Columbus; J. C. Bevis, 
Harrison, and J. Z. Riley, Celina, retired from the 
board and were succeeded by H. P. Magee, Wellston; 
Charles Rehburg, Cleveland; C. S. Carr, Salem, and 
Gale Hannah, Bethel. These last four, with Henry 
Horn, Toledo; Frank Wolfe, Zanesville; Henry Gold- 
camp, Ironton; A. M. Hannaford, Elyria; George 
Pfarr, Akron, and C. A. Tope, Carrollton, comprise 
the board of directors for 1926. 

William Ganson Rose, Cleveland, the first speaker 
on the program, prefaced an inspirational talk on 
“Enthusiasm” with a message of welcome to the city 

John H. Matter, retai! chief, National Chamber of 
Commerce, spoke on the advantages of trade co- 
operation, on installment selling, and other pertinent 
distribution problems. He said credit men estimated 
that purchases of three billion dollars are made on 
the installment basis annually and that figures showed 
75 per cent. of automobiles, 75 per cent. of washing 
machines, 65 per cent. of vacuum cleaners, 80 per 





Officers of the Ohio Hardware Association. Back row, 
standing: Retiring president Frank R. Conklin, Del- 
aware; Treasurer John T. Baker, Dayton, and George 
M. Gray, Coshocton, past president N. R. H. A. 
Front row, seated: Secretary James B. Carson, Day- 
ton and president-elect W. B. Martin, Mansfield 


cent. of furniture, 40 per cent. of pianos, 25 per cent. 
of jewelry and 13 per cent. of radio are purchased 
on this basis. Volume estimates from other sources 
indicate that about 17 per cent. of all consumer pur- 
chases are made on the time payment basis. 

Mr. Matter spoke on trade relations, trade ethics, 
and the house to house canvasser and said the hard- 
ware merchant was affected significantly by the 
“Glorified Peddler,” as many staple hardware items 
are being distributed by this method. He cautioned 
dealers not to permit any encroachment on their 
natural trading areas and urged members to meet 
this competition of the outsider by availing themselves 
of the advantages of contact, service and location. 


The President’s Message 


Advocating a “hands off’’ policy toward the farmer, 
President Frank R. Conklin said there can be no 
general prosperity without successful farming con- 
ditions. In his annual message the association presi- 
dent reviewed the work of the Ohio and national as- 
sociations. 

“We all know there is plenty of business,” he said. 
‘‘Mail-order houses and chain store reports all prove 
it. There is one fact that I wish every merchant to 
take home with him from this convention. That fact 
is, there is plenty of business for all in 1926, but the 
man who gets it must work harder than ever before. 
He must be a go-getter. In my opinion, the man who, 
at the end of 1926, says business is rotten, will be 
the fellow who is too lazy to go after business, or 
else has too many interests other than the hardware 
business.” 

Secretary James B. Carson announced a net gain 
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of 15, members in his annual report. Speaking of 
conditions in Ohio Mr. Carson said in part: 

“While I do not believe there has been enough of 
an increase over the preceding year to be noticeable 
to any great extent, I feel sure that 1925 has been a 
more satisfactory year to a large majority of our 
members. Of course, I am speaking of the general 
condition, rather than the individual, for there will 
be some stores in the State that have fallen behind 
1924 in the volume of business done. On the whole, 
we feel that our members have held their own in the 
face of the most intense competition they have ever 
known. 

“This competition is not limited to any locality, 
the member in the larger city feels it as keenly as 
does the member in the agricultural district. In 
the larger city you can look into most any show win- 
dow and find some article that is regular stock in the 
stores of our members, while in the smaller town in 
the farming district, we find agents going direct to 
the farmers with the same kinds of goods that are 
being sold in the stores, in many cases at selling 
prices as low as the member’s cost. 

“The most helpful sign on the horizon is the great 
number of mergers that are being formed in manu- 
facturing industries that is sure to eliminate a lot 
of this kind of competition. We believe the position 
of the retail hardware dealer is economically sound 
and that he is a necessity to the extent of his efforts 
to serve his community. 


Cross Roads Store to Go 


George M. Gray, Coshocton, past president of the 
N. R. H. A., gave his annual report as the secretary 
of the Ohio Hardware Mutual Insurance Association. 

The cross roads store will go. Ohio’s good roads 
have brought the natural selling radius to 25 miles 
from 6 miles, said George Sheridan, executive man- 
ager, Ohio Council of Retail Merchants, of which the 
Ohio Hardware Association is a part. Good roads 


and community interest will determine the survival 
of existing merchants, he said. Mr. Sheridan charged 
that too many dealers overlook their best local allies, 
He also stated that in 


the community newspapers. 


Directors of the Ohio 
Hardware Association. 
Back row, standing: J. 
Z. Riley, Celina; Henry 
Goldcamp, Ironton; 
Frank Wolfe, Zanes- 
vile; A. M. Hannaford, 
Elyria, and R. W. Pat- 
erson, Cleveland 


Front row, seated: J. 
C. Stimmel, Columbus; 
C. A. Tape, Carrollton, 
and Henry Horn, Toledo 
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1925, house to house peddling increased 200 or 300 
per cent. 

Norman D. Vea, Dover Manufacturing Company, 
Dover, Ohio, introduced John A. Kick, who charac- 
terized electrical merchandise as the natural heritage 
of the hardware dealer. He traced modern electrical 
home appliances back to common hadware items, one 
example being the former sad iron and the present day 
electric iron. The speaker urged dealers to analyze 
their sales possibilities on electrical goods and said 
the unit of measurement is the number of wired 
homes. Mr. Kick urged members to study the use 
of time, particularly spare time, to see if it were not 
possible to send out one of the store salesmen to sell 
electrical appliances and other profitable items. In 
closing he mentioned time payments, asking if it were 
not better to have partial payment accounts on the 
books than to have no accounts on the books. 


Adding New Lines 

One of the convention highlights was the discussion 
of new lines of goods that will increase volume with 
profit. This was led by A. M. Hannaford, Elyria, who 
told of his own success with awnings, radio, bicycles, 
arches and arbors for gardens and bird cages. He 
said his town would hardly support an exclusive awn- 
ing business but that as a department of the firm’s 
business the awning sales were most satisfactory for 
three months of the year. 

Henry Horn, Toledo, told how he started selling 
toys two years ago. His Christmas sales were $600. 
His line consisted of miniature trucks, electrical 
trains and small toys. The second year he did better 
and today he has a permanent show case display of 
toys and finds this line attracts attention, new busi- 
ness and brings in a good margin. 

A. Zettler, Columbus, said he believed the possibil- 
ities of handling extra lines in a hardware store were 
almost unlimited and that he gave his most valuable 
space to his most profitable lines. 

Frank Pekoc, Jr., Cleveland, told how he sold two 
dozen bird cages in two weeks, and is able to sell cages 
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J. A. Van Nattan, 
new president 


A. W. Morse, retir- 
ing president 


P. M. Mulliken, as- 
sistant secretary 


Leon D. Nish, re- 
elected secretary 


Illinois Retailers Discuss Sales, 
Advertising and Profits 


J. A. Van Nattan Succeeds A. W. Morse as President of Illinois Retail 
Hardware Association at Meeting in Chicago 


ITH the largest attendance in its history, the 
W Illinois Retail Hardware Association made 

its twenty-ninth annual convention and ex- 
hibit a real success. More than one hundred and 
twenty firms were represented at the exhibit. The 
convention was held in Chicago, Feb. 16-18, with head- 
quarters at the Hotel Sherman. 

Various important retail topics and problems were 
discussed at the daily sessions. The exhibitors, as 
a whole, reported their displays a success beyond 
expectations. 

J. A. Van Nattan, Springfield, was elected president 
for the year 1926, to succeed retiring president A. 
W. Morse, Chandler. S. J. Koehler, Chicago was 
selected as vice-president. Secretary Leon D. Nish, 
Elgin, and assistant secretaries R. Y. Wallace and 
P. M. Mulliken, both of Elgin, were all reelected. 
Two new directors for the next three years were 
elected, i.e. Harry O. Ryan, New Holland, and Fred 
W. Swannell, Kankakee. 





President Morse’s Message 


The Convention and Exhibit was called to order 
at ten o’clock Tuesday morning, February 16, by 
President A. W. Morse, who, in his opening address, 
warned the dealers that it was up to them to get busy 
and put on their fighting clothes to meet the mail 
order house and chain store competition. President 
Morse gave some figures, showing that the hardware 
dealers’ profits last year were far below those of the 
mail order houses and the chain stores, and unless 
they kept on their toes, there was danger of some 
of them being eliminated. Right after the opening 
of the Convention, he was presented with a very fine 
gavel by the members. 

One Tuesday afternoon, R. A. Chandler of Sylvania, 
Ohio, sent a telegram stating that, owing to the ill- 


ness of his father, he was unable to appear at the 
Convention. The Convention sent him resolutions 
of condolence. R. P. Cunningham, who is in charge 
of the advertising of the LaSalle Extension Uni- 
versity, substituted for Mr. Chandler and gave a fine 
address on advertising, emphasizing the fact that 
dealers, in writing their ads, should state what the 
article would do rather than describe its construc- 
tion. For example, he stated, in writing an ad for 
a radio set, instead of describing the different parts 
that constructed the set, tell about the long distant 
stations it could get and how simple it would be to 
operate it. He also advised eliminating in their ads 
the number of years they had been in business, as 
the public was not interested in their past history, 
but in what they are able to do today. 

On Wednesday morning, Senator H. C. Kessinger, 
Aurora, Ill., gave a very interesting talk on “The 
Statemanship of Salesmanship,” and was very cor- 
dially received. 


Time to Visit Exhibits 


The Convention was closed on Wednesday after- 
noon to allow the members to spend some time with 
the exhibitors. However, the consensus of opinion 
amongst the exhibitors was that the dealers were not 
allowed enough time with them, and they are advocat- 
ing that next year some arrangement be made where- 
by more time be allotted to them by the dealers, either 
by shortening the Convention hours or by extending 
the length of the Convention an extra day. 

The ladies were entertained by theater parties and 
luncheons, and on Wednesday evening the Chamber 
of Commerce gave a banquet and dance in the Gold 
Room of the Hotel Sherman for the members of the 
Hardware Association and their friends. The hall 





(Continued on page 82) 
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The Word Service Has Been Worn 
Threadbare, Says W. T. Kelly 


day life that the word itself is already threadbare, and adver- 


D ECLARING that service has become such a keynote of our every- 


tisers are wearing out the dictionary in a search for a new 
combination of letters that will mean the same thing, W. T. Kelly, 
general manager of the Pickett Hardware Co., Warren, Pa., at the 
convention of the Pennsylvania & Atlantic Seaboard Hardware Asso- 
ciation, held in Philadelphia, Feb. 15-19, offered a comprehensive outline 
on the “Analysis of a Hardware Store.” In part, Mr. Kelly said: 


“Do you know the monthly ratio of 
your sales, and if so, is this ratio right, 
as to the experience of other merchants 
in your town? If not right, what are 
you doing to make it right? If you do 
not know the ratio of your business, let 
me tell you how you can find out. Take 
your annual sales and divide this figure 
into your monthly sales and you will 
find the percentage of your year’s busi- 
ness done during that month—that’s 
your ratio, and it should run something 
like this: 


‘Jan. 4.4 July 9.2 
Feb. 4.4 Aug. 8.1 
March 7.1 Sept. 9.0 

15.9 26.3 
April 9.0 Oct. 9.2 
May 9.1 Nov. 7.8 
June 11.7 Dec. 11.0 
29.8 28.0 


“The Utopia of all hardware mer- 
chants would be a constant business 
of 8-1/3 per cent per month, or 100 
per cent for the twelve months, but like 
the old farmer when he first saw the 
giraffe—‘There ain’t no such animal’ 
—so your problem is to make it as near 
constant as your merchandising, pro- 
motion and advertising will permit, 
avoiding the very high peaks, which 
increase the cost of operation and the 
low valleys of business bringing us 
our losses. 


Lay Out Store in Plan 


“Make a plan of the layout of your 
store fixtures, show cases, etc. Note 
on each section of stock, every show 
case and display table, as well as the 
aisles, the name of the person in your 
store who is responsible. Make that 
party accountable for the section un- 
der his charge, to the manager, as to 
the arrangement, condition and care of 
stock, as well as the selling price and 
cost of the goods. 

“Post the chart upon your store’s 
bulletin board, where the entire organi- 
zation can see. Let this bulletin board 
serve as the store’s newspaper. 

“Do you know and do the clerks of 
your store know the meal hours ob- 
served by your personnel? An easy 
method is to make a chart giving sales- 
man’s number, name and with whom 
he pairs, and show opposite in black, 








when he reports until he leaves for 
lunch, having the store hours listed by 
hours at the top, the white space indi- 
cating he is away. A glance at this 
chart tells anyone, at any hour, if the 
man he is seeking is in the store or 
away for meals. 

“How about the goods you sell? Are 
you planning to have the right goods in 
the right quantities at the right time 
and at right prices? You are not, if 
you do not know the departments of 
your store that are productive of profit 
and the ones that are causing your 
losses. You have no way in this world 
of telling unless your stock is divided 
into departments and you analyze the 
sales by departments as to cost and 
selling price. 


Expenditure Brings Profit 


“You may say to do this costs money 
and isa whole lot of trouble; nothing in 
your business costs you money if the 
expenditure makes you a profit. As 
to the trouble, you do many things 


‘that are more troublesome and less 


productive of profit. 

“Take a general stock of a retail 
hardware store, you will find, that you 
can classify same about this way, viz: 
Tools, builders’ hardware, general 
hardware, cutlery and fancy goods, 
paints, electrical appliances, household 
goods, sporting goods. 

“To show you how easy it is to ana- 
lyze, let us assign a letter or symbol 
to the various departments: tools, F; 
builders’ hardware, L; general hard- 
ware, J, etc., and as each sales ticket 
is made out, let a symbol indicate the 
department and the work of analysis 
can be taken care of by a young girl. 
The expense of this work last year to 
one hardware store was less than 2/10 
of 1 per cent. Besides knowing more 
about your business than ever before, 
it will prove a valuable investment. 
You will find, much to your amazement, 
that one or two departments are car- 
rying 60 per cent of your volume and 
those departments are giving you the 
smallest margin of profit. What are 
you going to do about it? Like all red- 
blooded hardware merchants do when 
they have a real job to do: “snap into 
it” and win. You will build up the 
weak departments by proper merchan- 
dising, promote the sale with correct 





advertising and begin to enjoy the 
cream that is yours when you know 
where to get it—balanced stocks and 
proper turnover. 

“A real job of salesmanship is yours 
when you begin this analysis and sys- 
tematizing of your store. Your or- 
ganization must be sold why it is be- 
ing done, how it will be done and what 
the results will accomplish. It is 
worth the selling. 


Bonus for Good Work 


“Every quarter, at your store meet- 
ing, give out the bonus checks to those 
exceeding their quotas, in presence of 
the entire store personnel. It will build 
morale, for it is human nature to like 
recognition when we are victors. To 
those who have the opportunity and 
do not make their quota, see them in 
your office and let them firmly know 
that accomplishment is your yardstick, 
and their salary will be equal to sales 
production. You will see a difference 
in your sales and your service. 

“Now we come to the life blood of 
any business—collections. Have stated 
terms of sale and let them show on 
your bills and your monthly statements. 
Maintain your terms by analyzing your 
accounts monthly. You should have an 
analysis given you every month of all 
accounts open on your ledger, by name, 
current month, thirty, sixty days, etc., 
and total amount of account. See to it 
that the one responsible for these 
credits lets your customers know you 
are in earnest about your terms, and 
when the accommodation period passes 
and you become a banker, that you ex- 
pect the banker’s pay at the legal rate 
of interest. 

“ket me say just a word about ser- 
vice, for there is something more to 
business these days than making goods 
and selling them at a profit. Men and 
women, answer the call of business, not 
just to make money, but to help all 
mankind. 

“The development of that scientific 
civilization which has been remaking 
standards during the past three gen- 
erations has been a commercial con- 
quest. 


Business Aids Civilization 


“Business men and women, in less 
than 100 years, have done more for 
individual health, happiness and com- 
fort, than all the politicians, orators 
and soldiers have been able to do since 
the dawn of civilization. We live bet- 
ter, dress better, eat better and feel 
better, not because some fairy god- 
mother has waved her enchanted wand 
over our heads, but because some hard- 
headed business man has thought out 
a better way for doing some one of 
the ordinary chores of life. 
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Hand-to-Mol 


Cause 


O. H. Cheney, vice-president of American 
Exchange-Pacific National Bank, New York, 
outlines the situation and suggests a remedy, 


in an address before the National W holesale 


Dry Goods Association. 





COOOLERGL SOCCER OROROCRRELEGOTTRRTT Retaarceccececeeenead 


HEN you walk up to a wholesaler or manu- 
W eceiare these days and say to him the words 

“hand-to-mouth buying” he looks at you in 
the same way as does the farmer when you say “hoof- 
and-mouth disease.” There is the same tone of 
despair in talking about it, the same gesture of help- 
less and hopeless aggravation. It is an epidemic, a 
pest, a sickness both chronic and acute and without 
a known remedy. The wholesaler and manufacturer 
feel that the retailer is behaving just like the dumb, 
obstinate animal of the farmer. You know, a cow 
with the hoof-and-mouth disease never feels sorry for 
its owner. The wholesaler and manufacturer want 
something to be done about it—perhaps they want 
the annoying creature to be condemned by govern- 
ment inspectors. 

But the problem of hand-to-mouth buying is much 
bigger than the personal quarrels between the farmer 
and the cow. It is the main problem of a large num- 
ber of diverse industries. It affects the whole nation 
and every element in it—from producer to consumer. 
It may be that we are at the beginning of a new 
era in industrial production and commercial distribu- 
tion. 





Important Economical Changes Are Found in the 
Live Industries 


For the first year or two after hand-to-mouth buy- 
ing began, the average wholesaler or manufacturer 
considered it a personal matter between the retailer 
and himself. It is only in the past year that the 
wholesaler and manufacturer have realized that it 
has far wider significance and that the grouch and 
the threat and the wail are futile. They realize now 
that they are caught in a great economic movement 
and that they must use their brains instead of their 
spleens. 

Economic changes cannot be painless. Only the 
dead industries have no problems. For instance, I 
understand from Mr. Babson and the other economists 
and from the latest trade papers that the flint arrow 
industry in this country has had a very stable year 
in 1925 and has been confronted by no problems. Simi- 
lar reports come to me from the Chariot Manufactur- 
ers’ Association of Rome and the National Pyramid 
Construction Council of Egypt. 

Just what do we mean when we say “hand-to-mouth 
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buying’? If we stop to think for a few minutes we 
discover that it may mean any or all of a number of 
different conditions. At different times and by differ- 
ent people it is used to mean: 

1. Any irregular buying. 

2. Buying in small quantities at a time. 

3. Staying out of the market beyond the estab- 
lished buying season. 

4. Waiting until selling season begins and then or- 
dering full stocks for immediate delivery. 

5. Waiting until shelves are cleared before buying. 

6. Waiting until near the season’s end and then 
buying at cut prices. 

We cannot begin to solve the problem until we dis- 
tinguish between these different conditions. Hand- 
to-mouth buying is not one problem but many—each 
has a different cause and each will require a different 
solution. In general we may distinguish three main 
types, which may be called piecemeal buying, slow 
buying and strategic buying. These are, of course, 
frequently combined. 


There Is a Motive Back of Each Act by the Retailer 


Piecemeal buying by a retailer comes from his de- 
sire to keep stocks and investment low and to increase 
rate of turnover. 

Slow buying comes from caution as to future con- 
ditions of buying or selling, fear of falling price levels, 
indecision as to style developments, lack of self-con- 
fidence, etc. 

Strategic buying comes either from careful plan- 
ning and carrying out of a sound merchandising pro- 
gram or else from a desire to take shrewd or sharp 
advantage of the producer or wholesaler or of con- 
sumer conditions. 

But we must go back of these motives for the 
causes and origins of hand-to-mouth buying. We all 
know that it began after the slump of 1920-21. Its 
causes may be summarized as follows: 

A. The retailer’s fear of a buyers’ strike and un- 
sold stocks. 

B. Constant education of the retailer by manufac- 
turers, government officials, accountants, experts, etc.., 
on the idea of turnover and the profits to be made 
from increasing it. The retailer learned the lesson 
only too well—that is, part of it. He has forgotten 
that there are two parts to a ratio and that turnover 





“The retailer has learned the lesson of 
quick turnover too well. He has forgotten 
that there are two parts to every ratio and 
increased sales will increase turnover, as 
well as decrease stocks.” 
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can be increased either by increasing sales volume or 
by decreasing stocks. Being human, he has chosen 
the easier way, the latter. 

C. The retailer’s fear of falling wholesale or retail 
price levels. 

D. Rapidly changing styles which put too much 
strain on the retailer’s buying judgment. 

E. Quicker deliveries because of greater railroad 
efficiency have encouraged late ordering. 

F. The necessity for reducing the growing cost of 
doing business. The retailer has found that cutting 
the cost of financing by reducing inventory is one 
way of reducing costs. 


Retailers Feel They Have Some Grievances Against 
Manufacturers 


Now, how many of these conditions might be con- 
sidered justifiable reasons for hand-to-mouth buying 
at the present time? There is no doubt that several 
of them can no longer be considered as having any 
real influence in retarding buying. There is no pres- 
ent indication of a buyers’ strike and as long as 
manufacturers and distributors do their utmost to 
keep costs low and prices reasonable there will be no 
buyers’ strike. 

As to the retailer’s fear of falling prices. During 
the coming year prices should be more stable as the 
general level of commodity prices has been fairly 
stable for a considerable period. The retailer has no 
reason to fear a collapse in price levels. 

Now why, then, will retailers persist in hand-to- 
mouth buying? The answers are clear and there is 
no use in the calling of names. For one thing the 
retailer feels that the manufacturer is making him 
dizzy with the rapid succession of styles. He has 
learned that he has to keep stocks low or he may be 
caught with outmoded goods. The retailer feels also 
that there is no reason why he should carry the finan- 
cial burden of inventories if he can pass it along to 
the wholesaler. 

What is to be done about it? There is no justifica- 
tion for trying to eradicate hand-to-mouth buying. 
It is here to stay, in some form or another. It has its 
advantages as well as disadvantages. Before deciding 
what to do it would be desirable to know what factors 
in hand-to-mouth buying are worth keeping and what 
factors should be eliminated. 





“I feel sure that if a representative group 
from manufacturers, wholesalers and re- 
tailers could sit down in a ‘shirtsleeve’ com- 
mittee, they could work out means mini- 
mizing the disadvantages.” 


There are benefits as well as drawbacks 
in this system of buying that has become so 
widespread and the task today is to iron out 
the situation so that these good points can 


be retained. 
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First let us consider the disadvantages. I shall enu- 
merate the main ones briefly: 

1. The retardation of buying is passed back along 
the line from retailer back to wholesaler to manufac- 
turer and to mill. 

2. Production costs are increased all along the line 
because the hope of efficiency and economy is in quan- 
tity production. So are.the expenses of selling, pack- 
ing, transportation and bookkeeping. Hasty produc- 
tion affects quality. 

3. The wholesaler and manufacturer have to bear 
an undue share of the financial burden hitherto borne 
by the retailer. They have to pay the banking cost 
of maintaining stocks. 

4. The industry is made unstable because it cannot 
operate on schedule. Employment becomes unsteady. 

5. The habit of “shopping” by retailers is encour- 
aged. Their regular wholesalers and manufacturers 
cannot deliver at short notice and as a result estab- 
lished wholesalers and manufacturers cannot depend 
on their trade. This also presents opportunities for 
small concerns of no standing to enter the market 
in guerilla selling. This also results in higher prices 
for popular goods bought at the last moment. 

6. The dealers tend to slacken their efforts as they 
do not get the inspization which comes from stock 
pressure. 

7. Many sales are lost because the low stocks of 
dealers do not give the customer enough choice. 

8. Consumer prices are increased—and ultimately 
consumer resistance will be increased. 


There Are Advantages to All Who Are Concerned in 
Distribution 


Now, if you gentlemen will refrain from hissing 
me for a few minutes, I should like to discuss the ad- 
vantages of hand-to-mouth buying. 

1. It has in it the possibility of overcoming one of 
the manufacturer’s and wholesaler’s main troubles— 
the high peaks and valleys in sales and in manufac- 
turing. You may feel that the industry has adapted 
itself on a peak-and-valley basis. It has so established 
itself that we are inclined to forget the enormous price 
we pay in laying off workers and taking them on, in 
shutting down machinery and starting it again. 

If by a sensible form of hand-to-mouth buying, you 
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can to some extent even up the peaks and valleys in 
the sales line, you will be able to even them up in the 
production curve. And I feel that the benefits will 
be enormous. The manufacturers will be able to keep 
factories going more steadily and will be able to re- 
duce costs of raw materials, labor and overhead. 

2. Hand-to-mouth buying strengthens the retailer. 
It increases turnover. He is not burdened with stocks 
and he does not have to make so many price sacrifices. 
And the prosperity of the industry depends upon the 
strength of the retailer. 

3. It enables the retailer to follow rapid style 
changes and thus helps his volume in so far as style 
changes increase volume. 

4. It tends to decrease cancellations and returns. 

5. It tends to help collections. 

6. It has induced a spirit of study and caution in 
the wholesaler and the manufacturer which are of 
some economic value. 

How can we take advantage of the favorable as- 
pects and how can we eliminate the painful disadvan- 
tages? 


Opportunity for Wholesaler to Prove His Right 
to Exist 


There are some wholesalers who feel that the solu- 
tion of hand-to-mouth buying by retailers is hand 
to-mouth buying by wholesalers. Such a solution robs 
the wholesaler of his vital place in business. If the 
wholesaler simply passes the buck he is giving up the 
result of many years of effort to establish himself as 
a vital link in the chain of distribution. There have 
always been theoretical economists, political] investi- 
gators, business reformers aud consumer propagan- 
dists who have assailed the wholesaler as having no 
justification for existence. And the manufacturer has 
not hesitated to go into direct selling to the retailer 
and even to the consumer whenever the wholesaler 
gave him the opportunity. 

It is exactly at such a strategic time as the present 
period of hand-to-mouth buying that the wholesaler 
can triumphantly prove his right to exist. And it is 
also at such a time that unconsidered actions may be 
misinterpreted as a complete proof of his opponents’ 
arguments. Instead of being challenged as the worst 
factor in a distressing situation, the wholesaler could 


make himself the one hope. 


Need of Educational Work to Offset the Present 
Ideas of Operations 


After all, the function of the wholesaler is twofold 
—the warehousing and the financing. The wholesaler 
buys ahead in large quantities and sells what the 
retailer needs when he needs it. He serves the manu- 
facturer by relieving him of the difficulties of mer- 
chandising and he serves the retailer by keeping him 
stocked with the proper goods. Extreme hand-to- 
mouth buying by the wholesaler performs neither of 
these two services. Hand-to-mouth buying is and 
should be the wholesaler’s problem more than that of 


anybody else. 
Would it be possible to help the retailer to budget 
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his buying—to balance his stocks better—to obtain 
better proportions between staples and various types 
of style goods—better proportions in price groups— 
so as to make his buying safer? Such buying budgets 
could be worked out for different localities and store 
sizes and could be applied by request to the dealer’s 
individual needs. 

There comes up a whole subject of helping the 
dealer through education in better retailing. I do not 
mean that the wholesaler should tell the retailer how 
to run his store—I do not even imply that the whole- 
saler is able to do so. But, could not a group of re- 
tailers and wholesalers and manufacturers work out 
helpful ideas and general principles and pass on to 
the retailers the benefit of their experience? The 
wholesaler and manufacturer can reduce hand-to- 
mouth buying by stimulating “pull” on the goods as 
well as by increasing the “‘push’”—by helping the re- 
tailer sell rather than by bullying him into buying. 
Wholesalers’ salesmen would become merchandising 
experts rather than order producers. More attention 
would be paid to the person in front of the counter 
rather than to the one behind it. 

Can forward buying be stimulated? Can the whole- 
saler demand “minimum” orders? Can he make ex- 
tra packing and shipping charges on small orders? 
Would it be possible to reward forward buying and 
penalize retarded buying? Could the wholesaler offer 
a “bonus” in the form of a special discount for bills 
of good ordered before specified dates? Could prices 
be raised after specified dates? 

Another suggestion I would like to submit is the 
possible development of a “flexible” order system as a 
remedy for some of the evils of deferred buying. 
Would it be possible to encourage retailers to place 
quantity orders ahead specifying goods in general 
and leaving the sizes and styles for further instruc- 
tions? Such an order would enable the manufacturer 
to buy materials more safely and economically and 
enable him to pass savings on to the wholesaler and 
retailer. 


Perhaps a “Shirtsleeve” Committee Could Find a 
Satisfactory Answer 


Would it be possible to avoid the losses due to small 
orders by bringing the retailer to market more often? 
Would not a campaign of education stimulate more 
frequent visits of the retailer so that he could get new 
ideas as well as new merchandise? And, when he 
could not come, could he be encouraged to order more 
adequately and more intelligently from the catalog? 

As a final suggestion, would it be possible to co- 
operate more closely with each other—and to co- 
operate with the manufacturers and retailers? I feel 
sure that if a representative group of individuals from 
each of those branches could sit down together—a 
real “shirt-sleeves” committee, perhaps under the 
chairmanship of some unbiased outsider—they could 
work out definite means of minimizing the disadvan- 
tages of hand-to-mouth buying. 

Hand-to-mouth buying is the wholesaler’s best op- 
portunity to strengthen his position in business that 
he has ever had in decades. 
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Variety as a Contributing Factor 
in the Cost of “Distribution” 


By Harry Botsford* 


distribution.” Agitators have fallen upon the 

term joyfully and more than one politician is 
shrewdly using some modification of the term in 
building what he hopes will be a strong political 
plank. As a matter of fact, some portion of distribu- 
tion costs is due to the buying habits of John J. 
Consumer and family and the marked American 
characteristic of demanding a wide choice before 
selection is made. 

The manufacturer, the jobber, the transportation 
agent, advertising, excessive overhead, and a host of 
other things have been blamed for distribution costs 
being so high—but perhaps, in some small measure 
at least, John J. Consumer and family should shoul- 
der their share of the blame. 


[aise is much loose talk about “the cost of 


Consider the Consumer 


From the Department of Commerce in Washing- 
ton comes certain figures in regard to the past and 
the present. They are well worth considering— 

Consider the “Consumer”’—he is what grandmother 
used to quaintly call a “choosy” individual. He de- 
mands a high standard of living and then displays 
a shy and shrinking reluctance to pay when the bill 
is presented. He demands and secures a wide variety 
of items which range from nursing bottles to coffins. 

Because of this national habit of demanding 
variety one is able to present some interesting side- 
lights—angles that have a direct bearing on distribu- 
tion costs. There is a marked tendency, however, 
toward cutting down on the variety and toward sim- 
plification—with a corresponding reduction in selling 
costs and more efficient production. 


Over a Hundred Brands 


In tooth pastes, alone, we demand a choice of over 
a hundred brands. The corner drug store must carry 
the entire line if all of us are to be pleased. We have 
reached a point where ethics make it manifestly im- 
possible to offer a substitute. Consider the druggist’s 
side of the matter: About 80 per cent of his business 
is confined to four brands of tooth paste but 90 per 
cent of the working capital devoted to tooth paste 
stockage must remain practically idle in order that 
about 20 per cent of the trade may be served with 
what they ask for. Other items in the drug store line 
represent like situations. On the other hand, the 
grocer experiences the same difficulty on various 
brands of soap and a dozen other items. 


*In Trade Winds, published by The Union Trust Co. 


The average man of today is better clothed than 
any of the old time dandies. He should be, for the 
man of today has a far wider range when he makes 
his choice of an article of apparel. The other day 
one manufacturer of collars awoke to the fact that 
his concern was turning out 150 different styles of 
collars ranging in size from 13 to 16, with variations 
of quarter sizes. This manufacturer at once cut 
down the number of styles to 25, and, so far, his 
volume of business has not suffered in the least, but 
production costs have been materially lessened. 


The Farmer’s Problem 


A few years ago the average farmer certainly faced 
a puzzling situation when the necessity for a new 
item of farm implement could no longer be ignored 
—he had to make his choice from an assortment of 
1,092 models. Today, a sensible standardization has 
cut the number down to 137 and we still manage to 
do a nice lot of farming in a fairly efficient manner. 


The farm implement business had reached a stage 
where simplification became imperative. One large 
manufacturer discovered that his concern was mak- 
ing 640 kinds of gears, 157 types and sizes of wheels 
and 140 sizes and styles of wagon boxes. This meant, 
so he discovered, that his concern was actually offer- 
ing the farmer his choice of 14,067,200 possible com- 
binations! Honing down that number certainly did 
things to distribution costs! 

This same Consumer is a great user of paints. Time 
was—just a few years ago—when a wide variety was 
offered: 43 shades of paint; 13 shades of floor paint; 
and 20 shades of enamel. The manufacturers cut 
the variety to the bone. Today you may secure paint 
in any number of colors up to 32; floor paint has 
been cut to 8 shades and enamel is now available in 
only ten shades. Back a few years ago in “pearl 
gray” alone there were ten color variations——today 
there is one “pearl gray.” 


A Radio Thought 


A young Marconi or DeForest is a great ac- 
quisition to a radio department, but unless his tech- 
nical ability is diluted with a little merchandising 
sense, the department will eventually begin to look 
like an exhibit in the Smithsonian Institute—what 
of the accumulation of obsolete models on the shelves. 
It’s all right for a salesman to discuss high frequency 
with another nut, but the boss won’t be able to see it 
unless it has some relation to turnover. 
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How Better Merchandising Can Offset 
Chain Store Competition 


tion” means only one thing—some other busi- 

ness which is trying to secure the trade of the 
same customers he is attempting to reach. 

A “competitor” may be another independent store 


(ke a merchant mention of the word “competi- 


Far too many merchants, however, 
overlook the most dangerous competitor 
of all—a competitor which lurks inside 
their own organization and _ labors 
every hour of the working day to de- 
feat the ends which they hope to at- 
tain—a competitor which is seldom rec- 
ognized and which is, therefore, able to 
accomplish its insidious work far more 
effectively than if it were out in the 
open—the only competitor, in fact, that 
may be said actively to threaten the 
success of any store or imperil its pros- 
perity. 


As to Competition 


This “competitor” has no _ active 
shape or form. No one ever saw it 
(though its effects are evident every 
day). No one can say in precisely 
what way it works or where it is to be 
found, for these are questions that can 
be answered only by investigation of 
each individual store and the hahits of 
every one in its employ. 

This “competitor” is known by vari- 
ous names. Some refer to it as “the in- 
ability to get ahead.” Others call it 
“failure to keep up with the times,” 
and still others maintain that it is 
“lack of modern methods.” But pos- 
sibly the most common of all the names 
applied to this competitor in every store 
and every individual is forced constant- 
ly to guard against, is “inertia.” 

Some merchants stay awake late at 
night worrying about the competition 
of chain stores, mail-order houses, 
house-to-house peddler, big department 
stores and stores of their own size— 
completely overlooking the fact that 
the most powerful competition they 
have to face does not come from these 
sources at all. What is troubling their 
business, in nine cases out of ten, is 
the competition of their own inertia 
and their refusal to install modern 
methods and systems in their stores. 


Merchants Their Own Competitors 


In short, they are their own worst 
competitors, and refusal to recognize 
this fact leads to far more failures than 
any outside competition possibly could, 
fer, as Lew Hahn, managing director 
of the National Retail Dry Goods As- 


*Mr. Taft is editor of the Retail Ledger, 
Philadelphia. This article is a synopsis 
of his address before the Pennsylvania 
and Atlantic Seaboard Hardware Asso- 
ciation held in that city Feb. 15-19 


By William N. Taft* 


“competing.” 


sociation, recently stated: “‘No failure 
in business can be directly traceable to 
cutside competition. If merchants 
would stop worrying about what the 
other man is doing and reorganize their 
own business along modern, scientific 
lines, there would be few matters of 
competition to worry about.” 

One of the most usual is a lack of 
initiative on the part of the sales force, 
a feeling of “I’m going to do as little 
as I can in order to get away with my 
job.” This is not to be wondered at, 
for it is a fault that is almost uni- 
versal. There are few of us who do 
more than we have to do, unless we 
have learned that this extra effort, this 
additional push, gives us a marked ad- 
vantage over the other entries in the 
race for success. But in stores where 
this feeling is evident in the manage- 
ment, where there is a slackness and a 
disinclination for hard work apparent 
at the head of the business—is there 
any reason for wonder that this same 
inertia is reflected throughout the 
lower ranks of the organization? 

The only real wonder under these cir- 
cumstances is that the business holds 
on as long as it does, and this may be 
traced to the fact that the “outside 
competitors’”—the agencies which are 
generally recognized as offering compe- 
tition—have not yet had time to effect 
the “cleaning up” process which has 
been apparent for some years past. 


Salesmanship and Advertising 


It isn’t necessary to look back more 
than a decade or two to recall the time 
when visible lack of initiative (at least 
when judged by the standards of to- 
day) was the rule rather than the ex- 
ception in retailing; when almost as 
much window display space was de- 
voted to the display of cards announc- 
ing theatrical or sporting attractions 
as to the merchandise which the store 
sold; when shelves and counters were 
considered sufficient for the purpose 
of inferior display, and illumination 
was limited to a few unshaded electric 
bulbs, aided by such sunlight as could 
struggle through the glass at the front 
of the store. 

Salesmanship, in those days, was 
mainly a matter of ordertaking. Ad- 
vertising was confined principally to 
a listing of some of the most attractive 
items in stock, with the price as the 
sole reason for buying. Credits were 


or a chain store, a mail-order house or a canvass- 
ing crew. But, 
always something outside the store with the same 
aims and ambitions as the store with which it is 


no matter who or what it is, it is 


long and collections slow, while the 
records of the store were so archaic 
and antiquated that only once a year 
did the merchant have even a hazy 
idea of where he stood. 

No matter what we say about the 
chain store and its inroads into retail 
business, or what our opinion of its 
methods, the fact remains that the 
chains have been directly responsible 
for a marked advance in the methods 
of the great majority of individual, in- 
dependent stores. 

It has been competition, it is true, 
but competition of a type that is 
truly “the life of trade,” for it has 
brought home to every independent 
store the fact that survival is possible 
only when that store adopts methods 
comparable to those of its competitor 
and, at the same time, makes use of 
the advantages which cannot be em- 
ployed by the larger organization. 


Limits of the Chain Store 


The chain store, however, is dis- 
tinctly limited in this market analysis. 
It cannot select the location for its local 
unit with the greatest of care, basing 
this selection upon principles which 
have been scientifically proved. But 
there, in the majority of cases, it has 
to stop. The independent store, on the 
other hand, has a most. powerful! 
weapon in the form of a concentrated 
survey of the trading radius of the 
store, with a view to using all forms 
of publicity in the most effective man- 
ner. 

How can a_ store—regardless of 
whether it is a part of a chain or a 
single, privately owned organization— 
expect to get a full 100 cents return 
on every dollar spent for advertising 
when it does not know the needs and 
the wishes of the people it is attempt- 
ing to serve? 

Suppose a store is selling radios. 
Doesn’t it stand to reason that many 
more will be sold when it is definitely 
known how many sets are already in- 
stalled in the territory, supplied by the 
store; what houses have old or out-of- 
date apparatus; where there are sets 
that are not giving satisfaction, and 
where (as in at least six cases out 
of ten) there is no radio whatever? 


Standardization Is Keynote 


Attempting to get the proper results 
from a market on this kind without the 
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proper information is like going deer 
hunting with a shotgun. Some of the 
shots may strike the deer in a vital 
spot, but a rifle is far more effective. 
General publicity, in this case, is the 
equivalent of the shotgun. 

This is only one example of carrying 
the chain-store market-analysis idea a 
step farther, thus rendering it far 
more attractive and productive through 
the personalized service which is pos- 
sible only to the independent store. 
Few chain store managers would carry 
on a survey of this kind, because their 
hands are tied by the inflexible rules 
and regulations of their organization. 
When they want to know how some- 
thing should be done, they are ex- 
pected to turn to Rule 47, where they 
will find the standard of practice 
worked out for them in advance. 
“Standardization” is the keynote of the 
success which the chains have attained, 
for, through standardization, they are 
enabled to lower expenses and to keep 
overhead down to a remarkably low 
figure. But standardization does not 
make for individual effort. 


Take a Lesson from the Chain Store 


The big lesson to be learned from the 
chain in this instance is to stock only 
goods that will sell, to put in only a 
few of them at a time and to keep 
turnover turning through small orders, 
frequently renewed. It will, of course, 
take careful watching to see that the 
right balance is maintained between 
supply and demand, but this is one of 
the supposedly “minor details” of mer- 
chandising which far more than re- 
pays all the time and trouble and ef- 
fort put into it. It’s not a job for a 
lazy man. It’s not a job for a man 
who isn’t determined to make good. 
Put then, neither is anything else con- 
nected with the operation of a pro- 
gressive store! 

Another outstanding difference be- 
tween the chain store and its independ- 
ent competitor is that the latter gives 
service, while the former does not. 
Here is a weapon which, if rightly em- 
ployed, can be used to the great ad- 
vantage of the independent store, for 
the majority of customers like to buy 
service along with their goods and 
they are willing to pay for it—up to 
a certain point. 


Service, Too Much and Too Little 


The independent merchant is con- 
fronted by the task of steering a 
straight and delicate course between 
the perils of too little service on the 
one hand, and too much on the other— 
between failing to take advantage of 
a powerful weapon which the chains 
cannot use and in employing this in 
such a way that it injures his own 
business. The precise amount of ser- 
vice which should be rendered is a 
question which can be answered only 
by the individual store, through a con- 
sideration of the local factors in the 
ecuation, but care should always be 
taken not to enter into any competitive 
race for service with other stores, for 
this invariably results in staggering 
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overhead charges which are far more 
burdensome than the effects of outside 
competition could be. 

The chain stores’ big talking point 
of price is made possible principally 
through the fact that organizations of 
this kind buy in far larger quantities 
than independent stores and can there- 
fore afford to sell at a lower price. 
Competition on price alone is therefore 
inadvisable for the individual mer- 
chant, but if the attention of the pub- 
lic is centered on service, convenience, 
quality and personalized attention to 
the needs of customers, the importance 
of the “price bugaboo” will be greatly 
minimized, especially when equal at- 
tention is paid to the other advantages 
possessed by the chains. 

One of the most important of these 
is the care which the chains devote to 
the arrangement of counter and win- 
dow displays. These are not only 
clean, but they are attractive in ap- 
pearance and are duplicates of sugges- 
tions sent out from the home office of 
the chain, where they have been worked 
out by high-salaried display experts. 

Knowledge of stock is an essential 
to retail success. Knowledge of the 
needs of customers is another, and the 
ability to combine the two should by no 
means be confined to the chains, for 
the independent store has quite as 
many opportunities to acquire informa- 
tion on both these topics as their chain 
competitors have. A study of manu- 
facturers’ catalogues and the other ad- 
vertising material which they would 
be glad to supply upon request, coupled 
with a few words from the salesmen 
handling these lines on the road, will 
supply the necessary knowledge of the 
goods and a familiarity with their 
talking points. Personal contact with 
customers and the closer association 
with them which is possible for the in- 
dividual store will provide the knowl- 
edge of their needs, upon which an ex- 
tremely valuable individualized service 
can be founded that will overbalance 
any fancied advantage on this score 
by a competitor. 


Quantity Purchases 


Where mail-order houses are con- 
cerned, their principal advantages, 
apart from quantity purchase, and the 
“low prices” which these permit, is that 
of “ease of buying” on the part of the 
customer. If the weather is bad, pa- 
trons do not have to move outside their 
own doors, save to post a letter. They 
can loll back in their easy chairs and 
make their selections from a catalog 
that lists every item they could possibly 
need, and, through the very multi- 
plicity of the articles shown and de- 
scribed, they are certain to be re- 
minded of many wants which they had 
previously forgotten. 

There are many things which the 
mail-order house cannot do. They can- 
not actually show the goods themselves. 
They cannot make free _ deliveries. 
Days must elapse before the goods ar- 
rive. Payments must be made in ad- 
vance, and, while satisfaction is guar- 
anteed, the customer has to go to the 
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trouble of re-wrapping the goods, ship- 
ping them and then waiting a consid- 
erable time before a refund is made. 

The local store labors under none of 
these handicaps, and it therefore fol- 
lows that intelligent and consistent ad- 
vertising of the services which it of- 
fers, coupled with at least an adapta- 
tion of the mail-order house’s complete 
description of the goods it has in stock, 
would go far toward securing business 
which is now being sent to Chicago or 
to other points where the catalog 
houses have their headquarters. 

The advantages of canvassers can 
be summarized under the headings of: 
The handling of single lines; thorough 
knowledge of the goods they are sell- 
ing; a specialized course in sales-train- 
ing, and service to customers at their 
homes. Far overbalancing these, the 
store has: 

The confidence of the public (pro- 
vided this has not been undermined 
and imperiled by “sales” and an un- 
wise adherence to comparative price 
advertising) ; a greater range of stock; 


a guarantee of immediate satisfaction, 


and service which it is impossible for 
the canvasser to render—charge ac- 
counts, deliveries, telephone orders and 
the like. 


Be Progressive 

There is nothing, so far as the in- 
vestigation of the Retail Ledger on this 
subject has brought to light, that the 
canvasser can offer that cannot be se- 
cured at a lower price through a pro- 
gressive local store. Why, therefore, 
should the canvasser be considered a 
real competitor, when, as a matter of 
cold, hard facts, he is a competitor 
only when he acts as an ally of inertia 
within the store? 

Finally, the competition of other 
stores is an individual matter, which 
must be handled differently in each 
case. 

But the same principles can be ap- 
plied to it as to the consideration of any 
others type of competition. Analyze 
the weakness and the strength of the 
opposition. Find out where your own 
weakness and your own strength lie— 
and the solution of the problem will be 
clear, particularly when you remember 
that emphasis upon the personality of 
the store, the special service which it 
can render to customers, the intimate 
knowledge of their needs, participation 
in local events of various kinds (from 
which the chain stores, the mail-order 
houses and the canvassing crews are 
ordinarily barred), and, especially, di- 
reet and indirect advertising of all 
kinds, gives the local store a big lead 
over its competitors who are suffering 
from the handicap of absentee landlord- 
ship. 

But in the application of these, as in 
everything else connected with indi- 
vidual progress, the most powerful 
competitor is not the one outside the 
store, but the one inside—the com- 
petitor of inertia, of laziness, of the 
refusal to move forward because the 
advance entails too much trouble and 
too much exertion. 
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Observations of a Cutlery Salesman 


Make It Easy for People to Buy 


By John Cassin 


we see quips, maxims and pithy-to-the-point 

quotations. While I have never seen a copy 
I! would not be surprised to find there is a collection 
of these quotations published in book form—if not— 
there is an opening for someone to make a hit; I 
believe such a book would sell. 

Of the many quotations there are always a few 
that appeal, probably because they are pertinent to 
our particular business, of these I like— 

“Make it easy for people to do as you would like 
them to.” 

“The Wisdom to Know—the Power to Do.” 

“Selling Vision Eliminates Errors of Omission.” 

We might do worse than taking these three quo- 
tations as planks in the cutlery platform for a better 
cutlery business. It seems to me that these three 
quotations might be termed the A, B and C of the 
cutlery sales manual. 

To make it easy for people to buy, we have to know 
our goods and possess the power or ability to present 
our knowledge in an acceptable way. The more we 
know about our merchandise the clearer we see and 
understand the possibilities of our market. This 
clear or better understanding vision eliminates errors 
of omission. 

Let’s apply this thought to the key line of cutlery— 
pocket knives—starting with that part of the dis- 
tributing machine that exerts an influence upon RE- 
SALES—the jobbers’ salesmen. As he understands 
and sells knives—his customers will do likewise, un- 
less they have found him lacking and have turned 
elsewhere for information and merchandise—they go 
together. 

During the past few months I have closely observed 
the knife samples of jobbers’ salesmen and have many 
times wondered at the patience of their customers as 
well as finding it difficult to understand how some 
men could obtain any orders for knives—quite often 
the customers selected the patterns from roll or tray, 
seldom did the salesmen have his samples arranged 
so that it was easy for the customer to buy. 

As sampling, the arranging and handling of samples 
is simplified, sales and purchases are easily made. 
Every once-in-a-while I hear some jobbers’ salesmen 
say: “I don’t know cutlery, send a special cutlery sales- 
man to my territory.” Those men would not ask for 
help to sell hammers; yet in number of kinds, pat- 
terns and sizes the variety of hammers handled by a 
wholesale hardware house is about the same as the 
number of patterns of pocket knives handled by that 
house. Hammers have been simplified, broken up into 
specific purpose groups, they are easy to know about, 
understand and sell. 

The same number of items of pocket knives. are 


LMOST everywhere, especially in business offices 


often regarded as a confusing mess of knives. So 
let’s give pocket knives or at least that part of the 
line that are the staple, basic items, the simplified 
“hammer treatment.” When salesmen understand 
about and KNOW their basic items the balance of 
the line easily follows. 

The “staples” of pocket knives are the pen and 
jack patterns selling to the consumer from fifty cents 
each to two dollars and a half. In some territories 
“Stock” and “Cattle” patterns are staples—yet as 
these territories also use a large variety of pen and 
jack patterns what we have to say is also applicable 
to them—to which they can add their local staple 
patterns. 

While as far as possible it is desirable to select, 
purchase and sell pocket knives for the purposes they 
are intended; to a large extent the following sugges- 
tion will not interfere with that idea, perhaps it will 
help. 

As the jobbers’ salesmen’s sample lines of pocket 
knives that I have observed will average about one 
hundred and twenty patterns; after allowing for 
short lines of scout, sportsmen, punch blade, stock, 
cattle and pearl patterns and without considering 
pruners, electricians, cotton sampling and other voca- 
tional patterns, we will assume that the staple lines 
of pens and jacks number seventy-six patterns. 

Unless this variety of patterns is broken-up into 
small, easily to understand and show groups, it is still 
a confusing mass of knives. As we arrange this line 
in our sample rolls in retail price rotation or groups 
we find it easy to show the buyer our assortment of 
$1.00 pens, the fine variety of $1.00 jacks, the great 
values in $1.50-$1.75 three blades, etc., etc. Being 
able to immediately lay our hands on these price 
groups (instead of hunting through the roll, as I have 
seen many men do) makes us familiar with patterns, 
numbers, prices and retail values. It’s the last— 
retail values—that counts as our merchandise and 
selling prices are good but to the extent they repre- 
sent good resale value. Value does not mean how cheap 
—it means how much does the retail merchant and 
his customer obtain for their dollar. Good buying is 
obtaining the most value for the dollar. It is neither 
good buying nor good selling to purchase a skimped 
pattern at a cut price and attempt to sell it for full 
value. It may be done a few times—there are many 
of “Barnum’s children’-——but that old saying about 
“reaping as you sow” is true of merchandising. Qual- 
ity, Good Value, Service—is the foundation for the 
perpetuation of good business. 

Assuming the salesman has his assortments of 
sportsmen, pearl, scout, punch blade and stock pat- 
terns grouped and correctly arranged, of a hundred 
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Display Cutlery. Attractively 
and It Will Sell Itself 


noticed that the cutlery display cases are placed 

in front of the store, on either side of the en- 
trance, where they are bound to be seen by anyone 
entering the store. There is good reason for so 
locating the cutlery displays. In the first place, cut- 
lery has only to be presented to the customer in the 
proper manner and it will sell itself readily enough. 
Therefore, it is desirable to bring it to the attention 
of prospective customers in as advantageous a man- 
ner as possible. 

In the store of the Du Bois Hardware Co., Rochester, 
N. Y., cutlery and related items are featured in dis- 
play cases on either side of the entrance. The case 
to the right contains in addition to knives, shears, etc., 
pocketbooks, razors, both safety and straight; flash- 
lights, nut crackers and picks, shaving brushes, clip- 
pers, alarm clocks, thermometers, thermos bottles, 
strops, etc. The company has taken a hint from its 
drug store competitors, and in connection with its 
razors, strops, etc., it displays shaving soap, talcum 
powder, facial creams, etc. Consequently, when a 
man comes in to get a razor and strop there is no 
necessity for him to walk across the street to the 
drug store to get the rest of his shaving equipment. 

Near this display case and in plain view of every- 
body entering the store, is a hexagonal display stand 
on which are butcher knives. The company sells 
a large number of these to restaurants and household. 


| many progressive hardware stores, it will be 


ers in Rochester, despite the fact that it has never 


made any special effort to develop this business. This 
business, according to Fisk Fay, has developed itself, 
much like Topsy in Uncle Tom’s Cabin. 

To the left of the entrance is a show case fea- 
turing jack-knives, nail clips, shears, scissors, carv- 
ing sets and kindred items. According to Mr. Fay, 
the most popular jack-knives range in price from 
$1.25 to $3. In the’case of pen-knives the range 
is greater, being from $1 to $5. The company 
pushes electricians’ knives strongly, and the most 
popular of these is priced at 50 cents. These are 
used for stripping wire and are consequently short 
lived. The company has found that it pays to culti- 
vate the business of the Boy Scouts, for they not 
only buy a large number of knives, ranging in price 
from $1 to $1.75, but are also excellent prospects 
for the sale of sporting goods, camping and other 
outdoor equipment. 

In the sale of cutlery, Mr. Fay states that demon- 
stration is an important factor. It also pays, he says, 
to give the customer instructions on the care of 
knives, and to tell him that an occasional drop of 
oil will prolong a knife’s usefulness indefinitely. 

For the purpose of stimulating its sales, the com- 
pany emphasizes cutlery in its local newspaper ad- 
vertising and also circularizes by direct mail a se- 
lected list of prospects. Its promotion work becomes 
particularly intensive during the month of November, 
for it has found that a little extra effort will result 
in substantially increasing Christmas sales. 
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A. G. Bowman Dead 


For 30 Years with Russell & Erwin 
Mfg. Co. 


Alfred G. Bowman, who died recent- 
ly at Winter Park, Fla., familiarly 
known as “Al,” was a friend to all. 
Not only was he always of good cheer 
but he had good common sense and any- 
one who took his advice could be pretty 
sure of being on the right road. 

Al went with the Russell & Erwin 
Mfg. Co. about thirty years ago. He 
had sales charge for many years of the 
company’s business in New England 
and the British Provinces, as well as 
the eastern part of Canada, and as time 
went on and the business expanded in 
the larger cities like Boston, he devoted 
his time to those points exclusively and 
went into the factory office three or 
four years ago. 

His friends still remember Al’s ap- 
pearance, but his success was imme- 
diate through his geniality and the 
knowledge of his subject. It was re- 
markable how he grasped the “essen- 
tial” things in the hardware business, 
as what work he had done outside of 
his farm life was in the retail dry 
goods business. This he knew thor- 
oughly, but not many in the hardware 
trade ever knew that he had not grown 
up in the hardware business. 








New Dealer Sales Aids 
to Be Launched by Dexter 


As an aid to dealer sales, the Dexter 
Co., washing machine manufacturer, 
Fairfield, Iowa, is supplying a new 
broadside of local sales and advertis- 
ing helps. 

It is 25x38 in. in size, and carries 
a complete assortment of the newest 
Dexter sales helps; 18 new ads for the 
local newspapers, featuring all the new 
models, and varying in size from 1 col- 


umn by 8 in. to 3 columns by 8 in.; new | 


folders, mailing pieces, window trims 
and movie slides.. In fact, it has all 
the material the dealer needs to work 
out a complete and attractive local 
campaign. 


L. F. Grammes & Sons, Inc., 
Moves New York Office 


L. F. Grammes & Sons, Inc., manu- 
facturer of metal specialties, signs and 
cabinet hardware, Allentown, Pa., an- 
nounces the removal of its New York 
office from the Fisk Building to more 
spacious and commodious quarters at 
25 West Forty-third Street. H. B. 
Eccleston is manager of the metropolli- 
tan office. 


ee 


Jacob Haish Dead 


Jacob Haish, inventor of “S” barbed 
wire, died at his home in De Kalb, IIL, 
Feb. 19, at the advanced age of nearly 
100. Had he lived until March 9, he 
would have reached the century mark. 
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| Southern Jobbers and Ameri- 
can Mfrs’. Ass’n to Meet 
May 4-7 in Atlanta 


The joint annual convention of 
the Southern Hardware Jobbers’ 
Association and the American 
Hardware Manufacturers’ Asso- 
ciation, will be held this year at 
Atlanta, Ga., with headquarters 
in the Atlanta Biltmore Hotel, 
May 4, 5, 6 and 7. 











The Russell & Erwin Transfers 
Export Dept. to New Britain 


The Russell & Erwin Mfg. Co., manu- 
facturer of hardware, New Britain, 
Conn., announces that, effective Feb. 1, 
its export department was transferred 
to the home office of the company at 
New Britain. 

This change has been made to better 
facilitate quicker service to its foreign 
customers. The company’s offices at 
94-98 Lafayette Street, New York City, 
will be retained as heretofore. 





Seymour Soule Promoted 


by Devoe & Raynolds 


Seymour Soule, assistant advertis- 
ing manager of Devoe & Raynolds Co., 
Inc., 1 West Forty-seventh Street, New 
York, has been appointed advertising 
manager of Wadsworth-Howland & Co., 
Inc., of Boston, a subsidiary company 
of Devoe & Raynolds. 

His position in the Devoe organiza- 
tion has been filled by Robert H. Ben- 
nett, former vice-president of the Ajax 
Advertising Agency of New York. 

Before his association with the De- 
voe organization, Mr. Soule was as- 
sistant advertising manager of the 
Columbia Graphophone Co. 








Annual Banquet, 
Kansas City Retailers 


The regular annual banquet of the 
Kansas City Hardware Dealers’ Club 
| was held at the Ivanhoe Club House in 
Kansas City recently, with a reported 
| attendance of nearly 100 persons. 
About one-half of the guests were 
‘ladies, and a fine thing about the an- 
nual gatherings of this club is that 
‘the ladies take as much interest as do 
‘the men. There were short talks by 
'members which were much enjoyed. 
John F. Ward, president of the club, 
acted as toastmaster, and John C. Long 
was the master of ceremonies. Hand- 
some prizes were distributed to the 
' ladies. 
| The value of these get-together meet- 
ings cannot be over-estimated. They 
engender a feeling of good-fellowship 
which could in no other way be brought 
about. To these gatherings can be 
traced the improvement in the friendly 
relations which exist among Kansas 
‘City retailers. 
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Allith-Prouty Co. Holds 


Sales Convention 





Purpose to Secure More Effective 
Coordination Between Factory 
and Salesmen 


Representing practically the entire 
sales organization of the Allith-Prouty 
Co., maufacturer of builders’ hardware, 
Danville, Ill., the annual sales conven- 
tion of that organization was held at 
the company’s offices in that city in 
January. 

The primary purpose of the meeting 
was to secure a more complete and ef- 
fective coordination of the efforts of 
the factory and sales organizations. 
Working models of Allith products had 
been prepared and typical installations 
were demonstrated and discussed by 
factory officials. Each salesman was 
given thorough instruction of improve- 
ments in the line and the entire con- 
vention was taken out to examine sev- 
eral jobs, including some electromatic 
installations, some of which had been 
in daily use for over seven years with- 
out any attention. 

In turn, members of the field force 
were called upon to report business con- 
ditions in their territory and ways and 
means of increasing service to jobbers, 
dealers and owners. At the conclusion 
of the general meeting, the men were 
shown through the foundry and plant, 
where the different manufacturing 
processes were explained. 

The meeting closed with an evening 
banquet at the Plaza Hotel. President 
Don Willard summarized the policies 
of the company and voiced his ap- 
preciation of the constructive work 
each member of the organization was 
doing in their daily contact with the 
trade. 

Other speakers preceded President 
Willard’s talk, including the sales and 
production executives, as well as sev- 
eral members of the board of directors. 





A. H. Tubbs Buys Interest 
in Whitewater, Wis., Store 


J. R. Keiser, proprietor of the retail 
hardware and crockery store at White- 
water, Wis., bearing his name, an- 
nounces that A. H. Tubbs, of that city, 
has acquired a half interest in the 
store. The store will hereafter be 
known as Keiser & Tubbs. 





Fire Destroys Retail Store at 
Fairbury, Neb. 


Fire recently destroyed the stock and 
store of Welsh & Moore, hardware 
dealers, at Fairbury, Neb., with a loss 
of $5,000. Advices from the firm are 
to the effect that the store will be re- 
built immediately and that new and 
modern fixtures will be installed 
throughout. 
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A. E. Coleman Dies 


With Cleveland Jobbing 
House Since 1886 


Alfred E. Coleman, vice-president, 
director and assistant general manager 
of the William Bingham Co., hardware 
jobber, Cleveland, died suddenly, Jan. 
30, at Oakland, Cal., where he had gone | 
for a visit. He was 62 years of age. | 
Mr. Coleman was born in Cleveland | 
and had been connected with the Bing- | 
ham company since 1886. For some. 
time he covered the city trade in Cleve- 
land and was widely known among re- 
tailers both in Cleveland and the sur- 
rounding territory. He was compelled 
to give up work 18 months ago because 
of an illness from which he never fully 
recovered. He was a member of the | 
Odd Fellows and the Knights of 
Pythias. He is survived by his widow 
and one son. 


Aluminum Goods Mfg. Co. 
Issues New Catalog 


When paging through the new Mirro 
catalog just issued by the Aluminum 
Goods Mfg. Co., Manitowoc, Wis., one is 
immediately impressed with the many 
ideas it offers the dealer. For this rea- 
son the book is presented as being a 
sales manual as well as a catalog. Its 
purpose is to thoroughly acquaint deal- 
ers and their clerks with the merits of 
the ware to better enable them to sell it. 

The introductory pages are devoted 
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to what is termed “Star Points” of 
Mirro. Stars are used in connection 
with the illustrations and point to the 
outstanding features of Mirro ware. 
Cross sections of the utensils are shown 
to picture the sturdy construction and 
perfect workmanship. 

For example, one page illustrates and 
describes the difference between cheap, 
light-weight aluminum ware and quality 
stamped aluminum ware. With this in- 
formation any sales person can demon- 
strate why quality aluminum utensils 
are actually cheaper in the long run 
than ordinary ware that costs less at 
first. Among other features that are 
stressed are such advantages as the 
hard, polished finish, uniform thickness 
of metal; rivetless, no-burn knobs; 
seamless sanitary construction; detach- 
able handles and wide, quick-heating 
bottoms. 

The new catalog contains 80 pages 
and illustrates 647 items. It shows 
many new articles, which, when dis- 


ately attract the attention of the house- 
wife and stimulate sales. 


Carroll-McCreary Co. Moves 
into New Warehouse 


The Carroll-McCreary Co., Inc., iron 
and steel jobbers, Borden and East 
Aves., Long Island City, N. Y., an- 
nounces the removal of its plant and 
offices to a new warehouse recently 
erected at 21-51 Borden Ave., Long 
Island City. 
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New Company Organized by 
Landon P. Smith 


Landon P. Smith, formerly president 
of Smith & Hemenway Co., recently ac- 
quired by the Crescent Tool Co., of 
Jamestown, N. Y., has organized a com- 
pany, to be known as Landon P. Smith, 
Inc., Irvington, N. J. In making the 
sale, Mr. Smith retained the “Red 
Devil” line of glass cutters and glaziers’ 
tools, which for the present will be the 
only products handled by the new com- 
pany. 

The new organization, which has been 
capitalized at $100,000, will expand its 
activities in the future, although no 
statement has been made as yet re- 
garding its activities in this direction. 
It plans to utilize the buildings and 
facilities of the former Smith & Hem- 
enway Co.’s glass cutter and glazier 
departments, although it will undoubt- 
edly be in the market from time to 
time for additional material and equip- 
ment. 


H. D. Snyder Now With 
Gendron Wheel Co. 


H. Dayton Snyder, formerly con- 
nected with Hunt, Helm, Ferris & Co., 
is now connected with the Philadelphia 
offices and salesrooms of the Gendron 
Wheel Co., Toledo, Ohio. 
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Merchants Discuss 
Installment Plan 





Some Find It Sound Extension of 
Credit; Others See Buying Power 
of People Mortgaged 


Varying opinions of merchandising 
leaders, ranging from unqualified ap- 
proval to thorough condemnation, on 
the economic soundness of installment 
selling and buying were quoted yester- 
day by James H. Perkins, president of 
the Farmers’ Loan and Trust Co., in an 
analysis of replies to a questionnaire 
on time payments, which he said were 
basically a sound extension of credit so 
long as the seller satisfied himself that 
the buyer was able to pay, and that 
the dangers were mainly in individual 
cases. 

In the analysis, which showed that 
during 1924 merchandise, principally 
automobiles, worth $3,293,411,878 was 
sold by eight branches of trade on time 
payments. Mr. Perkins gave figures 
showing that along with the increase 
of installment buying, and preceding it, 
savings and life insurance had been in- 
creased in greater ratios than the in- 
crease of wages, and that installment 























buying came from the “reservoir of in- | 


come and savings.” 

He said that the analysis was made 
because installment buying has become 
not only an important influence in the 
distribution of many commodities but 
also a factor in banking. Savings bank 
deposits, it was shown, increased from 
$14,672,00,000 in 1920 to $23,134,000,000 
in 1925. Life insurance in force in- 
creased from $35,091,000,000 in 1920 to 
an estimated total of $72,000,000,000 in 
1925. Total wages and salaries paid by 
all branches of industry increased from 
$32,000,000,000 in 1918 to $40,000,000,- 
000 in 19265. 

Autos Lead Field 

Summarizing the figures collected on 
products sold in 1924 on time payments, 
the report showed: 


Automobiles $2,182,561,878 


*eeseieoeeeeeee#ertee#eeee 


Washing machines ......... 66,000,000 
Vacuum cleaners ..........:. 44,850,000 
Ce accnu keen tee es 56,000,000 
Furniture (approx.) ........ 765,000,000 
DT co vhatebe ee bk ¥0'ee 6% % 40,000,000 
Se ee ee 100,000,000 
Pr 39,000,000 





$3,293,411,878 

Before publication of its own find- 
ings, the bank submitted a question- 
naire to a large number of leading 
business men throughout the country, 
as follows: 

First, is the practice of buying on 
time payments proceeding along sound 
lines? Second, is it a normal and 
healthy development? Third, does it 
constitute an excessive mortgage upon 
the income of buyers? Fourth, should 
the practice be encouraged or re- 
strained? 

The opinion of the Farmers’ Loan & 
Trust Company, as written by Mr. Per- 
kins, is as follows: 

“As we view the situation, install- 
ment buying in the final analysis has 
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as its basic problem the question of 
credit extension. The initial transac- 
tion should never be consummated 
until the seller has thoroughly satis- 
fied himself of the buyer’s ability to 


pay. Failure to do this in every case . 


causes the first weakening in the 
credit structure which follows. 

“The dangers in the situation would 
not seem to be susceptible of any 
broad or _ all-embracing corrective 
measures. The necessary brakes must 
be applied in individual cases, if, not 
by the dealer or the manufacturer, 
then by the finance company or the 


commercial bank. 





Geo. Worthington Co., 
Distributors, Mansfield Tires 


The George Worthington Co., 224 
St. Clair Ave., West, Cleveland, Ohio 
hardware jobber, has been appointed 
Mansfield Tire distributor in the Cleve- 
land territory. Mansfield tires which 
are distributed extensively through 
hardware channels are made by the 
Mansfield Tire & Rubber Co., Mans- 
field, Ohio. At the recent Ohio hard- 
ware convention exposition the George 
Worthington Co. had a special display 
of Mansfield Tires. 


Millers Falls Co. Buys 


Accurate Level Co. 


The Millers Falls Co., manufacturer 
of tools, Millers Falls, Mass., an- 
nounces the purchase of the assets of 
the Accurate Level Co., Detroit, Mich. 
It is planned to move the machinery 
of the Accurate Co. to Millers Falls 
within the near future and manufac- 
ture the level formerly made by the 
Detroit company under the Millers 
Falls trade name. 








Crescent Tool to Operate Smith 
& Hemenway Plant 


Further details regarding the con- 
solidation of the Smith & Hemenway 
Co., Inc., manufacturer of pliers and 
electricians’ tools, Irvington, N. J., and 
the Crescent Tool Co., manufacturer of 
pliers and wrenches, Jamestown, N. Y., 
are now available. The Smith & Hem- 
enway stock, as announced in a previous 
issue of HARDWARE AGE, was turned 
over to the Crescent Tool Co., about 
the first of February and preparations 
were immediately started to move the 
executive and sales departments to 
Jamestown. 

The factory at Irvington will be run 
under the management of the Crescent 
Tool Co., with the exception of the glass 
cutter and glazier departments which 
have been retained by Landon P. Smith, 
former president of the Smith & Hem- 
enway Co., and will be operated by him 
under the name of Landon P. Smith, 
Inc. 

The board of directors of the Cres- 
cent Tool Co. consists of Karl Peterson, 
president; C. Emil Nelson, vice-presi- 
dent, and C. Fred Falldine, secretary 
and treasurer. 
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-Masback’s “‘At Home’’ 


a Success 





Fifteen Hundred Guests Attend 
Event Held on Washington's 
Birthday 


More than 1500 guests attended the 
“At Home Day” of the Masback Hard- 
ware Co., 78-84 Warren Street, New 
York City, held on Washington’s Birth- 
day. This event, which was formerly 
an annual occurrence, and designed for 
the benefit and entertainment of its 





| Saanen customers, was temporarily dis- 


continued during the past few years 
because of limited floor space. How- 
ever, extensive alterations and the ac- 
quisition of additional floor space have 
made possible the revival of “At Home 
Day.” 

An interesting feature of the event 
was the showing of motion picture 
films taken in the plants of the Bethle- 
hem Steel Works, the Pyrex Division of 
the Corning Glass Co., the Carborun- 
dum Co., Henry Disston & Sons, and 
Fayette R. Plumb. A large number of 
manufacturers also held exhibits, in 
charge of demonstrators. During the 
afternoon the guests were entertained 








by the radio singers and entertainers 
of the National Carbon Co. and also by 
the singers of Bussman Co. An artist 
also performed on one of the regular 
stock model saws of Henry Disston & 
Sons. This feature was well applauded. 
An orchestra played all day, and hand- 
some draw prizes were distributed. 











C. E. Waldron Dies 


Charles E. Waldron, Taunton, Mass., 
died at his home in that city, Feb. 23. 
Funeral services were held Feb. 25, and 
were attended by a large number of 
his hardware and _ other _ business 
friends. Mr. Waldron was the founder 
of the Waldron Hardware Co. For 
some years he was in poor health, and 
last summer incorporated his business 
for the purpose of shifting some of the 
routine to other shoulders. 





Cleveland Office 
‘Hardware Age’ Moved 


The Cleveland office of HARDWARE 
AGE was moved on March 1, from 
539 Guardian Bldg., to 1362 Hanna 
Bldg., in that city. Representatives 
of HARDWARE AGE in Cleveland are 
Will J. Feddery, advertising, and Fred 
L. Prentiss, Cleveland editor. 


D. J. Lenane Hardware Co. 
to Occupy New Store 


The Daniel J. Lenane Hardware Co., 
hardware, paint, mill and contractors’ 
supplies, 121 Essex St., Lawrence, 
Mass., announces a removal to its re- 
cently completed two story and base- 








ment store building at 147 Essex St., 
ment store building at 147 Essex St. 


























March 4, 1926 


HARDWARE AGE 





69 


Simplified Practice Adopted by Hardware 
Industry and Allied Lines 


By L. W. Moffett 


(Washington Bureau of HARDWARE AGB) 


lines directly or closely connected with the hardware industry. 


Sines aie practice has been adopted to a remarkable extent in 


The part it has taken in considering ways of eliminating waste 
as a means of meeting problems of investment, equipment, materials 
and time shows a striking result when it is summarized. Taking five 
of the most outstanding items coming under this classification, it has 
been carefully estimated that annual actual savings from reduced 
investment and other economies are easily $24,400,000 a year, as shown 


by the following table: 


Builders’ hardware, $10,000,000; sheet steel and terne plate, $2,400,- 
000; metal lath, $2,000,000; reinforcing bars, $4,500,000; range boilers, 


$5,500,000. 


Other items, such as bolts, nuts and | 


rivets, might well be included to swell 
the total. So great has been the stride 
made and so satisfactory the result, 
that additional programs have been 
worked out or are being prepared for 
consideration in cooperation with the 
Division of Simplified Practice, Depart- 
ment of Commerce. Three of the pro- 
grams ready to be submitted to gen- 
eral conference, deal with aluminum 
household ware, sheet metal, enameled, 
galvanized and tinware, and fruit and 
vegetable cans. Proposed simplifica- 
tions that have been brought to the 
Division include a range from tea- 
spoons to metal ceilings, from oilcans 
to brass valves and fittings, etc. 

The headway made has been due to 
an important degree to the progressive 
attitude of hardware manufacturers, 
wholesalers, retailers and their affili- 
ated trade associations. It is an atti- 
tude that is being shown generally by 
American commerce and industry, un- 
til, according to Ray M. Hudson, chief 
of the Division, simplified practice 
spread during the past year at a rate 
which has far surpassed that of any 
period since the Department of Com- 
merce first turned its attention to co- 
operation with industry in the cam- 
paign for elimination of waste. 

“This interest in, and recognition of 
the value of the movement to eliminate 
waste by weeding out excessive variety, 
is not merely confined to the United 
States,” said Mr. Hudson, “but is at- 
tracting wide attention in other nations 
whose industrial leaders are predicting 
a ‘battle of standards’ in the not dis- 
tant future. This is also foreseen by 
industrial engineers, technicians and 
scientists, management engineers and 
educators in this country.” 

Wide interest, Mr. Hudson also said, 
is likewise being shown by the financial 
community, both by bankers’ associa- 
tions and by great banking institutions. 
Their interest, he pointed out, is based 

















on the effect of increasing productivity 
with lower costs and smaller capital 
investments, and their comment has 
been that the movement has an influ- 
ence for easier money rates. Trade as- 
sociations and universities and colleges 
have made more requests for personal 
visitations from the Division staff than 
could be given. 

More than 500 industrial groups are 
in contact with the Division, and these 
have been divided according to their 
census classifications for convenience 
in determining the extent to which 
simplification has penetrated or is be- 
ing applied. In the iron and steel field, 
including hardware, and constituting 
the leading group, 16 simplified prac- 
tice recommendations are in effect; 16 
are in progress and 29 others proposed. 
The completed projects in effect include: 
builders’ hardware, eaves trough and 
conductor pipe, files and rasps, forged 
tcols, sheet steel, terne plate, metal 
lath, plow bolts, milling cutters, steel 
lockers, reinforcing bars, hot water 
storage tanks, woven wire fencing and 
packages, range boilers, steel barrels 
and drums and hospital beds. Nearing 
the simplified practice stage are items 
ranging from tacks and casket hard- 
ware to elevated steel tanks and towers, 
while items suggested for cooperation 
of the Division, range from steel wool 
and stove bolts to railroad shop tools, 
steel stairways and metal doors. Con- 
sideration has been given to drop- 
forged wrenches, pocket knives, warm 
sir furnaces and stoves, but the appli- 
cation is progressing slowly in these 
and a score of other fields. Second only 
to the iron and steel field in its atten- 
tion to simplified practice, is the ma- 
chinery field, in which 45 items are 
under consideration. The commodities 
in which progress is nearing the actual 
stage of simplification, include machine 
knives, drills and reamers, H. R. T. 
boilers, carbon brushes for electric 





motors, and electric lamps. The sug- 
gested simplifications in this field enter 
in mining equipment, oil well equip- 
ment, pneumatic tools, farm imple- 
ments and other commodities. Consid- 
eration also has been given to tubular 
coolers for dairies, pulley faces, electric 
stoves, mechanical stokers, machine 
tools and other items, in which, how- 
ever, progress is slow. Closely follow- 
ing, in numerical importance, was the 
non-ferrous metals group. Of the 40 
programs in which the Division has 
been cooperating, one, brass plumbing 
traps, is in effect, six are nearing con- 
ference action and 19 items have been 
proposed for the Division’s coopera- 
tion. 


Agitation against the peddling nui- 
sance has become rather lively in 
Washington. Preliminary moves to- 
ward abating this nuisance through 
regulation stopping or limiting such 
form of trading, are under way and 
have been dealt with as subjects of edi- 
torial comment in the Washington 
daily papers. On the strength of one 
editorial expression, the Retail Cloth- 
iers’ and Furnishers’ Association of 
the District of Columbia has adopted a 
resolution of thanks. President I. L. 
Goldheim of the Association said it is 
looking forward with interest to fur- 
ther action in doing away with this 
nuisance. 


The Federal Trade Commission has 
dismissed its complaint against the 
Firestone Steel Products Co., Akron, 
O., and others which had been charged 
with the alleged maintenance of a sys- 
tem of fixing retail prices and trade 
discounts mutually agreed upon among 
the respondents. The Commission said 
the complaint had been dismissed be- 
cause the alleged practice had been 
abandoned, following the decision of 
the Supreme Court in the Beech-Nut 
Packing Co. case. The Firestone Steel 
Products Co. is a manufacturer of auto- 
mobile wheel rims and rim parts, and 
the following dealers in its products 
were named in the proceeding: Jacob 
Mattern & Sons, Inc., New York City; 
Motor Rim Manufacturers’ Co., Cleve- 
land; Motor Rim & Wheel Mfg. Co., 
Chicago; Keaton Tire & Rubber Co.. 
San Francisco; Standard Tire & Rub- 
ber Co., Boston; Phineas Jones & Co.. 
Newark, N. J.; Eastern Wheel & Rim 
Co., Philadelphia, and R. W. Morris & 
Sons Co., Baltimore. 
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Hardware Sales Satistactory— 


Mareh Outlook Favorable 


satisfactory basis, according to reports from the various 


} | “sstistactor sales throughout the country continue on a 


market centers. 


Business during the month of February 


is generally conceded to have fallen short of the expectations of 


wholesalers, largely because of 


unfavorable weather conditions 


prevailing over wide areas, but the outlook for March is entirely 


favorable. 


Orders for spring merchandise are at last beginning to accu- 
mulate in sizable proportions, although this business will not attain 
its peak until next month. The heavy snows of the past few weeks 
are interpreted by some of the weatherwise in the eastern sections 
of the country as indicative of an early spring and, consequently, 


an active sale of spring lines. 


The movement of staples continues 


to hold up well, without any material departure from prevailing 


price levels. 


As a matter of fact, price stability is an encouraging 


factor in the outlook, especially as retailers are not inclined to 
postpone orders in the expectation of any substantial declines. 
Collections are reported as being generally satisfactory. 





Outlook Is Favorable, 
Says New York Bank 


“Taken as a whole, business is pro- 
ceeding at an even pace,” and is notably 
free from extremes either of activity or 
dullness. This in itself provides a fa- 
vorable outlook, says the March issue 
of Commerce Monthly, published by the 
National Bank of Commerce, New York 
City. 

The review continues: “Soundness is 
the present outstanding characteristic 
of business. Operations are steady at 
satisfactory levels. In fact, there has 
been little change in conditions within 
the month. A high rate of merchandise 
carloadings, activity in cotton and silk 
manufacture and in distributive lines, 
a prospective excellent volume of auto- 
mobile orders, and fairly general main- 
tenance of building operations are in- 
dications from varied fields of the sat- 
isfactory position of industry. Iron and 
steel output made further gains in 
January, although a slight recession 
has since occurred. Further declines 
in hide prices reflect the continued 
quietness prevailing in the leather and 
shoe industries. Crude-rubber prices 
have dropped sharply since December 
and this has brought about reductions 
in tire prices. 


Galvanized Ware Active in 


Chicago Market 


Sales on galvanized ware for the 
first six weeks of 1926 are in much bet- 
ter volume than those for the same 
period of last year in the Chicago mar- 
ket area. 





Weather Affects Business 
in Pittsburgh Market 


Pittsburgh hardware jobbers still are 
finding business very quiet, but at the 
same time evidence is ample that the 
weather is largely responsible. It is 
noted that on recent days of bright, 
mild weather there has been a moderate 
but gratifying gain in both mail and 
salesmen’s orders. Prices are holding 
well. Actual changes are few. Prices 
on ice skates for this year have been 
announced by one large manufacturer 
and show no particular changes from 
those of last year. The movement of 
spring lines is beginning to gather mo- 
mentum, and if there is a reasonably 
early spring, the trade is hopeful of 
good business, because it is generally 
conceded that retailers’ stocks are low. 
Collections are not yet what they should 
be for the complete satisfaction of 
jobbers. 


March Outlook Is Good, 
Say N. Y. Wholesalers 


New York hardware jobbers predict 
a substantial business for March. 
February business ran light with both 
jobbers and retailers in this district, 
but at that compared favorably with 
the same month of 1925. Rope prices 
for March-April are the same as for 
January-February. Dry cells have 
been advanced but the higher price has 
not yet been put into effect in the local 
wholesale market. Collections are only 
fair. 


efficient manutacturing methods, 
| Qsborn Mfg. Co., Cleveland, Ohio, has 





| Osborn Wire Scratch Brushes 


Reduced 24 Per Cent 


Through large production and more 
the 


within the past year twice announced 
substantial price reductions. 

Last June Osborn reduced prices on 
many items in the Osborn blue handle 
household brush line to the point where 
Osborn blue handle brushes can now be 
purchased over the retail counter at 
prices which, on the average, are said 
to be one-third lower than is asked for 
so-called comparable merchandise sold 
by the house-to-house canvassers or 
agents. 

The second instance is where the Os- 
born Mfg. Co. announces a big reduc- 
tion in prices on Osborn wire scratch 
brushes. The new prices on an aver- 
age are 24 per cent lower than the 
prices which prevailed prior to the time 
of the cut. . 

It is significant to note that these 
new prices are the lowest at which these 
goods have been sold since 1918. 





Spring Merchandise Moving 
Better in Cleveland 


Spring merchandise is moving in a 
little better volume in Cleveland and 
a greater improvement is looked for in 
March. Business as a whole is fair, 
the February volume being about the 
same as in January. Sales by Cleveland 
retailers show some improvement. The 
only price changes that are reported are 
reductions on radiator valves and on 
some types of tubes. 





American Ry. Express Co. 
Seeks Storage Charges 


The American Railway Express Co. 
has submitted to the Interstate Com- 
merce Commission a plan to levy 
charges ranging from 10 cents to 50 
cents on shipments held for delivery. 
After allowing for three days of grace, 
the plan calls for a charge of 10 cents 
for the first day after the period of 
free time on shipments weighing 100 
pounds or less, 5 cents for each of the 
next eight days, with a total storage 
charge of 50 cents for nine days. Ship- 
ments weighing over 100 pounds, but 
under 200 pounds, will be charged twice 
the amount of shipments weighing less 
than 100 pounds. 





Window Weights Cheaper in 
Boston Market 


Practically the only price change of 
importance noted in the Boston whole- 
sale hardware market the past week 
was a drop of $2 a ton in window 
weights. 
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Dealers 


Quick sales mean rapid turnover, and 
that means greater profits. That is why 
it will pay you to stock Apex Electro- 


Zinc Coated Wire Screen Cloth. 


Zinc coated by a special electroplating 
process after weaving, Apex successfully 
withstands rough weather and hard 
usage. It gives continued satisfaction to 
home-owners, and the satisfied customer 
is sure to ENTER YOUR STORE 


AGAIN. Distributed by Jobbers 


If your jobber cannot supply you, write us and 
we will give you the address of one who will. 


JOHN M. HART COMPANY. 


Manager of Sales for 


HANOVER WIRE SCREEN CLOTH CO. 

General Sales Office: Factory: 
Old Colony Bldg. Hanover, Pa. 
Chicago, I11. 
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Wholesale and Retail Trades 
Continue Satisfactory in Chicago 


(Chicago office of HARDWARE AGB) 


HERE is an improvement noted in business and trade conditions. 

It is true that heavy storms during the past week slowed up retail 

sales, and totals for the week are not up to normal, but there is a 
feeling prevalent that the rush demand for the starting of the spring 
program is close at hand. Very few price changes are noted this week. 
Mail order houses are very well satisfied with the amount of business 
they are receiving, as their monthly sales show an increase over the 


corresponding period of a year ago. 


Carloadings for the first half of 


February show a substantial increase. 
The steel industry continues to operate on a basis of between 85 and 
90 per cent of capacity. Higher steel prices are again reported as 


imminent in the Chicago district. 


This is particularly true of bars, 


shapes and plates, and while no definite action is expected until about 
the first of March, it would not be surprising if an announcement of this 
kind would be made sooner, as prices on bars, shapes and plates, in force 


at the present time, are not at all satisfactory to the producers. 


Mills 


report that specifications are in good volume, sales in most lines being 


about equal to shipments. 


Business failures for the week, according to Dun reports, show a de- 


crease. 


The totals for this week are 458 against 552 a year ago. 


Building permits for the first fifteen days of the month are several 
million of dollars below the showing for this period of last year, but 
there is enough work under way to keep all hands busy until July 1. 


AUTOMOBILE ACCESSORIES. 
—Sales on skid chains have been ex- 
ceptionally good. Prices are unchanged. 


We ell from jobbers’ stocks, 
f.o.b. Chica 

Spark i. —Splitdorf, 50c. each; 
regular, 58c. each; Champion X, 45c. 
each; a. Blue Box line, 53c. 
each, C. Titan, 58c. each; lots of 
100 60. A. C. Special Ford, 44c. 


each. 
Spot Light.—Anderson, No. 3280, 
$6.50 


Horn.—A. A. Electric (Ford), $4 
each. 
Jacks.—National Standard No. 21, 
$1.20 each. 
1%-in. 


* an — Rose, 

Chains.—Non-skid, dozen pair lots, 
33% per cent discount. 

Tires and Tubes.—30 x 3%, oversize 
cord tires, $12.55 each; regular cord, 
8.60 each; gray inner tubes, 30 x 
%, $1.80 each; red inner tubes, 30 x 
3%, $2.25 each 


AXES.—No alow change has been re- 
ported for a long time, and none is 
looked for at an early date. Sales are 
normal. 


cylinder, 


We quote from ero stocks, 
f.o.b. Chicago: First quality single 
bitted unhandled axes, 3 to 4 Ib., $14 


doz. base; double bitted, $19 doz. 
base; good quality black unhandled 
axes, same weight single bitted, $13 
doz. base; single bitted handled axes, 
$15.50 to $24 per doz., according to 


quality and ade of handle; special 
unguaranteed handled axes, $12 per 
doz. base. 


BOLTS AND NUTS.—Prices are firm. 
Sales show an improvement. 


quote from jobbers’ stocks, 
f.0.b. Ghtenue: Carriage bolts, cut 
thread, 45-5 per cent discount; small 
carriage bolts, rolled thread, 50-5 
per cent discount; machine bolts, 
cut thread, 50-5 per cent discount; 
small machine bolts, rolled thread, 
50-10-5 r cent discount; all stove 
bolts, 75-5 per cent discount; lag 
ecrews, 60 per cent discount. 








BUILDERS’ HARDWARE.—tThe de- 
mand is all that could be expected at 
this season of the year, as the cold 
weather has made it impossible for con- 
struction work to go ahead. 


We quote from os stocks, 
f.o.b. Chicago: 3% x steel butts. 
old copper and dull brace finish, 
per doz. pair; 4 x 4 steel butts, old 
copper and dull brass finish, .66 
per doz. pair; heavy steel bevel in- 
side sets, $6.25 per doz.; steel bit- 
keyed front door sets, $1.65 per set; 
wrought brass bit-keyed, front door 
— $3.25 = set; cylinder front 
door sets, $7.50 per set. 


CHAIN.—A satisfactory business is 
reported in this line. Prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: %-in. proof. coil 
chains, $8.50 per 100 Ib.; Tenso, Bull 
Dog and Brown oon chains, 50-10 per 
cent discount. 00-4 Y%y electric 
welded cow ties, $2. 15 per doz. 


COPPER RIVETS AND BURRS.— 
Sales are good. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Copper rivets and 
burrs, 45 per cent discount. 


ELECTRICAL AND RADIO MER- 
CHANDISE.—Sales are being well 
maintained. Prices are the same as 
last reported. 


We hell _from jobbers’ 
f.o.b. Chicag 


Electrical "Merchandise. —No. 
rubber-covered wire, $7 x i. 1000 
ft.; in 1000-ft. lots, $7.25 18 
lamp cords, $14.25 per 1000 te: in 
1000-ft. lots, $13.65; %-in. brush 
brass key sockets, 18¢. each; two- 
way plugs, 45c. each; in lots of 10, 
40c. each; two- piece attachment 
plugs, 12c. each; dry cells, boxes “4 
0, 32c. each; less than case lots 
36c. each. 

Radio Syennee. —Radio B Li Dy 
No. 766, $1.40 each; No. 767, $2.62 


stocks, 
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each; No. 770, $3.33 each; No. 772, 

$2.62 each; No. 486 -85 each. 
“less. th ‘Charge ers.—Apco — lots 

of less than 10, ori. 50 each, net. 


Loud akers. —Western Electric 
No. 522v $9.50 list. Discount, 30 
per cent. 


FIELD FENCE.—A slight revision in 
the price of field fence was made dur- 
ing the week. Current business is 


good. 

We quote from jobbers’ stocks, 
f.o.b. Chicag 0: 726-6- 12, A .68 per 
100 rods; 1848- 6-14%, $43. per 100 
rods. 

FILES.—The demand is good. Prices 
are a 
hens from jobbers’ stocks, 
A Chi o: American files, 60-10 
per cent list; Nicholson files, 50 
per cent off list; Black Diamond files, 
40-10-5 per cent off list. 


GALVANIZED WARE.—Sales for the 
first six weeks of 1926 are in better 
volume than the corresponding period 
of last year. 

uote from jobbers’ stocks 
f.o.b. Chicago: Standard St Not 


» $6. 
0- at. galva 
$2. 25; 12-at., $2.45: 
14-qt., $2.7 -gal. vanized oil 
cans, * sabenmined breast, $7.50 doz. 


GARDEN HOSE AND LAWN SPRIN- 
KLERS.—Naturally, at this season of 
the year, the demand is not very heavy, 
as dealers have covered their require- 
ments earlier in the season. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Garden ey, | roe 
quality, molded hose, %-in., 
per ft.; -in., 14%c. per. ft; boply 
good quality, ‘wrapped, 
per ft.; %-in., ll%¥ec. per oe ’ Lawn 


sprinklers, Rain King, $28 doz.; orig- 
inal fountain sprinklers, $8 doz.; 
Rainbow, 38-in. high, $24 doz. 


GLASS AND PUTTY.—Prices 
firm. Sales are about normal. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, 
25-in. bracket, 85 - cent discount; 
single strength A, 34 to 40-in. brack- 
et, per cent discount; single 
strength A, all other brackets, 81 
per cent discount; double strength 


are 


A, all sizes, 82 per cent discount; 
double strength , up to 4 in., 87 
per cent discount; balance, 85 per 


cent. Putty, pure grades, $3.75 per 
100 Ib.; commercial, $3.40 per 100 Ib. 


HATCHETS.—Sales are exceptionally 
good. The market is very strong, al- 
though local prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First qualit tch- 
ets, No. 2 einai. sii. 20 doz.; first 

2 broad, $14.45 


quality hatchets, No. 
oz.; medium uality hatchets, No. 

2 shingling, $7.25 doz.; medium qual- 
ity hatchets, No. 2 broad, $10.50 doz. 
HANDLED HAMMERS.—The market 
is firm with advances quite possible. 
The demand improves as spring ap- 

proaches. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Vaughan-Bushnell, 
16-oz. nail hammers, 0.50 doz.; 
Maydole, $12.60 doz.; other aes, 
16-0z. machinist hammers, $7.85 doz.; 
Competitive Le 16-oz. nail com. 


mers, $4.50 t 
HANDLES, AGRICULTURAL.— 


Prices are unchanged. Sales are satis- 
a 


» ie. from jobbers’ stocks, 
gs by 3 
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Used with Parallel Sliding Door Hard- 
ware—varied utility—ease of opera- 
tion a feature—hardware inside and 
away from the weather. 


Used with “Tip-Top’’ Barn Door 
Hardware—no possibility of sticking 
or being blocked with litter. 


o oxi Bil 


Used with “Slydasyde” Garage Door 
Hardware—easy to operate and ideal 


where full opening is desired in 
cramped space. 























Used with Double Sliding Gable Door 
Hardware—designed to meet the 
demand for easy operating gable 
doors. 


(28) 








The Slandard 
Trolley Track 


Jor all Purposes 


A heavy gauge steel track—uniformly 
manufactured—and finished in heavy 
Japan or galvanized. 








Although made in numerous sizes and 
designs, to meet every requirement, 
the R-W No. 31 (shown in illustration) 
is a track adaptable to most general 
uses. 


To insure trouble-free equipment, be 
sure that R-W track is used with all 
R-W trolleys and hangers. 

Richards-Wilcox track, trolleys and 
hangers are carried in stock by most 


hardware dealers. The line is most 
complete and represents the ultimate 


in satisfaction and proft. 
6 


ichards-Wilcox Mf 


AURORA, ILLINOIS,U.S.A. 
Branches in All Important Centers. 








Used with Parallel Door Hardware—doors hung in series 
to enclose wide opening, and permits of access at any 
desired point. 





Used with “Slidetite’” Garage Door 
Hardware—the most practical equip- 
ment for garage doorways—permits 
unobstructed opening up to 30 feet 
wide. ~ 

















Used with Partition Door Hardware 
—any number of small rooms can be 
thrown into one large auditorium as 
occasion demands. 


Used with “OveR-Way” conveying 
equipment—saves heavy handling 
costs in garages, shops, warehouses 
and manufacturing plants. 


Used with “Slydasyde” hardware- 
doors hung in series to permit in- 
dividual entrance door. 
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Hay Fork Handles. — Straight, 
chucked and bored, best grade, 4%- 
ft., $4.50 doz.; 5- -ft., $5.50 doz.; XX, 
4%-ft., $4 doz.; 5- ft., ‘ 
4\.-ft., $2.40 doz.; 5-ft., 

Hay Fork Handles. —Bent, chucked 
and bored, best grade, with strap, 
ferrule and cap, 414-ft., $7.50 doz.; 
5-ft., $8.50 doz.; XX bent, with strap, 
ferrule and cap, 4-ft., $5.50 doz.; 4%- 
t., $5.75 doz.; XX, bent, 4%-ft., $4.50 
doz.; 5-ft., $5.50 doz., X, bent, 4%- 
ft., $3 doz.; 5-ft., $3.40 doz. 

Manure Fork Handles.—Bent, best 
$4.75 doz.; 4%-ft., $5.10 

$4.15 doz.; 4%- 
4-ft., $2.60 


grade, 4-ft., 
doz.; XX, bent, 4-ft., 
; doz.; bent, 
doz.; 4%-ft., $2.95 doz. 
Garden Hoe Handies.—XxX, 4%-ft., 
$3.45 doz.; X, 4%-ft., $2.40 doz. 
Garden Rake Wandies.—-XX, 5'%- 
ft.. $5.25 doz.; X, 5%-ft., $3.25 doz. 
Shovel Handles. —Regular gre rn, 
XX, 4%-ft., $5.90 doz.; X, 4o~-ft., 
$3. 90 doz.; : D handle, best ies $7. 95 
doz.; X grade, $6 doz. 
Spade Handles.—D handles, best 
grade, $7.75 doz.; X grade, $6 doz. 


HANDLES, TOOL.—Business con- 


tinues exceptionally good. 


Prices are 


very strong with occasional advances 


reported on individual items. 
We from jobbers’ 


f.o.b. Chicago: 
1 Hickory, $4 
No. 2, $3 doz.; second growth 
hickory, $5 doz.; finest selected sec- 
ond growth hickory, $6.50 doz. 
Hatchet and Hammer WHandies.— 


quote stocks, 





doz.; 


No. 1, 90c. doz.; finest second growth 
hickory, $1.80 doz. 
HINGES.—Prices are unchanged. 


Sales are very good. 


We from jobbers’ stocks, 
f.o.b. Heavy strap hinges, 
in bundles, $1.03; 5-in., $1.42; 
6-in., $1.60; 8-in., $2.70; 10- in., $4. 30 
per doz. pairs; extra heavy = hinges, 
in bundles 4-in., ; 5-in., $1.66; 
6-in., $2.08; 8-in., $3.56 10- -in., $5. 10 
per doz. pairs. 


quote 
Chicago: 
4-in., 


ICE CREAM FREEZERS.—Business 


in this line shows an improvement. 


We quote from jobbers’ stocks, 
1-qt., $4. 85 list; 2-qt., $5.65 list; 3 qt., 
$6.75 list; 4-qt., $8.25 list; 6-qt., 
f.o.b. Chicago: White Mountain, 
$10.45 list; 8-qt., $13.50 list; 10-qt., 
$25.60 list; 20-qt., $33.20 list; 25-qt., 
$42. ay Ao ge Arctic, 1-qt., $4 list; 2-qt., 
st; 


, $8.20 list; 
12-qt.. $14 list: 
20-qt., $21.50 list. A 
d 10 per cent on all 


oe” $10. 
15 $17 ist: 
A of 20 an 
above prices. 


LANTERNS.—Sales 
Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Cileome: Dietz D-Lite, $13 doz.: 
with large fount, $14.25 doz.: Little 
Wizard, $8.50 doz.: Blizzard, $13 doz. 


LAWN MOWERS.—Orders continue 
be booked in a satisfactory volume. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Lawn Mowers.—16-in. ball bearing, 
5-knife, 1l-in. wheels, $12.35 each; 
16-in. ball bearing, 4-knife, 10%-in. 
wheels, $10 each; 16-in., plain bear- 
ing, 4-knife 10%-in., wheels, $8.65 
each; 16-in. ball bearing, 4-knife 
9-in. wheels, $7.85 each; 16-in., plain 
bearing, 4-knife, 9-in. wheels, $7.35 
each; 16-in. ball bearing, 4-knife, 
8-in. wheels, $8 each; 16-in. plain 
weaeene. 3-knife, 8-in. wheels, $5.85 
each. 


are 


only fair. 


to 


NAILS.—Sales are rather slow. Prices 


are unchanged. 


We quote 
f.o.b. Chicago: 


from jobbers’ stocks, 
Common wire nails, 
3.15 per keg base; cement coated, 
$2.20 per keg base. The extra for 
galvanized nails is now $2 for 1-in. 
—_ longer, $2.25 for shorter than 
1-in. 


OIL STOVES.—Good business 
ported. Prices are unchanged. 


These are list prices. Dealers’ dis- 
counts are noted after each group. 


is re- 


PERFECTION— 
Ss, (a all $17.50 
a BO em 22.50 
Te Sa em 28.50 
REE 39.50 


PURITAN—(Improved Model)— 
oO 


tion. 
- wT 
No. Pe ccgiencewend os $9.50 
No. 12 i i ine 60 ate na 17.35 
NNO. BIS 3 DUFMOTS...csccccccces Sawe 
aoa, wae Ge PN cb é ocees Seebes 28.00 
INO. Zkb § DUTMORS. cc cccccsccces 39.50 
No. 1102 high shelf only........ 5.25 
No. 1103 high shelf only........ 6.50 
No. 1104 high shelf only........ 8.00 
No. 1105 high shelf only........ 9.75 
Nesco dealers’ discount, 30 and 5 
per cent. 
Ovens 
es oy ee ge 
. 211 1 burner plain door... .$2.50 
= 211G 1 burner glass door. 2.70 
No. 121G 1 burner glass door.... 4.90 
No. 122G 2 burners glass door... 6.00 
AS > «én» saeteeusbedune des oe 15 
Dealers’ discount, on 10 or more, 
30 and 5 per cent; less than 10, 30 
per cent. 
PURITAN— 


Dealers’ discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 
cent. 

NESCO— 
No. 05 1 burner solid GOOF. .ccce bts 
No. ® 1 burner glass deor. . 2.25 
No. 010 1 burner solid door...... 4.15 
No. 101 burner glass door...... 4.40 
No. 020 2 burners solid door..... 5.15 
No. 20 2 burners glass door..... 4.40 
No. 030 2 burners solid door..... 5.40 
No. 30 2 burners glass door..... 5.70 

Dealers’ discount, 30 and 5 per 

cent. 


PAINTS AND OILS.—The outlook for 
spring business is exceptionally good. 
There has been no change in price on 
any of the leading staples. 


PYREX WARE.—Sales are increasing. 


ROPE.—No early price change is ex- 
pected. Sales are normally active. 
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Perfection dealers’ discount, 30 and 
5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 


> Se BD Rs 6 occcs vedewsed $17.50 
me: Ge Be sceedcovewce 
wee, Ge | Bn, ve ccsewceeeececs 
Puritan discounts 


No. 42G 2 burners glass door. ..$5.50 


Water Heaters 


Perfection No. 412...cccccsccses “. 00 
Perens FeO, Gebcccvcdeccosser 80.00 

Perfection discount, 30 and 5 per 
cent in lots of 10 or more; less than 
10, 30 per cent. 


Wicks, Etc. 


Rockweave wicks, 25c. each. 

Perfection and Puritan, $4 per doz. 
and $48 per gross. 

Discounts same as on oil 
stoves, ovens and heaters. 


cook 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 


Linseed Oil.—Raw, barrel lots, $1.06 


per gal.; 5-barrel lots, $1.03 per gal. 

Linsee Oi!.—Boiled, barrel lots, 
$1.09 per gal.; 5-barrel lots, $1.06 
per gal. 


ieee .—Barrel lots, $1.18 per 


Denatured Alcohol.—Barre]l lots, 
65c. per gal.; steel drums, extra, $6, 
returnable. 

White Lead.—190-lb. kegs, $15.25; 
500-lb. lots, less 10 per cent: 50-Ib 
kegs $7.75; 25-lb. kegs, $3.90: 12%4- Ib. 
kegs, $2. 

Giatine. —(4%-lb. cut) white, $2.90 
per gal.; orange, $2.60 per gal. 

English Venetian Red.—lIn barrels, 
$3.50 to $6.75 per 100 
Tec. 


‘anid Paste.—Barrel lots, per 


from jobbers’ stocks, 


212, $7.20 doz.; 


We quote 
f.o.b. Chicago: 

Bread Pans.—No. 
No. 214, $12 doz. 

New Handled Casseroles.—Round, 
No. 622, $12 doz.: No. 623, $14 doz.; 
Oval, No. 632, $12 doz.; No. 633, $14 
doz. Shallow Oval, No. 642, $12 doz.: 
No. 643, $14 doz. 


Pie Plates.—No. 208, $6 doz.: No. 
209. $7.20 doz. 

Tea Pots.—2-cup, $20 doz.: 4-cup, 
$24 doz.: 6-cup, $28 doz. 

Utility Pans.—No. 231, $8 doz.: No. 


232, $14 doz. 


from jobbers’ stocks, 


We quote 
No. 1 Manila Standard 


f.o.b. Chicago: 
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brands, 25%éc. r lb.; No. 2 Manila 
244%c. per lb.; No. 1 Sisal, 17%c. per 
lb.; No. 2 Sisal, 16%c. per Ib. 


SASH CORD.—Prices are unchanged. 


Sales are improving. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No 7, standard 
brands, $8.45 per doz. hanks; No. 8, 
$9.65 per doz. hanks. 


SASH PULLEYS.—The demand 
good. Prices are firm. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Common sash pul- 
leys, 50c. doz.; barrels, 54c. doz. 
Common Sense, 2-in., 60c. doz.; bar- 
rels, 54c. doz.; No. 105, 52c. doz., 


barrels, 48c. doz. 


SCREWS.—Sales are good. No change 


in price has been made. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Flat head bright 
screws, 7744-20-10 per cent new list; 
round head blued, 75-20-10 per cent 
new list; flat head brass, 75-20-10 per 
cent new list; round Roi brass, 
2144-20-10 per cent new list; jap- 
anned, 70-20-10 per cent new list. 


SOLDER AND BABBITT METAL.— 
The markets are stronger on these 


Good sales are reported. 


from jobbers’ stocks, 
f.o.b. Chicago: Warranted 50-50 
solder, $43 per 100 lb.; medium 45- 
55 solder, $42 per 100 Ib.; tinners’ 
40-60 solder, $41 per 100 Ib.; 
speed babbitt metal, $20 per 100 Ib.; 
9 ee No. 4 babbitt metal, $13 per 
100 Ib. 


metals. 
We quote 


STEEL SHEETS.—Prices remain firm 
and unchanged. The demand is quite 


active. 


We quote from jobbers’ stocks, 
.0.b. : 28-gage galvanized 
sheets, $5.25 per 100 I1b.; 28-gage 
black sheets, $4.25 per 100 Ib. 


TORCHES.—No price changes 


We quote from jobbers’ stocks, 
f.o.b. Chica ago: 

Turner Master Line.—43-qt., $5.76 
each; 45-qt., $6.53 each; 47-qt., $7.08 
each; 48-qt., $7.18 each; .—— 8.54 


each; 52-qt. (flat), $6.96 eac 
Turner awe Line.—Gasoline- 
Kerosene, 9-q $5.33 each; 14-qt. 
5.76 each; 22 -¥ $6.53 each; 30-qt., 
6.91 each; 38-qt., $5.76 each; 39-qt., 
$6.05 each: 92-qt., 6.79 each; 9 <= 
$7. se 86d a, 105-qt., $4.88 each; 205- 
eac 
clay? on & Lambert Torches.—No. 
30 each; No. 144, $5.25 each. 
rite Pots. —Turner Line, No. 53, 
$7.20 each: No. 63, * 97 each; No. 66, 
$10.18 each; No. , $7.13 each; No. 
34, $8.67 each. 


are 
noted. Sales are exceptionally good. 


WIRE GOODS.—Sales on wire cloth 


and poultry netting are improving. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 8 black annealed 
wire, $3.05 per 100 lb.; No. 9 galva- 
nized plain wire, $3. 50 per 100 Ib.; 
catch weight spool galvanized cattle 
or hog wire, $3.85 per 100 Ilb.; 80-rod 
spool galvanized hog wire, $3. 34 per 
spool. Polished fence staples, $3.50 

per 100 lb.; 12-mesh black wire cloth, 
$1. 75 per 100 sq. ft.; 12-mesh galva- 
nized wire cloth, $2 per 100 sq. ft., 
14-mesh bronze wire cloth, $5.75 per 
100 sq. ft.; galvanized poultry net- 
ting, 57%- 5 per cent discount; gal- 
— after made poultry netting, 
5214-5 per cent discount. 


WRENCHES.—The demand 
Prices are unchanged. 


We quote from ijiobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches 
60-10 per cent discount; Coes’ 
wrenches, 40-10 per cent discount; 
engineers’ wrenches, 50-10 per cent 


discount off new list; Trimo, 65-10 
per cent discount. 
Snap-On Wrenches.—Radio and 


electrical set, tA No. 101 Master Ser- 
vice Set, $15.2 5; No. 202 Heavy Set, 
$8.80; No. 303 Ford Master Service 
Set, $14.85; No. 404 Universal Socket 
Set, $8.75; No. 505B Screw Driver 
Set, ; No. 900 Square Socket 
Set, $3.70. All Snap-On Wrenches 
less 40 per cent. 


is good. 
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Six Square Feet is all the space a 
Congoleum Sales Rack requires 


ak 





LA 
rs ¢ 


*-*) * 
f re. pn Oe 







* 





:, ae 
ae 


a. 





St 





















ee Sa eS +e. 
fl FY. ~ ‘ 
brett , ; ers 


: 7 


Fas 
= = ey 
lente ae 


*s 


Ww RASS 


* 
a . 
. 


c 


ny 


t | ae | 
a As 


& 


ede 
he 


‘ ¥ . *s 
* ~ oO 
ha M 
Sie 
a Fo 
“e ” . ana- @ > aaa 
* seunene eee ory 
> wos * Lat) = ee 
i. ose 2 
A . oon “? «> pA a e ore 1) one 
; Po, ° ‘ Z se * Ld 
RU RRS AA EE 
: ee ae OL ee va 
~ ; . 
. ~ . == 
. : + _ . 
—. —. a ° 
: x / 


a! 
av! ov Cr 
a - 
wmets 
Ts 
: > 


ae 
Ag! 


ee 


Meee 
Se Fees, 


7 * i 
ee g 


Cold S 


—e 


we 
cr 


4 

a, 4 Fs 
SASS 
o” ere 
hy. 


= a 
fea OLN eae 
“ns ~~? “mi 8g 


3 bent S Cra oe 


SBE 
“2 : 
oes 


£ 


bs 2 
“~s 6 ~N 


» < ts "% » < 


2 
? a 
PRET 
+ 
° o 


> 
ca 
“ eg »s CF; 


, 
> 


on 
: Ste 7 
“4 } 7 
rd 
__ 


re “J oe 
NO Ce: 
— — 
s. bed 
ert 


~~ b o> 


ws 


~% 


4 
doa * 
4é 


_ Be! 


=i 


il 


- 
Ho 


~ 


oe d <7 
i : | vy : %, 
din amd 
. Se eh va. 
¥ , : 4 
ae . 
7 »* 





0 


2h & 
op 


iS 
B eg & ho 7 
me 
A 3 eg 
. > tS Maka 
> aS 
2% ie Sea 5 
1. or ES gee 
x" 
> -| al 
oe > 
: . 4 
. ~ ~~ we 7 
Ls P 7 ORs & , 
pee 1s ° ‘ 
. " 
an ne 










‘ . 











S A PROFIT-MAKER this handsome Congoleum 

Sales Rack has made a decided hit among Congoleum 
dealers, especially in the hardware business, where space is 
ata premium! Over five thousand of them are in use. Many 
merchants write that their racks have almost doubled their 
Congoleum Rug Sales. 


This “silent salesman,” as one dealer calls it, is sturdily 
made of steel and durably enameled in olive green with gold 
lettering. It holds 18 room-size rugs—displayed to such good 
advantage that customers cannot fail to see and be impressed 
by their beauty and the wide variety of patterns. Then too, it 
displays the Congoleum name and Gold Seal prominently. It is 
34 in. wide, 63 in. high by 15 in. deep. It costs but $15.00 f.o. b. 
nearest warehouse. (Shipped crated, gross weight | 50 lbs.) 


Congoleum Rugsalways havea ready sale in hardware 
stores. [hey’re right in line with washing machines, self- 
wringing mops, fireless cookers and other labor-savers 
for the home. And with the Congoleum Sales Rack to 
save floor-space and simplify selling there’s no reason 
why every hardware dealer should not have a big share 
of the profits that aggressive merchants enjoy through- 
out the year. Write us for details. 


CONGOLEUM-NAIRN INC. 


Hardware Division Headquarters 


1421 Chestnut Street Philadelphia, Penna. 
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Out of the mailbag! 


The Congoleum Sales Rack 
makes a dandy display and 
keeps our stock in perfect shape. 


—Scanlan’s Hardware Store, St. Joseph, Mo. 


We have found the Congoleum Sales Rack a great help in dis- 
playing and making sales. We heartily recommend this silent sales- 
man to any dealer.—Stewart Hardware Co., Hubbard, Ohio. 


The Congoleum Sales Rack is a wonderful store fixture. The Rack 
shows up the Congoleum Rugs in all their beauty and at the same 
time protects the rugs from being marred. We would not be with- 
out it for double the price.—Speizer Hardware Co,, Farrell, Penna. 


lam 100% sold on Congoleum Rugs and the Congoleum Sales 
Rack.—Louis J. Sigl, General Hardware, Buffalo, N. Y. 


We installed the Congoleum Sales Rack upon its arrival and sold 
a rug from it in an hour after. Our sales have been much better 
since we have our Congoleum Rugs in plain view and our stock is 
in better shape. We are truly glad we have it.—Adelman Hardware 


Co., Haskell, Okla. 
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32 Cents Each 


Both Columbia and Red Seal dry cells, 
known as No. 6 ignition type, or as dry 
cell radio “A” batteries, have been ad- 
vanced. The new list price is 45 cents 
each. Dealers’ price in standard pack- 
ages is 32 cents each, but at press time 
there is a temporary price of 28 cents 
each to dealers. 


Carpet sweepers, American Queen, 
$54 per doz.; Elite, $60 per doz.: 
Grand Rapids, nickeled, 15-in., $48 
per doz.; same jap., 17-in., $60 per 
doz.; Parlor Queen, $56 per doz.: 
Princess, $50 per doz.: Wniversal. 
nickeled, $46 per doz., and jap., $42 
per doz. 

Toy sweepers, Little Gem (3 and 
6 doz. cartons), $3.75 per doz.: Little 
Jewel, 1 doz. cartons, $10 and Junior, 
1 doz. cartons, $16 per doz.: Little 
Helper, $2 per doz. 


Reading matter continued on page 78 








March Outlook Very Good— Oil Cook Stoves Demand 
F : ; Fairly Good in N. Y. 
ebruary Light Month with There is a fairly good demand for oil 
cook stoves and ovens in the New York 
market. Prices are unchanged and 
N e  # Hardwar e Tr ade coe stocks apparently are satis- 
actory. 
; ' JOBBERS’ TATIONS TO RE- 
HILE February business was light with both retail and whole- TAILERS Pe cg ad iiniie. 
sale hardware houses in the New York area, local factors ; 
' ee : Oil Cook Stoves 
freely predict a satisfactory March. MHousefurnishing lines | perrection— 
are expected to show definite improvement this month. Adverse weather Mea. 3 3 berneeis.ds<<...s...;: $17.50 
, , , Pee Fe @ BG ceaccecscccvcs 22.50 
through practically all of last month is believed to have retarded “8 2" ohpentoep epee 28.50 
normal business. At that February compared favorably with the same gy Ry 
month of the previous year. jess than 10, 30 per cent — 
Poor roads hampered deliveries last month, but at press time most | PURITAN (improved Model)— 
of the important traffic arteries in and around New York are entirely ce SE 2. EMemOUe..»». sasecevsemEeae 
open and have been for several days. gy RE, cometh iter Bo nate 
Prices are considered firm. No important prices are expected, tion. 
. . . . NE — 
according to local jobbers. Collections are only fair. = atk eee ea $9.50 
The bulk of stock orders on spring goods have been delivered. No. 212 2 burners.......-.+++. 17.35 
, 2: £2... eae 22.00 
MO. Zid 4 DOPMOTB.. ..cccceces< 28.00 
alee ce oe OD, .BIS & DPMOTR..cccccecssnes 39.50 
| = 1102 ae ye —_ (<-0-0e ae 
. a , . . , 7 : . - No. 1103 hig Voosccteus . 
Ice Cream Freezer Prices as; Osborn Wire Scratch Brushes}  X°. 1104 high shelf only . ae s.00 
° , No. 1105 high shelf only........ 
Quoted in N. Y ° Reduced 24 Per Cent war. witeeous enameled stove tops 
an spias ackKs: 

Wholesale hardware distributors in| Osborn wire scratch brushes have mg oH oe Sacniibibiientdade.- -- erg 
Ne : Y k hs . od ° n be ; bsts tis 1] : d d Th I Oo. é GEROSS. > 0 + TreTTTr Ty ° 
New York have announced prices 0 | en substantially reduced. The new Nesco dealers’ discount, 30 and 
ice cream freezers. We present here-| prices show an average decline of 24 5 per cent. 
with quotations on three brands. per cent. Osborn Blue Handle line of Oil Ranges 

JOBBERS’ QUOTATIONS TO RE- household and personal use brushes . 
TAILERS, F.0.B. NEW YORK: | were reduced last June. | ie See yee ee ae 
Alaska Freezers. _— qt., 2.95 each; JOBBERS’ QUOTATIONS TO RE- wae ° : ee 

2 qt., $3.45 each; 3 qt., $4.10 each: | TAILERS, F.O.B. NEW YORK: ete 

4 qt., $5 each; 6 qt., $6. 30 each; 8 qt., : silting nite = : Ovens 

$8.20 each; 10 qt.. $10.7 io each; 12 qt., A discount of 33% per cent on the R N 

$14 each; 15 at., $17 each and 20 at., following household and personal use PERFECTION— 

$21.50 each. These are list prices brushes, which are quoted here at No. 211 1 burner plain door....$2.50 

which are subject to a dealer’s dis- list prices. No. 211G 1 burner glass door.... 2.70 

count of 20 and 10 per cent. Nail brushes, 85c. each; split No. 121G 1 burner glass door.... 4.90 

Alaska Grey Goose Freezers.—1 at. duster, $1.25; cloth brush and skirt No. 112G 2 burners glass door... 6.00 

$3.35 each: 2 at., $3.90 eaeh:; 3 at.. brush; $1.60; dust mop, $1.90; bath NO. 142G .. cece ecw e cece esccvees 6.15 

$4.65 each: 4 qt.. $5.70 each: 6 qt., brush, medium, $1.95; large, $2.30; Dealers’ discount, on 10 or more, 

$7.25 each: 8 gt., $9.35 each: 10 at., refrigerator brush, 30c.; percolator 30 and 5 per cent; less than 10. 30 

$12.50 each. These are list prices brush, l5dc.; vegetable brush, 25c.; per cent. 

which are subject to a dealer’s dis- dish mop, 35c.; pan greaser, 30c.; PURITAN— 

count of 20 and 10 per cent. dustpan_ and brush, $1; radiator No. 42G 2 burners glass door. ..$5.50 

White Mountain Freezers.—2 at., brush, 55c.; bottle brush, 35c. Dealers’ discount, 10 or more, 30 
$5.65 each: 3 qt., $6.75 each; 4 qt., and 5 per cent; less than 10, 30 per 
oty age 6 qt., $10.45 — 8 = cent. 

13.50 each; and 10 qt., $1 each. . NESCO— 

These are list prices and are sub- Rope Prices Unchanged for No. 05 1 burner solid door..... $2.00 

ject to a dealer's discount of 50 per F 9.15 

cent M h A 1 P . d No. 51 burner glass y rnd soacs ke 

. , - No. 010 1 burner so Oor..... : 

—_—_—-—__—_ arc pri erlo No. 101 burner glass door..... 3.75 
R ff d be J No. 020 2 burners solid door.... 4.25 
Wi C] h S | F: _ P . ope prices in effect during the Janu- No. 20 2 burners glass door.... 4.50 
ire ot ales Fair; FriceS| ary-February period will hold for the No. 030 : burners solid door... 4.20 
. next two months. This fact was an- No. 30 2 burners giass coor. ; 
. Deal liscount, 30 and 5 per 
Are Firm nounced March 1 by leading makers. aan” ne itis 
New York jobbers report a fairly ac- neg ge eg dl dealers gg Water Heaters 
tive market on wire cloth. Prices are | ™/a, No. 1 grade, is 27 cents, on No. a $40.00 
. ’ . grade 25 cents. erfection No. 412............+. ; 
firm and jobbers’ stocks are in good Perfection No. 421..........+-+- 80.00 
condition. a Perfection discount, 30 apd .. per 
t ots 0 or more; less 

JOBBERS’ QUOTATIONS a. RE- 10, 30 per cent. 

TAILERS, F.0.B. NEW YOR Good Demand Reported for 

a eeper cre cloth, 14 hema $5.25; C S 
16 mesh, $5.75. : 

c«” 14 mesh, $5.75; 16 mesh, arpet weepers Hi h P ° e Maintained on 

Opal wire cloth, 12 mesh, $2.20; 14 A good demand is reported for car- eo Sie - 
mesh, $2.50; 16 mesh, $3.15. " pet sweepers. It will pe noted that a Screws in N. . a 
, «Apex, WI eS cloth, 14 mesh, $2.50 and : recent toy sweeper model is also quoted 

'in this report. This is the Bissell Lit- The recent advance on screws is being 
| tle Helper, which is quoted to dealers at | adhered to according to information 

—— ee d | $2 per dozen. gathered from leading wholesale dis- 

ry Ueis vanced to | JOBBERS’ QUOTATIONS TO RE- tributors in the New York hardware 
TAILERS, F.O.B. NEW YORK: market. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Discounts on Wood screws: Iron 
Bright Flat Head, 77% per cent; 
Iron Bright, Round and Oval Head, 
75 per cent; Iron Blued, Round Head, 
75 per cent; Brass, Flat Head, 75 per 
cent; Brass, Round and Oval Head, 
72% per cent. 

These discounts apply to revised 
list of June 24, 1922. 

EX TRAS—20-10-10 per cent. 
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Patented 


This Griswold Reversible Steel 
Spindle _ Damper 


There’s no up or down, no 
front or back, to the Gris- 
wold Reversible Steel Spindle 
Damper. The Spindle locks right— 
whether inserted from left or right, 
whether the handle is turned either 
way, or the spindle slipped into a 
notch on either side of the cast iron 
plate. It locks at once. Positively. In to 
stay. Because of the patented reversible fea- 
ture. The Spindle is of one-piece, non- 
breakable steel. Its long, sharp point will 
pierce any stovepipe. Its nickel-plated fer- 


rule protects the spring and makes possible 
long use of the damper. 


installs itself right 
and at once 





Griswold Reversible Steel 
Spindle Dampers come in 
sizes 4 to 9 inches inclusive. 
There are also Griswold non-reversible 
dampers, size 3 inches, and furnace 
pipe sizes 14 to 18 inches inclusive. 
Also oval patterns, sizes 4 to 8 inches. 
If your dealer cannot supply you, let 
us send bulletins and prices. The Griswold 
Mfg. Co., Erie, Penna., U. S. A. 

Makers of Extra Finished Cooking Utensils in Cast Iron and Aluminum, 
Waffle Irons, Food Choppers, Reversible Stove and Furnace Pipe Dampers, 


Fruit Presses, Mail Boxes, Bolo and other Portable Bake Ovens, Gas Hot 
Plates and Electric Waffle Bakers. 


GRISWOLD 
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° Double Compartment Satins Dish. Two-Man Saw 
Jobbers Announce Prices on| —No. 130, 9% x 1%, $1.00 
N B Bl Li a GS Gratin Dish.—No. 331, 9 x 5% em an <= long, 
x e ° 
€sco onny ue Line Piatter—Oval—No 316, 15% x 11% long, $3.30 each. 
New York jobbers have announced . Fiutes Dishese—Oblongq—No. 231, 
prices on the new Nesco Bonny Blue ~~ 6 ne, , 67c.; No. 232, 12% 
line of enameled kitchen ware. This = x 2, * : : 
: : ; . : individ al Bak — (Ramekin) — 
ew is — w+ Hagens = agnsig in Round—Wide Rim. suet 442°, ro. Radio Sales Consistent, 
is market. t 1s white wil a ue x 1%, 13c. 
| ena ne , Custard Cups—Round.—No. 424", Say N. Y. Jobbers 
‘ OZ x c oO OZ - 
JOBBERS’ QUOTATIONS TO RE- x 25%, 17c. Local hardware jobbers handling 
TAILERS, F.O.B. NEW YORK: Individual Deep Pie Dish—Round.— radio equipment report a consistent de- 
“eae hi ; No. 452%, 6 oz., 4% x 156, 17c. , quip Pp 
Nesco Bonny Blue line of kitchen Oo. 0Z., df thi handi Februar 
ware, list prices: Lipped sauce pan, Cake Dish—Square.—No. 809, 9% mand for this mercnandlse. y 
4 qt. size, 95c. each; convex sauce x 18. ete ills O66 6x & Ote sales were good on the average. March 
é rit . ee ‘ h; sé. ’ ° 
Ee k. a soe, a ae ME nny bat Perastater Tene.~ie. 063, Bh sales = — to hold up. Prices 
at, $2.50 each. Mixing bowls, 11 in.; _ S.A =a are unchanged. 
1 each. ater ils, ess, 1 —_ 
qt., $2.25 each. Colanders, 11% in., PYREX is packed in individual car- JOBBERS’ QUOTATIONS TO RE- 
$1.50 each. Convex kettles, 6 qt., $2 ton—except items marked with *, TAILERS, F.O.B. NEW YORK: 
each; & at., $2.25 cach. Deep, round which carry six to a carton. P » 
ish pans, qat., each. Seamless i ivers 
tea kettles, 7 qt., $3.50 each. Coffee — Radio Receive 
Chelsea, 5-tube, R. F., $29.75 net; 


pots, 2 qt., $1.50 each; 3 qt., $1.75 

each. Pudding pans, 4 qt., 75c each. 4 De Chelsea, 6-tube, R. F., $37 net; Chel- 

Chambers, 8% in., $1 each. Water Consistent mand Reported sea, 5- tube wi with built-in- speaker, $75 
net to dea 


pitchers, 2 qt., $1.25 each. . 
Dealer’s discount is 30 and 5 per on Fire Pots, Torches Gilfillan Neutrodyne, GN 1, 5-tube 
cent of these list prices. model, list price $150; dealer’s x 


; ; count, 40 per cent. Same, 
A consistent demand is reported for aaa let eeten, S580; Genieeta @e- 
, ’ torches and fire pots. Prices are un- count, 40 per cent. Same, GN 
Linseed Oil Is Lower changed and stocks are in good condi- 4-tube model, list price, $65; dealer’s 
; N y k M k tion. discount, 40 per cent. 
in ivew 1or arket JOBBERS’ QUOTATIONS TO RE- Loud Speakers 
. , : TAILERS, F.O.B. NEW YORK: 
Linseed oil has been showing a very Dymac, micrometer, volume con- 
gradual decline since Dec. 1. Current Torches a _ - yoo $10.80. 
offerings, f.o.b. New York, are linseed A Mons aiibenteiie. $6. 
oil in less than 5-bbl lot 12 t er Turner Master Line, 43 qt., $5.76 De "7 d aker unit $2 95 
Ib., equivalent in cents on 7% 1b. gal mn eB a7 18 ene Hh Sh o4 — groan 
- “1D. - each; qt., $7. each: 49 qt., ; 
lon being 90 cents. In lots of 5 bbl. or each; 52 pt. (Flat), $6.96 each. aR. onograph ee, Gk 
more, 11.6 : i : is 4.50. 
, cents per lb., the equivalent Turner Standard Line. list price, $4.50 


in cents per 7%-lb. gallon being 87 


cents. Calcutta linseed oil in barrels, Gasoline-Kerosene Radio Phones 








16.1 cents per lb., the equivalent in 9 pt., $5.33 each; 14 pt., $5.76 each; Spartan head phones, $3. 
cents per 7%-lb. gallon being $1.20. 22 qt., $6.53 each; 30 qt., $6.91 each; Dymac, No. E-103, $2 each; No. 
Boiled oil is 4/10 cents extra Ib 38 qt., $5.76 each; 39 qt., 36.05 each; i cee, a 
as SS! per 4b. 92 qt., $6.79 each; 93 qt., $7.42 each; Manhattan head phones, $4. 
Double boiled oil is 5/10 cents extra per 105 pt., $4.88 each; 205 qt., $5.23 each. 
lb., and oil in half barrel lots is 7/10 . Radio Accessories 
ey s Fire Pots 
cents per |b. additional. Tubes, $1.75. 
Turner Line, No. 53, $7.20 each; B c ngar, $13. 
No. 63, $7.97 each; No. 66, $10.18 each; etsee ee om ' 
- No. 76, $7.13 each: No. 34, $8.67 each. xrround clamps, copper, 6c. each. 
Heavy March Business Window had-in strip, 10c. each. 
. E —— 5 anya Frere — sae 
ca condensers 5 an 
xpected on Pyrex 15¢. each; 0.001, 18¢. each; 0.002, 22c. 
, ; : ; n each; 0.006, 36c. each. 
Muteapolites jobbers predict a heavy Fair Demand Continues for Porcelain insulators, 4-in. brown 
sellin month for Pvrex. Februar enamel, 10c. each; same, knob type, 
eeggihconys «4 Sa y Axes, Buck Saws, etc. de. each. 
sales were fair. Prices are firm and ry F 
Pyrex insulators, list price, 45c. 
ov stocks are apparently ade- A fair demand continues for axes, each; dealer's discount, 33% per cent: 
quate. ’acent plugs, c. each; same, auto- 
] a buck saws, one-man saws and two-man matic type, 52c. each. 
TAILERS. F.0.B. NEW vORic: RE- saws. This demand is largely from up- Radio plugs, in carton lots only, 
Rates aes State towns, though the December and 20 plugs to a carton; list price, 65c. 
Saeeereeteene. —No. 621, % at., J b . h . each; dealer’s discount, 40 per cent. 
2%, 60c.; No. 622, 1 at, 6% x anuary Dusiness on these items was Grid Leaks, Megohms, 1%, 2, 3 and 
2%, $1; No. 623, 1% at., 7% x 3, $1.17; very good in city districts. 4 are all 9c. each. 
No. 624, 2 qt., 8% x 3%, a Turnbuckles, 3-in., 6%4c. each; 4-in., 
ate naeerole om TRS, — No. 653, 1% JOBBERS’ QUOTATIONS TO RE- 7%c. each. 
7% x 2%, $1.17. TAILERS, F.O.B. NEW YORK: Blow torches, Midget, 33c. each; 
gh PRS 632, 1 qt., Handy, 50c. each; improved auto- 
8 x 5% x o $1; No. 633, 1% at., Axes matic, $1.10 each, and Spartan, $1.40 
9% x 6% a $1.17; vee 634, 2 at., each. 
10% x 7% x 3%, $1.33 Axes, Long Island pattern, 2% to Battery harness, 70c. each. 
Gassereles — Oval — Shaliow.—No. 3 Ib., $1.69 each; Connecticut pat: Radio antenna outfit, $1.90 each. 
642, 1 qt., 9% x 65% x 2%, $1; No. 643, tern, 2% to 3, Ib., $1.70 each; 3 to 4 Talking tape, 52c. each. 
1% qt., 10% x 7% x 2 h, $1.17: No. lb., $1.75 each, and 4 to 5 Ib., $1.81 Ammeters, 0-35 amps., 50c. each. 
644, 2 qt., 11% x 8% x 21%, $1.33. each. Columbia pattern, 3% to 4% Voltmeters, O-35 volts, 70c. each. 
Pudding Dishes—Round.—No. 021, Ib., $1.80 each: 4 to 5 Ib., $1.85 each, Combination meter, O-50 volts, $1 
% qt., 6 x 2%, 40c.; No. 022, 1 at., and 5% Ib., $1.95 each. Kentucky each. 
6% x _ 2%, 5ic.; No. 023, 1% at., 7% pattern, 3 to 4 Ib., $1.45 each; 4 to 5 Acid-proof battery tray, holds bat- 
x 3, 67c.; No. 024, 2 at., 8% x 3%, 0c. lb., $1.58 each. teries up to 100 amps., 35c. each; 
Pudding Dish—Square. —No. 053, holds battery up to 150 amps., 50c. 
1% qt., 7% x 2%, 67c. each. 
Bread or Loaf Pans—Oblong. —No. Buck Saws Aerial wire, in 100-ft. coils: 14 
213%, 4% x 1%, 17c.; No. 212, 9% Double braced, polished blades, gage, solid copper, 34c. each; 7/22, 
x 5% x 2%, 60c.: No. "214, 10% x 5% length 30 in., with regular tooth blade stranded, plain copper, 45c. each; 
x 3%, $1. and red frame, 88 cents each; with 7/22 stranded, tinned copper, 565c. 
Covered Bakin Reni Piece Champion tooth blade, red frame, 95 each; rubber covered wire, 85c. each. 
Oval.—No. 110. 1 75% x 2%, $1.33. cents; Disston Electric, with regular ? 
Pile Plates—Round. —No. 205%. 4% x tooth thin blade, $1.22 each; and Batteries—A, B and C 
1%, 17¢c.; No. 208, 8% x 1%. 50c.: No. Disston Perfection, regular’ tooth 
209, 9% x 1%, 60c.: No. 210, 10% x clock spring, blue blade, extra thin Franco “A” storage battery, 90 
1%. 67c.; No. 211, 11% x 1%, 73c. back, stained and varnished frame, amps., $9.35 each; 120 amps., $10.65 
Ple Plate — Hexagonal. — No. 200, $1.17 each. each. 
9% x 1%, 67c. Batterits, No. 6, dry cells, ignition 
Biscuit Pan—Oblong. —No. 235, 11% One-Man Saw type, 28c. to 32c. each in standard 
x 55% x 1%, 83c. package. 
Bean Pots—Round.—No. 504, 1 at., Cross cut type, crucible steel, pol- Radio “B"’’ batteries, unit package 
Ps, x 4%, $1.17; No. 506, 2 at., 7% x ished, taper ground, with’ supple- quantities. No. 766, $1.30 each; No. 
5%. $1.67. mentary handle, 3 ft. long, $2.40 764, $1.14 each; No. 767, $2.44 each; 
Ph Dish—Round.—No. 221. 91% x each: same 4 ft. long, $3.20; same No. 772. $2.44 each; No. 770. $3.09 
1%, She. 3% ft. long, $2.80. each; ‘“‘C’’ batteries, No. 771, 39c. 


Reading matter continued on page 80 
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Natienal 


Sold DIRECT 
to the Dealer 





Section showing Storm Proof Rail for National Hangers. No 
brackets are required to install. 





For Balky 
Barn Doors— 


NATIONAL 
No. 77 Flexible 


Storm Proof Hanger 


A sliding-door that does not slide is 
about as useful as a horse that shirks. 
Your farm trade knows this to their 
sorrow. 





The main cause of “‘balky’’ doors is 
the hangers and rail. The elements 
get in their work on these parts and 
cause trouble. 


The National No. 77 was designed 
to overcome this drawback and it 
does so. Snow, rain and ice are 
kept out of the working parts and 
the rail. The hood on the Storm 
Proof keeps out birds as well. 


The Straps connecting the rollers 
are arched and embossed to give 
this part of the hanger great strength 
and rigidity. 


The farmer wants easier working 
barn doors. You will not only 
please him but profit as well by sup- 
plying him with the National No. 77 
Storm Proof. 


The sectional view clearly shows the simple 
working parts. The flexible hingejoint 
allows the door to swing out should any- 
thing bump against it. 


Wheels are equipped with anti-friction roller 
bearings and are out of reach of snow, sleet 
and dirt. They are completely protected by 
the hood of the Improved Storm Proof Rail. 


Connecting-strap and door-straps are made 
of steel 3/16” thick, heavily embossed and 
capable of carrying the heaviest door. 


National Mfg. Co. 


Sterling, Illinois 
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Noticeable Contraction of Business 


in Boston Market the Past Week 


ITH the interest of retail and wholesale dealers centered on the 
annual convention of retail dealers in Boston the past week, 
there was a noticeable contraction in hardware business. 


contraction has always been noted 


sequently it is not out of the ordinary. It was proved quite conclusive- 
ly at the convention that while the retail hardware dealer experienced 
much competition the past year, and that while the trend of doing busi- 


ness cost is steadily mounting, he 


and is in a much better position to face the future than a year ago. 


Sentiment naturally is optimistic. 


that even with its setback, business for February will total larger than 
for the corresponding month last year. 

Opinions as to the future of prices are mixed, with a majority of the 
hardware trade inclined to look for lower rather than higher values. 
The ending of the anthracite coal strike and the likelihood of a material 
reduction in Federal taxes are among the most discussed topics in New 
In connection with the coal strike it is felt that the 
general public has learned to use anthracite substitutes to advantage, 
and many of them will continue on substitutes. 
the strike taught the people to use other things like oil stoves, heaters, 
felting, etc., and that the retail hardware dealer in future years will do 
a larger business in such things than in previous years. 


England today. 


AUTOMOBILES (TOY).—Now is the 
time for the retail dealer to prepare for 
early spring demands for toy automo- 
biles. Children like these toys exceed- 
ingly well, and the field of distribution 
is constantly expanding. 


We quote from Boston 
stocks: 

Automobiles. — Toy, 
each net: Ace, 
Oakland, $12.80; 
$11.75; Jewett, Oldsmobile, 
$15.20: Overland, : Packard 
Six, $28: Stutz, $15; Paige (all steel 
body), $35; fire captain, $8; Hook and 
Ladder, $10.25: Mack truck, $24.50. 


BARBED WIRE.—Total bookings of 
barbed wire so far this season are well 
in excess of those to the corresponding 
date last year, according to jobbers. 


We quote from Boston jobbers’ 
etocks: 

Barbed Wire.—From mill, 4-point, 
Lyman, in car lots, $3.40 per 100 Ib.; 
in less than car lots, $3.65. Two-ply, 
twisted, galvanized, in car lots, $3.40 
per 100 Ib.; in less than car lots, 
$3.65. From. store, galvanized, 4- 
point, 80 rod reels, $4.21 per reel; 
2-ply, twisted, $3.58 per reel. 


BARROWS.—Quite an extensive 
amount of barrow business already has 
been placed with the jobbing trade, but 
the retail trade is by no means covered 
for early 1926 requirements. 


We quote from Boston jobbers’ 
stocks: 

gy rey o- stock, steel 
wheel $5.5 net; No. 5, 
$6. — oho Ne * 5.75; No. 5, 
_ 25. From factory, steel wheel, No. 

$5; No. 5, 7". Wood wheel, No. 
. $5. 25; No. 5, $5.75. Toledo canal 
barrows, $5.40 each net. 


BICYCLES.—The season for bicycles 
is opening encouragingly. Jobbers feel 
assured they will sell more bikes this 
year than last. 


We quote from Boston jobbers’ 
stocks: 


jobbers’ 


Dodge, $4.70 
Hudson, $9; 
$9.50; Nash, 


(Boston office of HARDWARE AGE) 


This 
in convention weeks, however, con- 


passed through a successful period 


The shelf hardware jobbers feel 


It is also felt that 








Bicycles.—Men’s 20-in., $30.50 each 
net; 22-in., $30.50; arched bar, $31.25; 





motor bike type with double bar, 
ow hy — 8, 20-in., $32.75; boys’, 
18-in 


BUILDERS’ HARDWARE.—Although 
building operations are at a minimum 
because of recent heavy snows and cold 








REVISED SCREW PRICES 


As announced last week, base 
prices on screws have been ad- 


vanced 10 to 12% per cent. 
Corrected screw prices f.o.b. 
Boston follow: 

Wood Screws.— Flat head 


iron, 77% and 20 per cent dis- 
count; round head iron, 75 and 
20 per cent discount; oval head 
iron, 75 and 20 per cent dis- 
flat head brass, 75 and 
discount; round 
20 per cent 


count; 
20 per cent 
head brass, 72% and 
discount; oval head brass, 72% 
and 20 per cent discount; flat 
head bronze metal, 70 and 20 
per cent discount; round head 
bronze metal, 674, and 20 per 
cent discount; coal head bronze 
metal, 67% and 20 per cent 
discount. 

Machine Screws, etc.—Ma- 
chine screws, flat and round, 
hex., Nos. 1, 2 and 3, 45 per 
cent discount; No. 4 and larger, 
50 and 10 per cent discount; 
fillister iron, Nos. 2 and 3, 40 
per cent discount; No. 5 and 
larger, 45 per cent discount; 
flat and round head, brass, Nos. 
2 and 3, 40 per cent discount; 
No. 4 and larger, 45 per cent 
discount; fillister brass, Nos. 
4 and larger, 35 per cent 
discount; coach screws, 45 per 
cent discount; set screws. in- 
cluding headless, 70 and 10 per 
cent discount: cap screws, 
square and hexagon, 70 and 10 
per cent discount; lag screws, 
40 per cent discount. 
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weather, the hardware trade is de- 
cidedly optimistic regarding the future. 
Owing to their comparative cheapness, 
a large number of latch sets have been 
sold in this market the past month. 


mma quote from Boston jobbers’ 
stoc 
Lock Sets. —Steel, $6 per doz. net; 


inside sets, $5.50 * doz. ; steel bit 
front door sets, each bronze 
inside sets, $20 ar doz. : bronze bit, 


front door sets, $2.50 each; bronze, 
cylinder front door, $6.50 each. 


CAMP STOVES.—Jobbers report that 
camp stoves have begun to move out 
of stock in goodly quantities. 

We quote from Boston jobbers’ 


stocks: 
Camp eo: i; 2, $8.50 each 


net; No. 9 
CARTS AND WAGONS.—tThe outlook 


‘for carts and wagons is bright. Retail 


dealers, in quite a few instances are 
covered, and others have signified their 
intention of doing so at an early date. 
Public interest in such merchandise is 
just as great as it ever was. 


We quote from Boston jobbers’ 
stocks 

Kiddie Kars.—Special, two in car- 
ton, No. 101, $2.25 each list; No. 102, 
toi NS. 103, $3. 75; No. 104, $4. 50; No. 
10 


Kiddie Koasters.—One to carton, 
re a5 605, $10.50 each list; No. 606, 
11.7 


Kiddie Karts.—Special No. 201, $3 
each list; No. 202, $4: No. 203, $5; 
No. 204, $6; No. 205, 

Pedal Kars.—T wo in ‘ carton, No. 
124, $4.25 each list; No. 125, ‘$5. 25; 
Fe , $5.50; No. 155, $6.50; No. 114, 


Kiddie Skooters.—Two in carton, 

No. 801, $4 each; No. 802, $5; No. 

802B, $6. 
CEMENT WORKING TOOLS.—Before 
the end of another month public de- 
mands for cement working tools should 
show decided signs of activity. Now is 
the time for the retail dealer to take 
account of stock. 


We quote from Boston jobbers’ 
stocks: 

Cement Working Tools.—Edgers, 
Lady to $1.50 each net; Jointers, 72c. 
to $1.80; angles, 90c. to $1.20; curvers, 
$1.50; gutter tools, $1.20; pointers, 
$3°%8 beaders, 72c.; brick jointers, 


CULTIVATORS.—Most of the retail 
trade cleaned up last season on cul- 
tivators, but jobbers did not do par- 
ticularly well. The jobbers this year, 
however, expect a material improve- 
ment in sales. In fact, they say book- 
ings to date are in excess of those to 
the corresponding date last year. 
We quote from Boston jobbers’ 


stocks: 
Cultivators. — Three-prong, $6.72 
per doz. net; five-prong, $9.60. 


GALVANIZED WARE.—Garbage 
cans, just now, are the most active 
item in the galvanized ware department 
of the hardware market. Most of the 
cans purchased now will be delivered 
a little later in the year. 


We quote from Boston jobbers’ 
stocks: 

Pails.—Galvanized, 12-qt., $5.10 per 
doz. net; 14-qt., 40 lb. to the dozen, 
oo .67; 14-at., 50 Ib. to the dozen, 
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This is the “FOUNTAIN” Jobber List for 


HARDWARE AGE 





1926 


It shows those jobbers who are anxious to 
supply your season’s stock of Genuine Original 
Fountain Lawn Sprinklers 





If your jobber is not on the list, order from 
the nearest one who has shown his apprecia- 
tion of guality by preparing to serve you with 


dependable merchandise. 





Note: 


“Original”? Fountain and the “Half-F ountain” are now packed 


exclusively in attractively colored display cartons. 


ARKANSAS— 
LITTLE ROCK, 
Bracy Bros. Hdwe. Co. 


CALIFORNIA— 

LONG BEACH, 
American Who. Hdwe. Co. 

LOS ANGELES, 
Simmons Hardware Co. 

SAN FRANCISCO, 
Baker, Hamilton & Pacifie Co. 
Dohrmann Commercial Co. 
Simmons Hardware Co. 


CONNECTICUT— 
NEW HAVEN, 
Simmons Hardware (Co. 


DISTRICT OF COLUMBIA— 
WASHINGTON, 
F. P. May Hdwe. Co. 


FLORIDA— 
TAMPA, 

Knight & Wall Co. 
Tampa Hdwe. Co. 
WEST PALM BEACH, 

Palm Beach Merct. Co. 
GEORGIA— 
ATLANTA, 
Simmons Hardware Co. 
AUGUSTA, 
Bowen Bros. Hdwe. (Co. 


IDAHO— 
BOISE, 
Northrop Hdwe. Co. 


ILLINOIS— 
CHICAGO, 
Gardner Wire Co. 
L. Gould & Co. 
Hibbard, Spencer, re Co. 
Marshali Field & ¢ 
} reer sy om Bros. Co. 
States Rubber & Supply Co. 
DECATUR, ~~ 
Morehouse & Wells Co. 


INDIANA— 
FT. WAYNE, 
Cc. C. Schlatter & Co. 
RICHMOND, 
Miller Bros. Hdwe. Co. 


I0owa— 

BURLINGTON, 

Drake Hdwe. Co. 
CEDAR RAPIDS, 

Harper - McIntire Co. 
DES MOINES, 

Luthe Hdwe. Co. 
wares = 


Weber Co. 
FORT DODGE, 
Prusia Hdwe. Co. 
SIOUX . $ 
Simmons Hardware Co, 
WATERLOO, 
Cutler Hdwe. 





KANSAS— 
y's HISON, 
J. Harwi Hdwe. Co. 
HU TC HIINSON, 
Frank Colladay Hdwe. Co. 
WICHITA, 
Simmons Hardware Co, 
KENTUCK Y— 
LEXINGTON, 
Van Deren Hdwe. Co. 
LOUISVILLE, 


Belknap Hdwe. & Mfg. Co. 


Peaslee-Gaulbert Co. 
LOUISIANA— 
MONROE, 
Monroe Hdwe. Co. 
NEW ORLEANS, 
A. Baldwin Co. 
SHREVEPORT, 
Buckelew Hdwe. Co. 
Friend Hdwe. Co. 
Thos. Oglivie Hdwe. Co. 
MARYLAND— 
CUMBERLAND, 
Wilson & Pugh Co. 
MASSACHUSETTS— 
BOSTON, 
Barnum & Stone 
Bigelow & Dowse Co. 
Decatur & Hopkins Co. 
Prescott & Co. 
Simmons Hardware Co. 
MICHIGAN— 
DETROIT, 
io Sons Co. 
H. D. Edwards & Co. 
ade 9 -Murphy Hdwe. Co. 
C. Wetherbee & Co. 
GRAND RAPIDS, 
Michigan Hdwe. Co. 
H. Leonard & Sons 
Morley-Murphy Hdwe. Co. 
KALAMAZOO, 


Edwards & Chamberlain Co. 


SAGINAW, 
Morley Bros. 
MINNESOTA— 
MINNEAPOLIS, 
Butler Brothers 
W. 8S. Nott Co. 
Plant Company 
Simmons Hardware Co. 
ST. PAUL, 
Farwell, Ozmun, Kirk Co. 
Hackett-Gates- -Hurty Co. 
G. Sommers Co 
MISSOURI— 
KANSAS CITY, 
Harbison Mfg. Co. 
Richards & Conover 
ee Hardware Co. 
ST. JOSE 
Wyeth Have. & Mfg. Co. 
T. LOUIS, 
Butler Brothers 


Geller, Ward & Hasner Co. 
Simmons Hardware Co. 


MISSOURI— 
SPRINGFIELD, 
MecGregor-Noe Hdwe. Co. 
MONTANA— 
HELENA, 
Helena Hdwe. Co. 
NEBRASKA— 
OMATIA, 
John Day Rubber & Sup. Co. 
Lee-Kountz Hdwe. Co. 
Paxton & Gallagher Co. 
Wright & Wilhelmy Co. 
NEW JERSEY— 
NEWARK, 
John Giesinger 
Muller & Steitel 
Phoenix Hdwe. Co. 
NEW YORK— 
ALBANY, 
Albany Hdwe. & Iron Co. 
BUFFALO, 


‘ 


Buffalo Wholesale Hdwe. Co. 


Weed & Company 
ITHACA, 

Treman-King & Co. 
NEW YORK, 

Cc. H. & E. S. Goldberg 

Rothbaum & Leinwand 

Sickels-Loder Co. 

Underhill, Clinch & Co. 
ROCHESTER 


Matthews & Boucher 
SYRACUSE, 

Burhans & Black 
TROY 

J. M. Warren & Co. 

OoOHIO— 

CANTON, 

Canton Hardware Co. 
CINCINNATI, 

Kruse Hdwe. Co. 
CLEVELAN 


ND, 

The George Worthington Co. 

Ohio Rubber & Textile Co. 
COLUMBUS, 

Columbus Mdse. Cv. 

Smith Bros. Udwe. Co. 
FINDLAY, 

H. Flater Co. 
TOLEDO, 

Bostwick-Braun Co. 

The Merrell Company 

Simmons Hardware Co. 

Toledo Rubber Co. 

Union Supply Co. 


OKLAHOMA— 
MUSKOGEE, 
Benton County Hdwe. Co. 
OKLAHOMA CITY, 
Ww. J. Pettee & Co. 
Richards & Conover Co. 
TULSA, ; 
Gates-Nichols Hdwe. Co. 








OREGON— 
PORTLAND, 
(;oodyear Rubber Co. 
Simmons Hardware Co. 
PENNSYLVANIA— 
ALLENTOWN, 
F. Hersch Hdwe. Co. 
PHILADELPHIA, 
Richard Levick’s Sons 
New York Belt. & Pkg. Co. 
Shields & Brother 
Simmons Hardware Co. 
Tillinghast Rubber Co. 
PITTSBURGH, 
American Hdwe. & Sup. Ce. 
Hukill-Hunter Co. 
Logan-Gregg Hdwe. Co. 
Joseph Woodwell Co. 
RHODE ISLAND— 
PROVIDENCE, 
Belcher & Loomis Hdwe. Co. 
Hope Rubber Co. 
TEXAS— 
DALLAS, 
Butler Brothers 
Cullem & Borem 
Huey & Philp Ildwe. Co. 
HOUSTON, 
Archer-Stuart Hdwe. ©». 
SAN ANTONIO, 
Sam Speir Hdwe. Co. 
STAMFORD, 
— k-Hughes Co. 
WAC 
Herckek Hidwe. Co. 
McLendon Hdwe. Co. 
WICHITA FALLS, 
Penick-Hughes Co. 
Western Hardware Co. 
UTAH— 
SALT LAKE CITY, 
Salt Lake Hdwe. Co. 
VIRGINIA— 
PETERSBURG, 
Chas. Leonard Hdwe. (o. 
WASHINGTON— 
SEATTLBE, 
Seattle Hdwe. Co. 
WEST VIRGINIA— 
WHEELING, 
Ott-Heiskell Hdwe. Co, 


WISCONSIN— 
GREEN BAY, 
Morley-Murphy Hdwe. Co. 
MILWAUKEE, 
Frankfurth Hdwe. Co. 
R. N. Jacobi Mfg. Co. 
Jno. Pritzlaff Hdwe. Co. 
CANADA— 
CALGARY, 
Hudson’s Bay Company 
TORONTO, 
H. S. Howland & Sons Co. 





The Armstrong Manufacturing Co., 


Huntington, W. Va. 
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Tubs.—Wash No. re $15.44 per than car lots, 35 per cent discount. retail hardware dealer to do a good 
doz. net; No. 300, wot Poultry Netting.—Galvanized after bbish b busi hi < 
Ash Cans.—No. 0180, $2.25 each weaving, from store, 50 per cent dis- rubvvis urner business this spring. 
net; No. 190, $4; No. 171, $3.50; No. count; direct factory shipments, 50 We quote from Boston jobbers’ 
181, $3.88. and 15 per cent discount, f.o.b. stocks: 
* itary its * $3.68 ; on $6; Worcester, Mass. Rubbish Burners.—Cyclone, No. 2 
uccess, W cover, a . ane ' . 
$7.25; Triumph Rotary, in crates of PYREX WARE.—In addition to the a tm re eo h 
two, $3.58 , -- er e, No. 4 satisfactory business already booked by “ Tos’ ae tj - os . ne <r 
$1.05 each net; No. 2, $1.44: No. 1 jobbers, the buying momentum appears | #2¢ More interest in roller skates, Du 
| ae Underground, No.2, $10.50° to be gathering headway. Indications | the buying movement really has not 
NO. 3S, assumed normal proportions. Another 


are for one of the best seasons ever 
GARDEN TOOLS.—The number of re- experienced by jobbers of pyrex ware. 


tail dealers who have placed their 


month should see a big improvement 


We quote from Boston jobbers’ in business, say jobbers. 


a yee for garden tools is far in excess stocks: We quote from Boston jobbers’ 

of that noted a month ago. Some Casseroles. — Without handles Stocks: 

. ‘ a an af : 7 4 ice Skates.—Men’s lever, bright, 
jobbers are of the opinion that the Rit. a: ba at ee 90c. per pair net; nickel, $1.20; key, 
peak in buying already has passed. shallow, 1-qt., $1; 1%-at., $1.17. bright, 90c.; nickel, $1.25 to $3.20. 

We quote from Boston jobbers’ Round, cover, 1-qt., $1; 1%%-qt., $1.17; Mockey, key, rood $1.35 Pa _ ee! 

renien: 2-qt., $1.33. Oval, 1-qt., $1; 1%-at., Screw to ee 1% a ae ar a 

: Garden Tools.—Trowels, 6-in., gar- $1.17; 2-qt., $1.33. Oval, shallow, tery +11 ate = % teel. $2 _ 
den, $1.32 per doz. net; florists’, $2.25; ES aa Opel hm a sae 270, ‘Ladies’, bright, $1.10; lever 
transplanting, $1.50 and $2.50. ‘Forks, With semaine i- — $1. ms 1-at., aad Th i $1.50; ‘her, 
No. 300, $3.50; No. 40, $1.75. Sets Lr 1.20; ni ., ol.du to $3.60 

pond Wn . Re : ‘ Baking Dishes.—-Round, double ‘bike, FP Cavs, 91.00 to 99.00. 

gr cOr No. 1208S) No ass, ry oy compartment, $1 each net; with nar tor Outfits. yg » 2s fg 
= "ene Bee . E cover, $1. “ae 
$4.32. ee = $12. 80. Rakes, Pudding Dish.—Round 4 -qt., 40c. men Ss, $o; ladies 9 $5. Hawco, Inen Ss, 

, ’ , ’ each net; 1- -qt., 57c¢.; 1%-at., 67c.; ae $5.’ Na on $4.50 $4; ladies’, «vv. 
LA Ww N ACCESSORIES.—Sales of 2-at., 80c. Square, 1%-at.,,83c. — "strane, —Bidek or. russet, tongue 
lawn mowers, garden hose and some Round, shallow, 1-qt., 57c.; 1%-at., buckle, poi. $1.25 eet See. ee 
of the other lawn accessories have been We i eee. ite $2. 40; 30-in., a 
quite satisfactory, according to whole- each net; medium, 60c.; large, $1. » Roller Skates. — Children’ . mene 
. » wie if eei an oe, Cc & pair net, st ap 
sale houses here. gO eee SOUEE, GaaNeW, Sve. heel and clamp, _— Boys’ or girls’ 

We quote from Boston jobbers Ramekins.—Wide rim, 4-oz., 13c. strap heel, toe and clamp, oe. Chil- 

; stocks: each net; French pattern, 4-oz., 13c.; wives! s ball bearing, ay 00. Boys’ ball 

Lawn Mowers.—Colonial, 16-in., 6-oz., 17c. vearing, $1.50. Girls’ ball bearing, 

$8.25 each net; 18-in., $8.63. New- NY $1.50. Boys’ nickel plated, truss ex- 
port, 16-in., $7.75; 18-in., $8.13. Im- ROOFING MATERIALS.—After all of tension, $2.50; girls’, $2.50. 

$16; 0-In,, $17. Competitive make s, the snow and high wind experienced| SPRAYS AND SPRAYERS.—Book- 
14-in., $5.50; 16-in., $5.7 this winter, there unquestionably will | ings by jobbers for sprays and spray- 

Lawn Trimmers.—lopular makes, | be g big public demand for all kinds | ers are ahead of last year. The aver- 


$15 each list. Discount, 50 per cent. ‘ 
Factory Shipment.—On direct fac- of roofing material. 


tory shipments up to 30c. freight on 
ten or more machines is allowed. We quote from Boston jobbers’ 


age retail dealer is buying larger quan- 
tities than he did a year back. 





Lawn Roller.—Water weighted, 18- stocks: We quote from Boston jobbers’ 
in. diameter x 24 in. long, $13.34 each Sheathing Paper.—Jap, $65 a ton stocks: 

net; 24-in. diameter x 24 in. long, net; Neponset black building paper, Arsenate of Lead.—Swift’s, in paste 
$15.34. in 250-ft. rolls, $1.39 per roll net; in form, in case lots, 1-lb. cans, 21%c. 
Sprinklers.—Lawn, fountain, $6 per 500-ft. rolls, $2.78; tarred felt, Jap, per Ib. net; 5-lb. cans, 18%c. 10-Ib. 
doz. net; fountain, half circle, $5.50. $70 a ton; double thread duck, mag- cans, 16%4c.; 25-lb. cans, 14%4c.; 50-Ib. 
Rain King, $2.34 each net. nolia, 12-02Z., 29-in., 40c. per yd. cans, 13%4c.; 100-lb. cans, 12%c. in 
Lawn Rakes.—Wood,  three-buw, Stormtite.—Liquid, black, in | bar- dry form, in 1-lb. bags, 23c. per Ib.; 
$8.75 per doz. net; steel, $9. Two- rels, $1 per gal.; in half barrels, $1.07; in 4-lb. bags, 20c.; in 10-lb. bags, 

bow wood, $6.90; steel $7.15. Hand- in 15-gal. containers, $1.20; in 10-gal. 20c.; in 100-lb. bags, 20c. 
made rakes, three steel bows, 28 lots, $1.20; in 5-gal. lots, $1.27; in Pyrox.—In case lots, 1-lb. jars, 24 
teeth, $10 per doz, net. one-gal. lots, $1.34. Maroon, in 10- to the case, $7.80 per case; in 5-lb. 
Hose.—%-in. stock: Commercial, gal. lots, $1.54 a gal.; in 5-gal. lots, crocks, 12 to the crate, $15; 10-Ib. 
8%c. per ft.; Pointer, 7%c.; Leader, a in one-gal. lots, $1.67. Green, crocks, 6 to the crate, $13.50; 25-Ib. 
9c.; Vickson, 10c.; Olympia, 10%c.; in 10-gal. lots, $2.20 per gal.; in 5- containers, 4 to the crate, $20.50; 
Good Luck, 10%c.; Bull Dog, 14c.: gal. lots, $2.27; in one-gal. lots, $2.34. 50-Ib. kegs, $8.75; 100-Ib. kegs, $14.10. 
Milo, 12¢c.; Vigelent, 10%c. Roof Cement.—Plastic, black, 100- Dry Lime Sulphur. —In 1-lb. pack- 
POULTRY SUPPLIES.—Additional pe we ig. o 5 sl 10-18, a7 34: per ib.; in 10-lb. packages, 16c.; in 

ql ° t- 

orders for poultry supplies were placed 5-Ib., $18: one-Ib., $20. Red and 25-1b, arums, ye — son 
in this market the past week, despite Breen, b-Ib., $24.67; one-Ib., $26.67. Fungi-Bordo.—Dry Bordeaux mix- 
: : —an one- e , ture, in 1-lb. packages, 24c. net; in 
the general quietness of business. in 5-gal. containers, 94c. per gal. 4-Ib, a Mg oo? Ib. ; in’ lb. 


Brooders and incubators engage the ackages, 1914c.; in 25-lb. packages, 


bulk of the average retailer’s attention. | 0.4 New England towns, particularly 100-\b. packages, 14c 














asta t00te ftom Boston Jovbers’ | those in Massachusetts, are stringent | nce" eitng iif" odistods ss 
ae eee eat Semtmenanet: |megneding lewd ond etic Goes.) someverd, operons Do 
discount: from factory, in td lots, There is an opportunity in almost every $3. 50: fog a 34°50: packet 
35 and 5 per cent discount; in less | Massachusetts town, at least, for the sprayers, $3. 
I . Thursday afternoon’s session was opened by Dr 
Illinois Convention Report Alfred P. Haake, Director of Research, The Simmons 
(Continued from page 56) Co., New York City, who discussed the glorified 
was filled to capacity, and everyone reported a most peddler and urged the dealers to get the home folks 
enjoyable time. to believe that a dollar is better spent with the dealer 
On Thursday morning the session was opened by and will get more value than a dollar spent with the 
P. M. Mulliken of Elgin, Ill., (assistant secretary), peddler. 
who gave a very interesting talk on sales and profits, Too much credit cannot be given L. D. Nish for the 
and at each chair was a pamphlet upon which his splendid way in which the Convention was handled. 
speech was based. Following him was C. J. Prentiss There were six hundred and sixty members regis- 
of the Van Camp Hdwe. & Iron Co., Indianapolis, Ind., tered, and about one hundred and thirty exhibitors. 
who entered into a very interesting discussion cover- The new addition to the Hotel Sherman made it possi- 
ing the small order problem. He was follwed by C. ble for all of the exhibitors to be taken care of, and 
G. Gilbert of Oregon, IIl., who took the negative side the consensus of opinion was that this was the best 
of the question. hardware Convention ever held in Chicago. 


Reading matter continued on page 84 
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Reed & Rail Birds 


2 2 a 
BALLISTITE (Dense) SMOKELESS | 
if BALLISTITE ( dense) Powder 1s desired order by grains, 
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” 5%" equivalent to 28 2'A equivalent to “20 
3% . by : . 19 
DEALER is seldom found anywhere in this country who 
doesn’t carry shells loaded with du Pont powders. Why? Be- 
cause a great majority of shooters know du Pont and want du Pont. 
The dealer makes his profit on the shells that he sells, and he knows 
from experience that du Pont loads are the easier sellers. 
Ask any du Pont user why he shoots du Pont powders. He’ll tell 
you du Pont powders are uniform in quality, and give him greater 
velocity, better pattern and lower breech pressure. 


When ordering your heavy loads—for Pont (bulk) and Ballistite (dense). 
hunting duck, geese, brant,turkey and Remember that Du Pont Oval comes 
grouse—be sure to tell your jobber’s only in heavy shotgun loads. 
salesman you want shells loaded with You will make a greater net profit on 
Du Pont Oval—the greatest forward your shell business if you confine your 
step in powder manufacture in over stocks to the loads suggested in the 
a generation. For medium and light Du Pont Standard Load Chart—loads 
loads, specify the old standbys, Du that answer every shotgun need. 


E. I. DU PONT DE NEMOURS & COMPANY, INC. 
Sporting Powder Division 


WILMINGTON DELAWARE 








2% 22 13% 
* In 12-Gauge loads only use No.2? Shot 


SPECIFY POWDERS 
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HARDWARE AGE 


March 4, 1926 


Demand Increasing in Cleveland 
—Retailers’ Stocks Low 


ARDWARE business 


is fair 


(Cleveland office of HARDWARE AGE) 


in this district, the February 


volume being about the same as that in January. Some of 
the spring lines of merchandise are beginning to show a little 


more life. 


Lawn rollers and grass hooks and shears have become active. 
Sales of poultry supplies continue 


orders for steel goods are fair. 


Jobbers have been doing a big business in pruning shears. 


Spring 


heavy. Refrigerator sales are fair, but a good deal of business is yet 
to be placed, as many retailers have not yet placed orders for spring 


stocks. 


The demand for builders’ hardware generally is good. Accord- 


ing to the present outlook, there will be an increase in the construction 
of large office buildings and apartments in Cleveland this year, but 


a falling off in the construction of residences. 


Jobbers have com- 


menced to take orders for robes and blankets for fall delivery. Stoves 


are in light demand. 
is fair. 


The volume of business in staple merchandise 


Retailers are not stocking up heavily, as they feel that they can 
get merchandise when needed and that prices will not be higher. 
Generally the market is firm. Price changes are very few and only 


on minor items. 


AUTOMOBILE TIRES AND ACCES- 
SORIES.—tTire business has been slow 
since the recent price reduction. The 
further decline in crude rubber sug- 
gests the possibility of further price 
reductions and retailers are not stock- 


ing up. 

We quote from jobbers’ stocks, 
f.o.b. Cleveland: Millers Falls, No. 
145 jacks, $4.75; Reliable jacks, No. 
1, $2.33; No. 2, $3.33 in lots of 12; 
Derf spark plugs, 96c. each for all 
sizes in lots of less than 50; Cham- 
pion X spark plugs, 45c. each for less 
than 100 and 41ic. each for over 100; 
Champion regular, 53c. each for less 
than 100, all sizes; 50c. each for —_ 
100; Reliable jacks, No. 00, $1; No. 1, 
$1. 25: Nos. 2 and 3, $1.75. 


AXES.—These continue to move slow- 
ly. Prices are unchanged. 


Jobbers quote f.o.b. Cleveland: 

First grade, single bitted rustless 
black finished, handled axes, $19.50 
base per doz.; unhandled, $15.50 
doz.; double bitted, handled $24. 

er doz. : double bitted, My 
20 per doz.: 60c. increase for dozen 
lots weighing 42 to 48 lb. and similar 
advance for each 6 Ib. additional 
weight increase. 


BATTERI The demand for these 
has slowed down somewhat. Prices 
are holding at recent advances. 


Jobbers quote f.o.b. Cleveland: 

No. 766 B batteries, $1.30 each for 
a ay packages and $1.40 for small 
° 


Eveready B batteries, No. 486 
$3.58 each for unit packages and $3. 85 
each for smaller 
No. 6 ignition type dry cell bat- 
teries, 32c. each. 
BINDER TWIN E.—Jobbers have 
booked considerable business in binder 
twine, but sales are not heavy at pres- 
ent and the market is expected to be 
rather slow until close to harvest time. 


Cleveland jobbers quote first grade 
binder twine at $6.98 er bale, 50-Ib. 






gross f.o.b. Cleveland and $6.87% 
f.o.b. Chicago or Auburn, N. Y. 
BOLTS AND NUTS.—The demand 


continues quite active and prices are 














Jobbers quote f.o.b. Cleveland: 
Large machine bolts, cut threads, 
50 and 10 per cent off list; small 
rolled threads, 60 and 5 per cent off 
list; carriage bolts, large and small 
cut threads, 45 and 5 per cent off 
list; stove bolts, 75 and 10 per cent 
off list; hot pressed nuts, $3.90 off 
list; small rivets, 65 and 6 per cent 
off list. 
CLIPPING AND SHEARING MA- 
CHINES.—A very active demand has 
sprung up for these for early shipment 
and jobbers are getting a good volume 
of orders for parts. 


Cleveland jobbers quote Stewart 
clipping and shearing machines at 30 
per cent off list. 


CORRUGATED ROOFING.—Sales are 
light, as the spring demand has not 


started. 
Cleveland jobbers quote for the 
first quarter delivery No. -gfage 
corrugated roofing at $4.34 per 


square, f.o.b. Pittsburgh. 
EAVES TROUGH AND CONDUCTOR 
PIPE.—These items are not showing 
much life at present. 
Cleveland jobbers quote eaves 


trough and conductor pipe at 77 per 
cent off list in crate lots delivered. 


GAME TRAPS.—Since the _ recent 
establishment of last year’s prices for 
next season, jobbers have taken some 
business for next fall delivery. 


Jobbers quote f.o.b. Cleveland: 


Victor game traps. No. 0, $1.10 og 
we A or fox: No. 1%, 


doz.; No. 1, 

$2. 44 per doz.; r doz.; 
Oneida jump ‘rapa, ut ry 1.69 per 
doz.; No. 1, $1.83 r doz.: No. 
$2.83 per doz.: No. , $4.38 per doz. 


GARDEN HOSE.-Early sales were 
rather heavy and not many orders are 
being taken at present. - Jobbers do not 
look for lower prices as present prices 
were established last September when 
crude rubber was lower than it is at 
present. 

GLASS BAKING WARE.—This con- 
tinues in fair demand. 


Jobbers quote f.o.b. Cleveland: 
Casseroles, round or oval, 1-qat., 
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$1.17; 2-qt., $1.33; 2%-qt., $1.66; 
square, $1.50; casserole with fancy 
covers, 35c. higher. 
Pie Plates, 8-in., 50c.; 9-in., 60c.; 
10-in., 67c. 
arene Pans, No. 212, 60c.; No. 214, 
Utility Dishes, No. 231, 67c.; No. 


232, $1.17 
Tea Pots, 2 cups, $1.67; 4 cups, $2; 
6 cups, $2.33. 
HANDLES.—tThese are in steady but 
not heavy demand. Prices are firm. 


Jobbers quote f.o.b. Cleveland: 

Axe Handles.—No. 1 hickory, $4.25 
per doz.; No. 2, $2.90 per doz.; finest 
selected white hickory, $6 per doz.; 
special white second growth hickory. 
$5 per doz. 

Hatchet and Hammer Handles.— 
No. 7, 90c. per doz.; finest growth 
hickory, $1.50. 

Hay Fork Handles. — Straight, 
chucked and bored, XX, 4% ft., 5 
per doz.; 5 ft., $4.50 per doz.; bent, 
hi et... $4. 15 per oes > i $5. 10 per 
doz.; x bent, 4% f ” $2.90 per doz.; 
5 ft.. $3.20 per gg 


Manure Fork Handles.—Bent, XX, 
4 ft., $3.90 per doz.; 4% ft., $4.25 per 
doz.; X, bent, 4 ft., $2.80 per doz.; 
4% ft., $2. 90 per doz. 

Garden Hoe sae ager —XX, 4% ft. 
_ .30 per doz.; . 1, 4% ft., $1. 50 per 
OZ. 


Garden Rake Handles.—XxX, 6 ft., 
$6.25 doz.: No. 1, $2.65 per doz. 
Shovel Handles. — Regular pattern 
XX, 4% ft., $5.90 per doz.; X, 4% ft., 
, mg per doz.; D handle, $5.60 per 


OZ. 
Spade Handles.—X grade, $5.40 per 
OZ. 


INCUBATORS AND BROODERS.— 
Sales are fair, although not as heavy 
as they have been some years. 


Cleveland jobbers quote incubators 
and brooders at 30 per cent off list 
for warehouse shipment and 35 per 
cent off list for factory shipment, 


LAWN ROLLERS.—These have be- 
come an active item for early shipment. 


Cleveland jobbers quote Dunham 
water sey ag rollers No. , f 
5, $13.85 


each; No. $11.15 each; No. § 
et No. *, $16 each; No. 9, $18.10 
eac 


MACHINE SCREWS.—tThese are mov- 


ing in fair volume and the market is 


firm. 


Cleveland jobbets quote machine 
screws at 80 per céfit off list for iron 
and 75 per cent off list for brass 
screws. 


NAILS AND WIRE.—While the de- 
mand is not heavy, orders are holding 
up fairly well. Prices are firm. 


Jobbers quote nails at $2.75 per 
~ for car lots and mill shipment 
= <a $2.90 per keg for less than car 


Jobbers quote 
stocks: 

Nalis.—Less than car lots, $3 per 
keg; No. 9 galvanized wire, $3. 45 per 
100 Ib.; No. 9 annealed wire $3 per 
100 Ib.; cement coated nails, $2. 40 per 
100 Ib.; pottshed fence staples, $3,70 
er 100 1b.; galvanized fence staples, 
3.95 per 100 Ib.; miscellaneous nails 
and wire brads, 70 and 10 per cent off 


list. 
Barbed Wire. — 80-rod spools, Ly- 


as follews from 





man, 4 point cattle wire, $3.25: same 
nee wire, os 50; erican special hog 
wire, 


PAINTS “a OILS.—The turpentine 
market is weak and the price has de- 
clined 10 cents per gal. Linseed oil is 
slightly lower. Paints and painters’ 


See 
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supplies are moving fairly well for | 


spring shipment. 

Mixed paints, regular shades, best 
grade, $3.10 per gal. for 1 gal. cans. 
Outside white, $3.30 per gal., in 1 gal. 
cans. 

Turpentine in bbls., $1.15; less than 
bbl., $1.30 per gal. 

Linseed oil in bblis., $1.03; less than 


bbl., $1.18. Boiled, 3c. extra per gal. 
White lead, in 100-lb. kegs, 15%c. 
per lb.; in 50 and 25-lb. kegs; 15%¢c. 
per Ib.; in 12%-lb. Kegs, 15%c. per 
ib.: in 500-Ib. lots, 10 per cent dis- 


count; other prices are net. 


POULTRY NETTING AND WIRE 
CLOTH.—Sales are light as most of the 
retailers have placed their spring or- 
ders. 

Cleveland jobbers quote poultry 
netting at 50 and 7% per cent off list; 
gaivanized before weaving, 50 and 10 
and 7% per cent off list; wire cloth, 
black, $1.85 per 100 sq. ft.; galva- 
nized, $2.05 to $2.10 per 100 sq. ft. 


POULTRY 
stocking up with the expectation of 
good spring business and jobbers’ sales 
are fairly heavy. 

Cleveland jobbers quote as follows: 
Thermic fountains, 2 gal., $18.75 per 
doz.; 3 gal., $24 per doz.; 5 gal., 
$25.50; Feed troughs, Delphos, No. 12, 
$1.60 per doz.; No. 18, $2 per doz.; 
No. 24, $2.50 per doz. Delphos cylin- 

drical feed troughs, $8 per doz. All 
Round drinking fountains, $4.40 per 
doz.; Mason jar fountains, Star type 
without jar, 80c. per doz.; 1 qt., bot- 
tom fill, $2.50 per doz.; 2 qt., $3.15 
per doz.; 4 qt., $3.75 per doz. Leg 
bands, American size, $3.10 per thou- 
sand: Mediterranean, $2.85 per thou- 
sand; aluminum leg bands, $3 per 
thousand. 


RADIATOR VALVES.—A price reduc- 


SUPPLIES.—Retailers are | 
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tion of 2% per cent has been made 


on radiator valves. 
Jobbers quote radiator valves f.o.b. 
Cleveland, 80 and 5 per cent off list. 


ROBES AND BLANKETS.—Jobbers 
have commenced to take orders for 
robes and blankets for fall delivery. 
Stable blankets are slightly higher be- 
cause of the advance in burlap. Prices 
on square blankets and automobile 
robes are about the same as last year. 


ROLLER SKATES.—tThese are still a 
fairly active item for spring delivery. 
We quote from jobbers’ stocks, 

f.o.b. Cleveland: 

Union skates, No. 4 and 5, $1.42 
per pair; No. 6, $1.55 per pair; No. 3, 
ball bearing, 85c. per pair. 

ROPE.—Sales for spring have been 
good and there is still a fair demand. 
Prices are firm. 

Cleveland jobbers quote best grade 
of manila rope at 26%c. per Ib. for 
factory shipment and 27c. per Ib. for 
stock shipment. Sisal rope 18c. per 
ib. factory and 18'%c. for shipment 
from stock. 

SLEDS.—Quite a few orders for fall 
shipment are being booked. 

Cleveland jobbers quote _ sleds as 
follows: Flexible Flyers, 33% per cent 
off list f.o.b. Cleveland, and 35 per 
cent off list f.o.b. factory. Lightning 
Guider, 32-in., $12.50 per doz.; 34-in., 
$14.25 per doz.; 36-in., $16.35 per 
doz.; 40-in., $18.40 per doz.; 45-in., 
22.25 per doz.; 58-in., $26.15 per doz. 

STEEL SHEETS.—Leading manufac- 
turers have stiffened up on prices and 
several mills have established present 


regular quotations for the second 








quarter. 
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We quote from jobbers’ stocks, 
f.o.b. Cleveland: 
Galvanized sheets, 28 gage, $5.10 


per 100 Ib. 


STOVE ACCESSORIES.—Stove pipe 
and elbows are moving in fair volume 
for fall shipment. 


Jobbers quote f.o.b. factory: Stove 
pipe in crates of 25 lengths, Security 


blued 28 gage 3-in., $2.85; 4-in., $3; 
5-in., $3.46; 7-in., $4.05. 


Elbows, Security blued, corrugated, 
28 gage, 3 in., $1.02; 4 in., $1.14; 5 
in., $1.25; 6 in., $1.38; 7 in., $1.88; all 


per dozen. 

Stove boards in full box lots, paper 
lined, square, 26 in., $7.35 per doz.; 
28 in., $8.30; 30 in., $9.70; 32 in., 
$11.45; same, wood lined, 24 in., 
$11.20 per doz.; 26 in., $13.25; 28 in., 
$15.50; 30 in., $18, and 33 in., $21.30; 
oblong, wood lined, 18 x 24 in., $9.95 
per doz.; 18 x 30 in., $12.50; 20 x 30 
in., $15.10; 24 x 26 in., $16.65; oblong 
paper lined, 18 x 24 in., $6.45; 18 x 30 


in., $8; 20 x 30 in., $9.45; 24 x 36 in., 
$10.10. 

Coal hods, galvanized, 17-in., 
$4.75 per doz., for open models; 18-in., 
$5.30 per doz.; 17-in., closed with fun- 
nel, $6 per doz. 


SNOW SHOVELS.—Jobbers are book- 
ing a satisfactory volume of orders for 
these for fall shipment. 


We quote, f.o.b. Cleveland, 
galvanized double handle Owosso 
snow shovels, $17.50 per doz.; No. 
36 double handled wood shovel, $13 
per doz.; No. 34 galvanized single 
handled, $10.50 per doz.; No. 33 single 
handled galvanized, $10 per doz. 


TUBES.—A price reduction has been 
made on two types of radio tubes. No. 
301A is now listed at $2, and No. 199 
at $2.25. Both were previously listed 
at $2.50. 


No. 35 








A Foreign Display That Sold Guns and Ammunition 


American merchants in 
this country will find 
inspiration in this 
clever display of guns 
and ammunition used 
with much success by 
Luis L. Aguire & Co., 
Havana, Cuba. 
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SARGENT HARDWARE 
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No. 5206—All-steel Block Plane, 6 
inches, 154-inch cutter 


No. 708—Auto-Set Smooth Plane, 8 
inches, 1%-inch cutter 

No. 217—Block Plane, 7% inches, 
15-inch cutter 

No. 409— Smooth Plane, 9 inches, 
2-inch cutter 

No. 507—Rabbet Block Plane, 7 
inches, 17%-inch cutter 

No. 714—Auto-Set Jack Plane, 14 
inches, 2-inch cutter 

No. 5306—Knuckle Joint Block Plane, 
6 inches, 154-inch cutter 

No. 414—Jack Plane, 
2-inch cutter 
Display board is 15 x 25 inches and 

weighs, complete, 26% lbs. Assort- 

ment packed in a case. 


14 inches, 


Give your 
planes 


a show! 
This display board 


will increase. your 
sales of Sargent 
Planes. It is free! 


THIS Sargent display board 
costs you nothing—it’s fur- 
nished free with thisselected 
assortment of saleable Sar- 
gent Planes. It puts your 
planes out where they can 
be seen and examined by 
every carpenter who comes 
in your store. It can be 
used on counter or in show 
window. It can also be sus- 
pended from shelves. 


This board contains an assortment of fast 
sellers. Planes that are needed at every 
work-bench and which are used and known 
by carpenters the country over. All are 
expertly designed, carefully constructed 
of lasting materials, and beautifully finished. 
Each has cutter of chromium steel which 
takes a remarkably keen edge and holds it 
longer than any alloy we’ve ever tested. 
Write today for this assortment and dis- 
play board or for price, etc. We will fur- 
nish interesting folders for customer dis- 
tribution. Ask also for our Co-operative 
Advertising Service Booklet. 


SARGENT & COMPANY, Hardware Manufacturers 
NEW HAVEN, CONN. 


New York: 92-98 Centre St. 


Chicago: 221-223 W. Randolph St. 


IS PRICED AND PACKED BY THE DECIMAL SYSTEM 
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March 4, 1926 


Slight Improvement Noted in Pittsburgh— 
No Important Price Changes 


(Pittsburgh office of HARDWARE AGE) 


district, but there is not one jobber or dealer in ten that does 


| ARDWARE business still leaves something to be desired in this 


not look upon the dullness as merely temporary and incidental 
to weather conditions, which have made it hard for the retailers to do 


a normal business. 


It is observed, moreover, that on a few days lately 


when the sun has been in the skies that there has been some quickening 


in demand and an increase in both mail and salesmen’s orders. 


Cer- 


tainly, prices are not holding up business, because the general average 
of prices is no higher than in the latter part of last year; it is not be- 
cause the retailers are heavily stocked that they are not at present buy- 
ing with freedom. The answer is found in the fact that demands upon 
the retailers have been moderate because the incentive to going ahead 
has been checked by weather conditions. With such sound fundamentals 
as moderate prices and light stocks in retailers’ hands, it would seem as 


though a much more active market was just around the corner. 


The 


week has brought out no important price changes in strictly hardware 


items. 


This year’s prices for ice skates have been announced and a 


comparison with the 1925 quotations discloses practically no change. 
Of possible bearing on the market for many hardware items is the fact 
steel manufacturers are making a firmer stand on prices than they did 
recently. They seem to have concluded that prices are low enough 
from a cost standpoint and in sheets, from a condition where observance 
of the prices established late last November was on the part of the few, 


it is now a case where few are talking any less than those prices. 


The 


American Sheet & Tin Plate Co. has reaffirmed those prices on second 
quarter business and a number of independent companies have followed 


suit. 
BATTERIES.—Demand holds strong 
for radio batteries and is steady for 
other kinds. Prices are unchanged. 


Jobbers’ quotations to _ retailers, 
f.o.b. Pittsburgh: 

Broken Unit 

Packages Packages 
Each Each 
i i ~seeseeesess $1.05 $0.97 
DE vnenieeeeiaies 1.22 1.14 
eee 1.32 1.22 
-n cnseséeeues 1.40 1.30 
a) i cassesseves 2.62 2.44 
tt i ccascceenasa 2.62 2.44 
ih EE soesceeceses 3.33 3.00 
Pa Mh eesneseoese .42 .39 
a SEE cavseseeens .40 .35 


No. 6 dry cells, ignition type, unit 
packages, 32c. each; broken, 36c. 


Flashlight.—No. 935, 9%c. each; 
No. 950, 10%c.; No. 790, 22c.; No. 
ay 21%c.; No. 760, 18c.; No. 751, 

c. 

Hot Shot.—No. 1461, $1.70; No. 
1662, $2.35. 


BRUSHES.—Fairly satisfactory move- 
ment of brushes for various uses still 
is reported by local jobbers. 

BOLTS, NUTS AND RIVETS.—There 
is a very steady market in bolts and 
nuts, with makers here reporting book- 
ings well up to those for January, 
which with some was the best month 
since 1923. Jobbers find the demand 
steady, but for small lots for early use. 
The rivet market is not overly strong. 


, os quote out of jobbers’ stocks as 
ollow 

Sinahine bolts, small rolled threads, 
50 and 10 per cent off list; all sizes 
cut threads, 50 per cent off list; car- 
riage bolts, small rolled threads, 50 
per cent off list; all sizes cut threads, 
45 per cent off list; stove bolts, 15 
per cent off list; tire bolts, 40 ‘and 


Collections still are rather slow. 








10 per cent off list; nuts, hot pressed 
blank or tapped, 3.35¢c. off list, c.p.c. 
and t. blank or tapped, 3.35c. oft list; 
rivets, small wagon and tinners’, 60 
per cent off list. 


BUILDERS’ HARDWARE.—tThere are 
a good many vacant apartments in 
Pittsburgh, suggesting some overbuild- 
ing, but if there has been such a con- 
dition, it is not apparent in the demand 
for builders’ hardware, which is as 
good now as it has been any time in the 
past year and that is saying a good 
deal. Several good-sized down town 
projects are going ahead this spring 
and a number of hospitals and public 
buildings are in sight. The work will 
be costly from a labor standpoint as 
the carpenters, hod carriers, mortar 
mixers and laborers all are to get 
higher pay starting March 1. The new 
scale for carpenters calls for $1.50 per 


hour, the highest rate in history, while 


hod carriers and mortar mixers get an 
increase of 25 cents per day to $9 and 
the laborers advance from $6 to $6.40 
a day, all for an 8-hr. day, with time 
and one-half for overtime and double 
time for Saturday afternoon, Sunday 
and holiday work. Bricklayers have a 
scale that holds for another year; it 
calls for $13 per 8-hr. day. 

CEL-O-GLASS.—This line is showing 
a very fair amount of demand. On 
direct factory business it is quoted at 
11%c. per sq. ft. in 100-ft. rolls, f.o.b. 
factory and at 12%c., in 25 and 50-ft. 





rolls. Out of local jobbers’ stocks the 
price is 12%c. per sq. ft. 

GARDEN IMPLEMENTS.—Advance 
orders in these lines are fairly satisfac- 
tory and there is a fair movement from 
jobbers’ stocks. Jobbers quote: 


Tools.—Manure forks, first quality, 
long handled, $15.25 per doz.; bowed 
garden rakes, 14-tooth, $9 per doz.; 
spading forks, $10.80 'to $21.00 per 
doz.; haying forks, 3-tine, first qual- 
ity, $12.75 per yt German hoes, 
saxo. 3-0, et. .20 per 


Hose.—In oe ft. Foe, % in., 9%c. 
to — per ft.; in., 10%ec. to llc.; 
% i 11%c. to 12c. : Gem spray noz- 


. Reg $6. 80 a doz. 


aaa Cans.—4-qt., $6 per doz.; 
6-qt., $6.60; 8-qt., $7. re’ yl? -qt., $8.10; 
12- -qt., $10¢ 16-qt., $12. 


GALVANIZED WARE.--There is a 
fairly good movement in these items, 
but it is not as heavy as it is expected 
it will be a little later. Jobbers quote: 


Washtubs.—With wringer attach- 

ment, No. 22, $8.50 per doz., No. 23, 
$10.00; without ne attachments, 
No. 2. $7.75, No. 3, $9. 

Palils. —Water, 12- -at., $2. 65 per doz.; 


14-qt., $3; fire, 12-qt., $4; cement, 
oe 10; chamber, 10-qt., a 20; 
12-qt., $8; well buckets, 10-at., 4.50. 
Refri ~~) he —No. 2, $4. 50 per 
doz.; 4, $7.50. 
Garbage ¢: Sane Be: with lids, Se- 
a $3 each; No. 50; 
4; lt ata No. 171, 2.43 No. 
181, $3. 5; No. 191, $3.6 


LAWN MOWERS. —The call is show- 
ing gratifying expansion with the ap- 
proach of spring. Jobbers quote: 


Plain bearing, 8-in. wheels, 12-in., 
$5 each; 14-in., $5.25; ball bearing, 
9-in. wheels, 14-in., $7.75; 16-in., $8; 
supreme ball bearing, 10-in. wheels, 
oe” $10.75; 16-in., $11.25; 18-in., 


PAINTING SUPPLIES.—tThere is a 
better business in paints and painting 
materials. For the first time since the 
fore part of February there has been a 
change in oil and turpentine prices. 
The former now at 98c. per bbl., is 
quotable at 12.6c. per lb. Turpentine 
has dropped 6c. per gal. since a week 
ago. 


Prices to retailers: 

Ready mixed paints, best erates. 
$3.10 per gal.; lower grades, $2.50; 
white lead, 15%c. per lb. in 100-Ib. 
lots, 10 per cent less in lots of 500 
lb. or more and an extra 5 per cent 
less in lots of a ton or more; t en- 


tine, $1.10 per gal. in barrel lots; 
linseed oil, 12.6c per Ib. in barrel 
ots. 


POULTRY NETTING.—Demands are 
steadily expanding, but as yet are no 
tax upon the ability of either manufac- 
turers or jobbers to supply. The job- 
bers still are quoting list subject to a 
discount of 50, 10 and 10 per cent on 
galvanized netting before and 50 and 
10 per cent after weaving. 
PRUNERS.—Good movement is still 
reported against spring demands. Job- 
bers quote: 


Pruning shears $2 to $24 per doz.; 
wood ee tree pruners $1.30 to 
$2.40 each 


SCREEN DOORS.—Manufacturers are 
beginning to make deliveries to jobbers 
and the latter are looking for releases 


Reading raatter continued on page 90 
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Tell Your Customers That 
There Is a Difterence 


In Sash Cord 


The cost of replacing a single broken window 
cord is often more than the difference in first 
cost between the cheapest and the best for a 
whole house. 





Se al at, Se 
aan on , ee. 









Trade Mark Reg. U. 


The most durable and economical material for hanging windows. 

Made of extra quality stock, carefully inspected, and guaranteed 

free from imperfections of braid or finish. The Colored Spots are 
our trade mark, used only with this extra quality. 


Phoenix Sash Cord 





Firmly braided and smoothly finished. Uniform in size and 
quality. A good cord at a moderate price. 


You can recommend these well known brands to your customers 

as free from adulteration. Cord with a loaded centre wears out 

quickly, and the buyer pays the price of honest cotton yarn for 

cheap weighting material that the cord would be better off without. 
“Ravel the End and Look at the Centre.” 


We also make other sash cords, clothes lines, masons’ lines, awning lines, garden lines, 
shade cord, dumb-waiter rope, and other braided cords, also glazed cotton twines. 
, 


Send for catalogue and samples 


Samson CordageWorks, Boston, Mass. 
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against spring orders from the retail- 
ers to increase in the next few weeks. 


SCREEN WIRE CLOTH.—tThere is a 
steady increase in the movement to re- 
tailers. Jobbers quote: 


Black, $1.80 to $1.85, base, per 100 
sq. ft.; bronze, $5.75. 


SHEET STEEL.—The mills again are 
taking a firmer stand on prices. Re- 
cently, observance of the late Novem- 
ber prices, covering first quarter con- 
tracts was on the part of the few 
rather than the many. Since a week 
ago, the American Sheet & Tin Plate 
Co. announced a continuance of the 
first quarter prices on second quarter 
business and the leading independent 
companies since have followed suit. 
This is a price stabilizing movement, 
since to have recognized the recent 
price concession, the larger producers 
would have only forced the prices of 
the small makers still lower. Demands 
upon jobbers are very steady and 
prices on small lots are holding firm. 


Prices out of Pittsburgh jobbers’ 
stocks: Galv. flat, No. 28 gage, $5.60 
base per 100 Ilb.; corrugated No. 28 
gage, 2%-in., $4.74 per square; one 
pass cold rolled black, No. 28 gage, 
$4.35 base per 100 Ib. Armco ingot 
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$6.35; Toncan metal galvanized flat, 
No. 28, gage, $6.35; all for lots of one 
to nine bundles 


SKATES.—The Union Hardware Co. 
has announced 1926 prices on _ ice 
skates; they do not show enough 
change from last year’s prices to call 
for comment. There is no activity in 
ice skates now, but the approach of 
spring is bringing a good many orders 
for roller skates. 


Roller Skates.—Union Hardware 
Co. line, No. 2, 65c. per pair; No. 3, 
75e. No. 10, $1 1.05; No. 6, .50; 
4 inslow line, No. 3814, $1.50; No. 38, 

Ice Skates. — Winslow line, No. 
38%, $1.50 pair; No. 38, $1.65; Union 
Hardware Co. line, No. 5, $1.50. 


TIN AND TERNE PLATE.—T he 
American Sheet & Tin Plate Co. has 
continued first quarter prices on second 
quarter business. Current demands 
for furnace and roofing plate upon 
local jobbers are moderate, but they 
are getting a good run of business for 
later delivery. 


Pittsburgh warehouse prices: 
Ree ternes, 8-lb. I. “ r x 28- 
$13.90 per pke.; 20-I1b. $19; 

oe. Ib., $21; 30-lb., $22. 50; 40: ‘1b b 4 ne 
$25. Follansbee forge roofing, 
08 78: furnace plate, I. C. L. 20 x 28- 
in., $13.50 per box of 112 sheets; 
I. X. L., $15.50. 
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NAILS, WIRE AND FENCE.—Cur- 
rent demands upon jobbers are light 
and while it is expected there will be 
greater activity with the advent of 
spring, there is not as much prepara- 
tion against the demands of that sea- 
son by retailers as jobbers could wish. 
Mill prices are holding well and that 
is the situation also in resale prices, 
save only on nails. 


We quote from Pittsburgh jobbers’ 
stocks: 
Fence Wire: 


(per 100 Ib.) Annealed Galvanized 
No. 6 to 9 gage. 00 $3.45 
i i -icedienune tate 3.05 3.50 
i: 4 ~ stl cesdhene owes 3.10 3.55 
ht Gh. tivienkibmenaeie 3.15 3.65 
at 2: gaadradcesdtuaee 3.25 3.80 
ak Me sbhecdseassascee 3.35 4.00 
i. 2 ‘nine 6 samendneh 3.55 4.30 
eS ae ee ee ee 3.75 4.50 

Barbed wire (per 80-rod spool). 
BONNE GRETED soscceccocccceceud $3.01 
i SS eRe wh. cnceweob wed 3.22 
ee Se “c.f. cv cesewe wees 3.22 
RP 3.48 
2-point cattle (special)......... 2.28 

Field: Woven wire fence (per 100 
rods): 

EERE Er PS Pe a ee $39.00 

DEE £104 dutcn dense keutaneen 54.75 

Poultry 
No tt” ¢adeudsuabetehecosoeke $35.60 
a Sn wteendevsuuiguenséaeeewe 43.00 
De Se estveddas bacnecceseewn 8.50 


4 
ae nails base per keg, $2.95 to 





iron galvanized flat, No. 28 gage, 





Russia 


LLEW S. SOULE, 
Editor HARDWARE AGE, 
New York, N. Y. 
USSIA, before the war consumed vast quan- 
R tities of merchandise, including farmirg im- 
plements, hardware and tools but her manu- 
facturing was very weak even at that time. 

The war caught Russia unexpectedly, and the fac- 
tories were unprepared for the enormous output of 
supplies that were required to meet the demands that 
were occasioned by it. 

In 1916 the people realized that something must 
be done in order to realize the demand for such 
necessities as ammunition, guns, wire, etc., and deter- 
mined to master the situation. While they were on 
the verge of succeeding in this enterprise the revo- 
lution of 1917 came upon them unawares, and condi- 
tions became worse than before. 

The whole population was in such a frenzied state 
of affairs that manufacturers, instead of increasing 
their output stopped to hold political meetings, and 
production was at a standstill. 

The second revolution came in October, 1917, and 
the Bolsheviki were in full command. This latter 
revolution was a class revolution, and the people 
thought they were rid of capitalistic reign forever. 
Now, that there were no more capitalists they were 
under the impression that everything would become 
common property. 

They took the belting from the factories, cut it into 
straps, and used it for resoling shoes. This naturally 
stopped what little manufacturing there was, and 
everything came to an abrupt end. 

Then they started to nationalize all commerce such 
as stores, warehouses, and all kinds of business. 

Everything was plundered, and as there were no 


and Her Possibilities 


means of getting merchandise from outside countries, 
conditions were in a terrible state. This condition 
prevailed until 1921. 

All articles of absolute necessity had to be made by 
hand, for instance there were times when there was 
need of a drill, and it took a man an entire day to 
make it. 

After going through a period of starvation and pri- 
vations of all kinds, the government realized that they 
could not get along without the capitalistic system, 
and in 1924 they introduced ‘‘Nep,” the New Eco- 
nomical Policy. But this policy was in effect only 
in Russia. The exports and imports were still in the 
hands of the government. 

About two months ago the Russian government 
gave the International Harvesting Co. concessions 
whereby they could have branches all over Russia in 
order to sell parts for their implements. As 80 per 
cent of the population are peasants and used Ameri- 
can farming implements, there was no way in which 
they could repair their machinery, because the parts 
had to be imported from the United States. 

It would not surprise me if the government would 
give other concessions. Free trade is the only way 
Russian can get upon her feet again. 

Building in Russia has been at a standstill since 
the outbreak of the war, and now entire families are 
living in a single room. Imagine the great amount 
of builders hardware, mitre boxes, saws and tools 
of every description that will be necessary to build 
up this devastated area. 

All this would be possible if the Soviet government 
would change its political policy sufficiently to give 
the United States government faith in it. 

MARK CARTER, 


Los Angeles, Cal. Carter Hardware Co. 


Reading matter continued on page 92 
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How does the Presiden t 
a fan Company help his 


Dealers 


George H. Jones is president of the Peerless Electric Company, makers 
of Peerless Silent Air Blast Fans. Having the final word on all matters 
of policy, it is he who has given Peerless dealers the welcome assurance 
that the fans they sell will continue to be, as always, the highest quality 
product that 25 years’ experience has taught Peerless how to build. 


In the face of a general cheapening of small motor appliances, Mr. 
Jones has laid down this policy, believing that it is to the best interest 
of the dealer to sell and the manufacturer to make the best fan possible. 


The exclusive Peerless Air Blast Blade that creates a strong, even velocity of air 
across the entire face of the fan—the gimbal, or oscillating bearing, fitted with ball 
bearings to insure easy, quiet operation—the simple clutch in the oscillating mech- 
anism which automatically releases if the oscillating movement is obstructed—the 
three speed switch—the Peerless guarantee all help you sell Peerless fans and keep 
the good-will of those you have sold to. 


Get in touch with Peerless and arrange to be all set for fan season when it comes. 


The Peerless Electric Co. 
Warren, Ohio 


Do You Do Business With 
Men or an Institution? 
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Increased Activity in Northwest 
Collections Reported Good. 


(Minneapolis office of HARDWARE AGE) 


ITH the hardware conventions for this section of the country 
in the background, the jobbers and dealers are ready for the 


opening of the season’s activities. 


Judging by the interest in 


the exhibits at the conventions, and the large increase in attendance 
at the conventions’ sessions, the hardware men of the Northwest are 
taking a much livelier interest in prospects this year than for several 


seasons past. 


attended, this year is showing up much better than last. 


And, judging also by the reports of the merchants who 


The increase 


in business varies from five to twenty per cent for the first month 


of the year. 


Stocks in dealers’ stores are still low, but they are beginning to 


fill in for the spring trade. 
buying more freely for this year. 
time of year. 


ASH SIFTERS.—Sales are still fair, | 


but show a decrease as the end of the 
colder weather approaches. Stocks are 
being reduced, and prices are steady. 
We quote from jobbers’ stocks. 
f.o.b. Twin Cities: Wood square ash 
sifters at $2.00; metallic round at 
$4.25; and wood barrel at $6 per 
dozen, net. 
AXES.—Sales are still very good in 
this line, with stocks kept well rounded. 
Prices show no changes. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single bit, base 


weight axes at sr90 and double bit 
base weight at $19.50 per dozen, net. 


BOLTS.—Demand 


with stocks in fair condition. Prices 
show no changes. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities; Carriage bolts at 
45 per cent; machine bolts at 50 
per cent; lag screws at 55 per cent, 
and stove bolts at 75 per cent from 
lists. 


BRADS.—Call is still light for brads, 
and prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wire brads in 25 
lb. boxes at 75 per cent from list. 


BUILDERS’ HARDWARE.—The pros- 
pects for a good year in the building 
industry look very good, and dealers 
are already selling some finishing hard- 
ware. Home building has started in a 
small way, and many plan to proceed as 
soon as the weather moderates enough. 
This year will be another good one in 
the building game, and all factors are 
preparing to take advantage of it. 

COAL HODS.—Call shows a relaxing 
attitude on the part of the public for 
winter goods. Stocks are being graded 


down for the end of the season. Prices 
have not changed. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Japanned open 17 
in. coal hods at $3.60; 18 in. at $4.15; 
peveunes funnel hods, 17 in., $4.50; 
18 in., $5.15; galvanized open, 17 in., 
$5; 18 in., $5 .50; galvanized funnel, 
dy n., $6.45, and 18 in., $7 per dozen, 


EAVES TROUGH CONDUCTOR 
PIPE AND ELBOWS.—Sales are still 
light, with stocks well asserted. 
Prices have not changed. 


We quote from jobbers’ stocks, 


is slightly better, 

















Jobbers have found a tendency toward 
Collections are very good for this 





f.o.b. Twin Cities: Slip joint 28 ga. 


5 in. single bead eaves trough at 
$6.05 per 100 ft.; 29 ga. at $5.50 per 
100 ft.; 28 ga., 3 in. elbows at $1.73 


per dozen, net. 


FIELD FENCE.—Orders are still very 
slow, and dealers are not yet having 
stocks shipped. Prices have not 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 26 in. 10 ga. top 
and bottom 13 ga. intermediate type 
of fence at $30.04 per 100 rods with 
other sizes and weights in propor- 
tion. 

FILES.—Retail call shows some im- 
provement, with stocks in fair con- 
dition. Dealers are inclined to fill in 
for first spring calls. Prices have not 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade files at 
50 per cent and second grade at 60 
per cent from lists. 


HAMMERS AND HATCHETS.—Small 
tool sales are showing signs of improve- 
ment, and dealers are increasing their 
stocks. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Maydole No, 11% 
hammers at $12.60: Plumb No. HF 
81, $10.50: Plumb No. 2 broad hatch- 
ets, $14.45; No. 2 shingling, $11.20, 
and No. 2 claw, $12.50 per dozen, net 

NAILS.—The price of nails is still as 
last quoted, and dealers are filling in 
their stocks to be ready for the trade. 


We from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails at $3.25 base, and cement 
ogy wire nails at $2.40 per keg, 
ase. 


OIL HEATERS.—Sales are normal, 
with stocks light as the season will 
permit. Prices have not changed. 


We uote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 12 oil heaters 
japanned polished steel, $3.66 each, 
and No. 016, nickel polished steel, 
$5.32 each, net. 


OIL STOVES, OVENS AND WATER 
HEATERS.—tThere is a steady call for 
this class of merchandise, and the im- 
provements and additions made to the 
line in recent years makes it very de- 
sirable. The interest shown at the con- 
ventions is indicative of the popularity 
of the merchandise. Dealers placed 


quote 











orders for stoves quite freely at the 
show. 


Prices to retailers f.o.b. Twin 
Cities: ; 
Oil Cook Stoves 
PERFECTION— 
a 2 2 re... ocuesdeweses $17.50 
REO. FS BS DUTMOTB. cc cccccvccoccs 22.50 
an, we © Meece cc ée0ceesese 28.50 
ee, We DB Be oc cvcswetessves 39.50 


Perfection dealer’s discount, 30 and 
5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 


“Bit Model)— 


tion. 
NESCO— 

PO. BEL 1 DUFMSP.. cccccccsocces $9.50 
Se, ee Be WI. oc cece ceessees 17.35 
a 2 a ee... ose ebeeeee 22.00 
PEO, Bee & BURMOTB. oc cc ccesccesé 28.00 
Pee, cee @ Bs x occ s cceccens 39.50 
No. 1102 high shelf only........ 5.25 
No. 1103 high shelf only........ 6.50 
No. 1164 high shelf only........ 8.00 
No. 1105 high shelf only........ 9.75 

Nesco dealer's discount, 30 and 5 
per cent. 

Ovens 
PERFECTION— 

No. 211 1 burner plain door... .$2.50 
No. 211G 1 burner glass door.... 2.70 
No. 121G 1 burner glass door.... 4.90 
No. 122G 2 burners glass door... 6.00 
i sy ctectetbtesadnenehibesees 6.15 


on 10 or more, 


Dealer’s discount, 
less than 10, 30 


30 and 5 per cent, 
per cent. 
PURITAN— 
No. 42G 2 burners glass door...$5.50 
Dealer’s discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 


cent. 
NESCO— 

No. 05 1 burner solid door....$2.10 
No. 5 1 burner glass door.... 2.25 
No. 010 1 burner solid , con il 4.15 
No. 10 1 burner glass door.... 4.40 
No. 020 2 burners solid door. 5.15 
No. 20 2 burners glass door... 5.40 
No. 030 2 burners solid door... 5.40 
No. 30 2 burners glass door... 5.70 

Dealer’s discount, 30 and 5 per 
cent. 

Water Heaters 

NO@BCO cccccccccccccccccccceceess $45.00 
Perfection No. 418....cccccsecces 40.00 
, . arr. 80.00 


Nesco discount, 30 and 5 per cent; 
Perfection discount, 30 and 65 per 
cent in lots of 10 or more; less than 
10, 30 per cent. 


Wicks, Etc. 


Rockweave wicks, 25c. each. 
Perfection and Puritan, $4 per doz. 
and $48 per gross. 

Discounts same as on oil 
stoves, ovens and heaters. 
PAINTS AND WHITE LEAD.—Stocks 
are rather low, but dealers are begin- 
ning to order freely for spring. Prices 

have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade house 
aints at $2.80 per gallon, in 1 gal- 
on cans, and white lead in 100 Ib. 
kegs at $14.29 cwt., net. 

PAPER.—Call is still light, with stocks 
well filled for the season of the year. 
Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Red rosin build- 
ing paper in 20, 25 and 30 Ib. rolls 
at $3.25 cwt., and tarred felt at $3.35 
cwt., net. 

SNOW SHOVELS.—Sales. are drop- 
ping off in volume, and stocks are low. 


Prices show no changes. 


cook 


Reading matter continued on page 94 
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THOSE 556 CUSTOMERS 
MUST COME BACK‘! 


The one-time buyer is not the profitable customer. 
Selling goods like Vollrath Ware brings customers back! 











wD 
———— 


Vic 





, ‘HE average hardware store serves 
only 556 families. That is about the 

extent of the average dealer’s market. 

To realize any considerable volume 

of business from such a limited field, 

many sales have to be made to the 

same old customers. 

They must be kept coming back! 

But what is it that makes customers 

come back? 

It is satisfaction. 

And what gives satisfaction is quality 

merchandise, not price. 

Make no mistake about that. The ex- 


perience of too many successful mer- 
chants 1n every line has proved it. 


Throughout the United States there 
are several thousand hardware stores 


with enviable standing in the income 
tax list. 

Prominently featured in their windows 
and on their display counters, you will 
find one line that is known by the public 
and trade alike for its quality. 


That line is Vollrath Ware. 


Customers who have used Vollrath Ware 
come back for more. They know from 
experience that it gives them their 
money’s worth. ' 

Vollrath dealers who make the most 


of this easy-to-sell, quick-turnover line 
are those who use the Vollrath Sell- 


ing, Plan. 

The Vollrath salesman will explain 
this plan to you. Or write us for full 
information. 


THE VOLLRATH COMPANY, SHEBOYGAN, WISCONSIN 
ESTABLISHED 1874 





LLRAT LI 


WARE 








See the Vollrath advertisement in The Ladies’ Home Journal— March 
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We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wood snow shov- 
els, 19: steel blade, straight han- over. 
dle, $4.50 galvanized steel blade, D 
handle, 15% x 17, $10.80, and 16 x 


Triumph No. 0 


March 4, 1926 


minishing, the season being nearly | Dealers should look to their spring 
Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 


stocks. Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Turner Master 


21, $11.50 per dozen, net. tra Sn s r . ; . 
ps, 9c.; No. 22c.; No. 1%, 4 

. ° . ~~ a e ae Pay 6.53; No. 47, qt., $7.08; No. 48, at., 

STEEL SHEETS.—Demand is light teat 0 he ae ni 7 Me, tk or 48: No. 49° — $564: No. 52, or 

“ * ? NO. a oO. ac. o (flat), $6.96 each. Turner Standard 

and stocks, though low, are well as 29l4c.: No. 315, $1.15: No. 115X, line; No. 8, pt., $5.33; No. 14, pt., 

sorted. Prices have not changed. 201%c.; No. 215X, 30%c. each; Victor, $5.76; No. 22, qt., $6.53; No. 30, at., 
.76 


We quote from jobbers’ stocks, ~ ; : 
f.o.b. Twin Cities: Black steel sheets No. 1%, $2.44; 
at $4.35 ecwt. and galvanized steel 


sheets at $5.60 cwt., base. No. 1%, $2.81 





STEEL TRAPS.—Call for traps is di- | TORCHES.—Call for torches is fair. 


No. 0 traps at $1.10; No. 1, $1.38; 
No. 2, $3.36, Oneida 
jump traps, No. 0, $1.59; No. 1, $1.83; 
per dozen, net. 


$7.42 No. 105, pt., $4.88: No. 205, 


-— oe ach. 
No. 53, $7 So: No. 63, $7.97; No. 66, 
$10.18; No. 76, $7.13; No. 34, $8.67 
each, net. 








Can a Hardware Store Be Too Clean? 


(Continued from page 47) 


“The head of this store at once challenged this last 
statement by saying, ‘Daughters, I believe you are 
distorted and let me tell you, you are dead wrong, 
for in this display we have sold over twice as many 
flashlights as we ever sold before and I don’t believe 
that you can take these nicer items and display them 
in a plain, inartistic fashion.’ 

“IT accepted the challenge and displayed the flash- 
lights myself the same way you see them displayed 
in the simple way on the table before you, leaving 
the other artistic display intact, and in two weeks 
time by actual count, my simple display sold exactly 
ten times more flashlights than the other. 

“It is needless to say that this store, which is 
termed the largest retail hardware store in the United 
States, is now displaying all of their merchandise in 
the plain, simple manner as shown on the table before 
you.” 

Were Martin Van Dussen’s hardware store situated 
in a more enlightened community, it would unques- 
tionably typify the best in modern merchandising 
practice, for Martin is clever, energetic and as capable 
a merchandiser as you’d find in a day’s walk. It is 
just because he is these things that his store is 
representative of the community it serves. 

In 1908, a hardware store that was later to be 
known as the Van Dussen Hardware Co., went into 
bankruptcy through poor management and failure to 
meet the requirements of its trade, which at that 
time were composed largely of Irish and Germans. 
At that time, Martin was scarcely more than a bey, 
but voung as he was he knew a good thing when he 
saw it. Wihat he lacked in ready cash at that time 
he more than made up in enthusiasm, and he decided 
to acquire that bankrupt stock if it was humanly 
possible. He attempted to borrow the necessary capi- 
tal but, partly because of his youth, he met with 
failure and rebuffs for what to the staid and settled 
business men he approached appeared to be over con- 
fidence. He was not discouraged, however, as is at- 
tested by the photographic reproduction of the note 
for five hundred dollars which he finally secured and 
with which he purchased the bankrupt stock. 

It took him more than two years to pay off this 
note. 

In the meantime the neighborhood in which his 
business was located was gradually developing from 
an Irish and German section into one comprised of 


Jews, Italians and Poles. During the first year, this 
was back in 1909, the company did a business of 
$7,784, as against $70,000 last year. 

It was hard sledding, of course, at the start. The 
store opened regularly at 6:30 in the morning and 
closed at eight in the evenings. Martin’s wife 
brought him his dinner, and then tended store while 
he was out making deliveries in a hand cart. 

We remember of once reading in HARDWARE AGE— 
we work for HARDWARE AGE—and, strangely enough, 
read it too—of a man who opened a hardware store 
on the main street of a thriving metropolis. The 
location was apparently ideal, but for some mysterious 
reason the store never prospered. A year later he 
moved into another store one block away, on the 
opposite side of the street, principally because the 
rent was sixty per cent cheaper. Immediately his 
business began to pick up, and was eventually on a 
profitable footing. In this article, the reasons for 
the improvement were analyzed and were eventually 
traced to the fact that during the greater part of the 
day the sun shone with great intensity on one side of 
the street while the other remained in shadow. Dur- 
ing the summer months, the people invariably walked 
on the shady side of the street, and during the winter 
months and evenings they continued to do so. Conse- 
quehtly when this merchant moved his store to the 
shady side of the street his business prospered. 

In 1919, for a reason as incomprehensible to the 
other merchants in his neighborhood, Martin an- 
nounced that he was shortly to move his store to a 
new building two blocks away, where the rent was 
triple that he was then paying. The old timers ad- 
vised Martin to sit tight, they pointed out that the 
store had been located in one spot for years and to 
move would be suicide, especially in view of the higher 
rental. But Martin had been analyzing the situa- 
tion, he had noted which way the stream of pedes- 
trians moved, and went ahead and made the change. 
In doing so he demonstrated his powers of observa- 
tion and farsightedness, for during the first year 
thereafter his sales increased fifty per cent. 

When you are in Rochester drop into Martin Van 
Dussen’s store and have a chat with him, and he will 
be able to tell you more than we can in the space we 
have available, on why a hardware store should not 


always be too clean. 
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The Carborundum File 


HOW siraidie SELL! _ 
Sey, 

































ERE is the handiest abrasive tool 

you have ever offered your 
trade—the Carborundum File. It / 
will sharpen almost every edge tool. fi 
Farmers use it for mower sections 
and scythes, gardeners and handy- 
men need it—and the householder 
will find a dozen and one tools and 
knives about the house that he can 
keep sharp with this popular Carbo- 
rundum product. 
It’s the right shape, right size, right 
grit to meet practically all sharpen- 
ing conditions. It is a solid, four- 
sided shaft of fast cutting Carborun- 
dum fitted with a handy handle. 


THE CARBORUNDUM 
FIFTY-SEVEN FILE SELLS! 











Retails for $1.00 in U.S.A. 
Order from your Jobber 


or direct 





Packed One Doz. Standard Package 


THE CARBORUNDUM COMPANY, NIAGARA FALLS, N. Y. 
CANADIAN CARBORUNDUM COMPANY, LTD., NIAGARA FALLS, ONT. 
New York, Chicago, Boston, Philadelphia, Cleveland, Detroit, Cincinnati, Pittsburgh, Milwaukee, Grand Rapids 
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No. 999 





_Nicery Knuriep Center 4%” Diameter. Wert Cuprep Points 
CAREFULLY HARDENED AND TEMPERED ENTIRE LENGTH. BLue FINISH 


No. 890 Gag 





Stim, Nicery Knuritep Center 5/16” DIAMetTer. SQuARE SHOULDER 
Wett Cuprpep Points. HArpenep Entire LenctH. Brive FINISH 


Two Goop 


NAIL SETS 


AND DISPLAYS THAT 


SELL THEM 


Nail Set sales respond well to counter dis- 
play. It is one of the items that there is a 
No, 89] Fant dozen evworted No steady day in and day out demand for. In 
NOs OFS 890 Sets mounted on 2 hundreds of instances just the sight of an at- 

tractive display is all that is necessary to a 
self-service sale that might otherwise have 


been lost. 


Goodell-Pratt Nail Sets have tough, hard 
points and heads that do not mash down or 
split off. Each one bears our trademark, be- 
cause each one is a strictly quality tool. 








/ 


GOODELL-PRATT COMPANY 


Three dozen assorted No. 
NO. 930 99 Nal Sete mounted on GREENFIELD, MASS., U. S. A. 


a round hardwood base. 





GOODELL- PRATT 


Foy @] Oat 61070) bis 01 6) Cee 
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The Tool Department 


Manual ‘Training 
Helps the ‘Tool Business 


By Don Thatcher 


manual training has given the tool business; at 

the same time many tool manufacturers have 
been of great assistance to the directors, teachers 
and students of manual training. Manufacturers 
have assisted as-part of their business to develop and 
protect their self interest. Manual training has re- 
sponded as a big buyer and user of tools. 

Through manual training shops and trades are re- 
ceiving apprentices familiar with and somewhat 
skilled in the use of tools. Manual training has done 
as much, possibly more, than any other influence to 
extend the general use of tools in and about the home. 
It has certainly been one of the important factors 
influencing the purchase of good quality tools by 
home-users. Manual training and vocational school 
students are usually supplied with good quality tools; 
through the students the message of good quality 
has been carried to the home. 

One of the most emphatic acknowledgments of the 
demand for quality tools by home-users is the head- 
ing of a handsome folder issued by one of our leading 
hardware stores—this heading is: 

HOUSEHOLD TOOLS 
of 
Standard Trademarked Quality 
with National Reputation 

Every tool illustrated and described in the handsome 

folder is the product of well-known manufacturers 


of quality tools. 

Manual training has done much to teach the trades 
and home-users that the value of tools is determined 
by the quality and accuracy as well as the length 
of service rendered. 

Manual and vocational training is in its infancy, 
it is growing rapidly, it has a tremendous influence 


: would be difficult to measure the assistance 


upon the business of hardware stores. No other 
branch of the retail business has such a powerful 
ally working for it. 

How can retail hardware merchants handle, obtain 
the benefits of actual sale and influence of the manual 
training tool business of their locality? The people 
who have the largest interest in this business are 
tool manufacturers, they want their tools adopted 
as equipment and used by the students, not alone 
for the value of the sales of this large volume of 
business, but also because of the advertising and edu- 
cational value—the use of their tools by hundreds of 
thousands of manual and- vocational students is re- 
garded by these manufacturers as the soundest kind 
of advertising and sales promotion work. 

The students carry into shops and homes the tools 
they become familiar with and use during their train- 
ing period. Manufacturers, realizing this great power 
to popularize and perpetuate their brands and names, 
have special men and departments who give their 
time and effort toward having their products speci- 
fied and adopted by local school boards. Often the 
selection of tools and equipment is left to the di- 
rector or teacher of manual training, so he is a good 
man to know and is not to be neglected. 

Some of the best literature and text books used 
by manual training instructors and students have 
been supplied by tool manufacturers; these books are 
interesting and profitable reading for all hardware 
merchants and their sales people. If you have not 
read them and you are interested I’ll be glad to sup- 
ply the names of some of the tool manufacturers who 
I believe will send you copies of these wonderfully 
interesting and instructive booklets. 

I believe all tool manufacturers are glad to assist 
and cooperate with the local merchants who seek the 
business of manual training departments. Being 








E:ducating Tool Users 


Mee: people are interested in this subject of getting more information about their 


goods to the users. 


Some manufacturers are supplying manual training and vocational classes with 


information. 


This is excellent work—all hardware merchants whose business is in towns 


and cities where manual training is included in public schools can profit by the work 
these manufacturers are doing. Manual training classes are one of the best sources of 
supply for boys who will make good in hardware stores. 

These boys are receiving good foundational information about tools, how to use and 
care for them. That knowledge plus the ambitions of the normal healthy boy whose school 
education has been far enough advanced to include several years in manual training, will 
contribute much toward increasing sales and the importance of the tool business. 
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equipped with the use of community funds the local 
merchant should handle this business. He can know 
the local instructor and in many ways be of assist- 
ance to him, he can also obtain the names and ad- 
dresses of manual training students, thereby having 
a list of some of the homes where tools are used 
From the tools used in schools many students pur- 
chase tools for use in home work—home work en- 
courages the use of tools by other members of the 
family. 

Notwithstanding the many advantages possessed 
by local merchants, which can be supplemented by 
the assistance of manufacturers, quite some of this 
manual training tool business is going to people who 
specialize in manual training equipment. Recently 
one of the concerns specializing on this business has 
used a plan that seems to be obtaining business. 

Instead of waiting until a new school is nearing 
completion, as soon as notice of new schools includ- 
ing provision for manual training is noted in the 
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building reports they subscribe for—they seek to 
obtain from the local school board or instructor a 
list of the equipment desired. Then, while the sub- 
ject is still fresh in the minds of the authorizing 
body, they submit bids and often obtain orders for 
equipment before the school is erected. 

To obtain and enjoy this business, and please keep 
in mind it is valuable away beyond the amount of 
direct sales, local hardware merchants should try to 
have tools and all hardware items included in the 
equipment specifications separate from all other equip- 
ment. Where they are included with items the hard- 
ware merchant does not handle and a lump bid or 
price for the lot is acceptable, the hardware mer- 
chant hasn’t a chance for that part of the business 
he is entitled to. 

Whenever the local hardware merchant uses all 
the advantages at his disposal, I don’t believe out- 
of-town dealers, even specialists, have a chance to 
ebtain the local manual training school business. 





Decline in ‘Glorified Peddling’”’ 


HE campaign which Harpware Ace started and 

waged so successfully against the Glorified Ped- 

dler has borne its full quota of fruit. Manufac- 
turers who sell through peddlers are hard put to get 
salesmen, because the better class of salesmen dislike 
being referred to as peddlers. One large manufac- 
turer passed up his 1925 dividends, and may have to 
pass up those for 1926. Why? Probably because 
the retail merchants have awakened to their compe- 
tition and their opportunities. 

Even Printers’ Ink has seen fit to comment on con- 
ditions in the canvassing field, and other magazines 
and newspapers have splendidly cooperated in the 
campaign to give the retail merchant his just dues. 
We take pleasure in reproducing the following items 
by B. P. Nowlan, which appeared in the Retail Ledger 
under the title, How’s Business? 


How’s Business 


By P. F. Nowlan 
In the Retail Ledger 


Printers’ Ink remarks that house-to-house selling 
“ain’t what it used to be.” “Many of the late ar- 
rivals in that form of selling,” it says, “are not 
even going to be able to reach first base. They can’t 
get salesmen.” 





Basic reasons for this are given as the limited 
number of persons willing to take jobs as can- 
vassers and lack of sufficient prestige built up by 
manufacturers through national advertising. 





Printers’ Ink urges manufacturers to be very cau- 
tious about adopting this system of distribution, 
and counsels them first to advertise to the consumer 
and thus through advertising to dignify their proposi- 
tions that “canvassers may feel proud to take them on.” 





It did not—but might well have added a word or 
two of caution on the danger to legitimate national 
advertisers in the weakening of public confidence 
in advertising, as a result of linking it with a 


method of doing business that is unsound economi- 
cally. 





Peddling does not cut costs of distribution. Ped- 


. dling cannot cut costs of distribution. Peddling is 


costly duplication of intensive effort. It is doing 
the thing in the hardest possible way. 





Peddling is the desperate refuge of manufacturers 
who have been unable economically to justify their 
existence in the face of their competition. 





It is never resorted to except by manufacturers 
who have proved themselves unfit to maintain or in- 
crease their volume of business in the normal, 
logical way. 





A very few of them have achieved glorious tem- 
porary success; pitifully few in comparison to the 
number who have made horrible messes. 





When peddler merchandise is subjected to merci- 
less comparison with retail store merchandise in 
quality and price it is difficult to understand why 
peddler national advertising, with its slippery in- 
nuendo, has not been classed as “misleading” and 
received the vigorous attention of Better Business 
Bureaus. 





When a retailer so far forgets himself as to ad- 
vertise exaggerated values he is promptly squelched, 
and the vast majority of retailers give their hearty 
approval to the squelching. 





Is it possible that size has something to do with it? 





Have not honest national advertisers an interest 
of their own in this matter to protect? 
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Screw Plates 


KEEP MOVING 


It is the ambition of every dealer to have a ‘rapid turnover.’ He 
wants a stock that will move often enough to pay him well for his 
investment. 

The dealer who handles screw plates can get this rapid turnover with 


them if he stocks GH#@Gant 


For forty years QG&e@Giant has been a standard by which screw 
plates have been judged. For forty years QW@eGiant has been 
THE LEADER in the screw plate field. 


The simple, efficient design, sturdy construction, attractive finish and 


GT D quality are responsible for GH&@G@ant superiority. 


Let us help you to select a complete, economical and profitable as- 
sortment of QG#eGiant Screw Plates. Our experience will enable 


us to give particular attention to your individual requirements. 
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= : Gages 
GREENFIELD ’ TAP AND DIE ° Pipe Tools 
‘Little Giant’”’ 





CORPORATION 
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GREENFIELD. Pipe Wrenches 
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Light Weight Line Level 


of Aluminum 


The Empire Level Mfg. Co., manu- 
facturer of a complete line of levels, 
Milwaukee, Wis., has announced the 
placing on the market of its new Em- 
pire Line Level, illustrated herewith. 

It is made of hexagon aluminum 
tubing, is 3 in. long, % in. in diam- 








eter and contains a proved level glass 
with colored fluid that provides distinct 
reading. The end hooks are fastened 
to hold the level tight on the line and 
the flat bottom makes it adaptable for 
leveling plain surfaces. 

It weighs one-half ounce, designed 
with this lightweight feature to pre- 
vent any appreciable sag in the line. 





Seamless Strainer With 
*“*Absoklean” Feature 


The Buhl “Absoklean” seamless 
strainer has been designed and placed 
on the market by the Buhl Stamping 
Co., Detroit, Mich., to give the greatest 









DISC > 
REMOVABLE 
GAUZE ———e 


END OF FUNNEL -© Ga 


efficiency 


simplicity, 


combination of 
and economy. 

The funnel body is seamlessly drawn 
from one sheet of heavy steel and the 
lower end of the funnel is perforated 
with small, clean-cut strainer holes, 
after which the completed funnel is 
heavily coated with pure tin. 

A cotton dise fits snugly into the 
deep chamber and a perforated tinned 
steel disc, which is equipped with a 
solid metal sanitary knob for conveni- 
ence in placing and removing the disc, 
fits the chamber and holds the cotton 
disc in place. It is available in 10 
and 18 quart sizes. 





Display Panel for Spare 
Tire Chains and Locks 


To give the dealer a means of at- 
tractively displaying his stock of spare 
tire chains and locks, the E. T. Fraim 
Lock Company, Lancaster, Pa., has 
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placed on the market an attractive 
Steel Display Panel on which is 
mounted 10 locks and chains of as- 
sorted lengths. This panel is more 
than a display feature as there appears 
on it full information as to which types 
of cars the various lengths of chain are 
adapted. The assortment of chains 
with the information given on _ the 
panel places the dealer in a position 
to make a quick intelligent sale of an 
article that is in great demand. 








| 
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Chain and Lock Display 


\ 
y 


The No. 2570 Spare Tire Chain and 
Lock Display consists of a handsomely 
designed metal panel for attaching to 
the shelving, 4-24 in., 2-30 in., 2-36 in., 
2-42 in. heavy American style chains 
with substantial leatherette covers. 
Attached permanently to each chain is 
one of its No. 343 heavy iron, black 
rustproof finished padlock with steel 
brass plated panels and shackle. 


New Level of All-Metal 
Aluminum 


The National Level Mfg. Co., De- 
troit, Mich., manufacturer of brick, 
mason, carpenter and plasterer’s levels 
has added to its already complete line 
an all-metal aluminum level of first 








grade quality. Only the best in alumi- 
num material is used in its construc- 
tion and every level is fully guaranteed 
as to design, service and material. It 
is available in 12, 18, 24, 26, 28 and 


30 in. sizes. 





Counter Display for 
Di-Mel-Ine Enamel Paint 


The Montauk Paint Mfg. Co., 170- 
172 Second Avenue, Brooklyn, N. Y., 
is now marketing two of its popular 
priced Di-mel-ine specialties in at- 
tractive counter display boxes contain- 
ing 1 dozen cans as illustrated. This 
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packing is used for White Enamel 
Paint in full quarter-pint cans and 
Stovepipe Enamel in full half-pint 
cans. 

In the case of White Enamel Paint 
the easel back of the display box 
shows a kitchen table finished in a pure 





porcelain white and suggests its use 
on other household articles as: chairs, 
metal beds, medicine cabinets, shelves, 
ornaments, toilet seats, reed and wicker 
furniture, bathroom fittings, etc. 

The Stovepipe Enamel box shows 
this Iron Black finish being applied to 
a gas range where its heat resisting 
and rust preventing qualities are a 
desirable feature. Other suggested 
uses are for furnace fronts, oven doors, 
oil heaters, fireplaces, andirons, motors, 
machinery, autos, railings, etc. 





Gun Cleaning Pack in One 
Kit 

Neatly packed in one kit containing 

everything necessary to keep guns, 


rifles, pistols and revolvers bright, 
clean, rust-free and in perfect condi- 
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| LIOMPS'S 
Gun Cleaning Pack. 
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tion, Frank Hoppe, Inc., Philadelphia, 
Pa., has recently placed on the market 
what is known in the trade as Hoppe’s 
Gun Cleaning Pack. 

It consists of one full size bottle of 
Hoppe’s Powder Solvent No. 9, a full 
size can of Hoppe’s Lubricating Oil 
and a full size tube of Hoppe’s Gun 
Grease. 


Reading matter continued on page 102 
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Prefer Starrett 


—because most men who use 
precision tools have learned 
by actual experience that 
they can put absolute trust 
in work that’s checked by 
Starrett Tools. 


There are over 2200 fine 
tools in the Starrett line 
and each one of them won 
its place because it filled a 
definite need of one or more 
groups of men whose work 
calls for precision methods. 


THE L. S. STARRETT CO. 


World’s Greatest Toolmakers 
Manufacturers of Hacksaws Unexcelled 
Steel Tapes—Standard for Accuracy 


ATHOL, MASS. 





8945 
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tool sales 


and profits 3 


poe more men’s and boys’ axes, hammers 













and hatchets. And make more money. 
You can do it with CRE-CO-ITE tools. They 
give good service—they are priced within 
reach of all—and they carry liberal discounts. 


No. 112 


Every home, farm, scout, camper and tourist needs 
a good camp axe. Here’s a quick seller. 


Boy’s or Tourist’s Axe 
No. 97 





Another popular item is the CRE-CO-ITE Boy’s or 
Tourist’s axe. Liven up sales and profits with the 
whole CRE-CO-ITE line of men’s and boys’ ham- 
mrers, hatchets and axes. 


Ask your jobber or write us for Catalog H. 





— 2 


OTHER PROFITABLE COMPETITIVE 
ARTICLES—MARION Brand _ warranted 
Pitching Shoes; Forged Shears; Hooks; 
Chain Goods; Tongs; Sheath and Hunting 
Knives. 


CRE-CO-ITE 


“Tools You Can Sell with Confidence” 











MARION TOOL WORKS, Inc. 


Subsidiary of Chicago Railway Equipment Co. 
Marion, Indiana 
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Outing’s New Tackle Box 
Designed for Fisherman 


The Outing Mfg. Co., 576 Jackson 
Blvd., Elkhart, Ind., has placed on the 
market a new tray tackle box designed 
specially for the fisherman. It is known 
as Outing’s Cantilever and has round 
edges and corners designed to combine 
beauty with durability. 





The new box is rainproof due to a 
% inch offset around the top edge of 
the bottom part, over which the lid 
fits. The box can be set down in the 
water, as it is watertight up to the 
hinges a space of 3% inches. It is not 
necessary to lift out the trays. When 
the box is opened the trays auto- 
matically shift to position outside of 
the box, exposing to full view at a 
glance all of the contents of both trays 





CANTILEVER TRAY TACKLE BOX 


OUTING’S 


and the entire box bottom. Use one 
hand to loosen the catch and lock loops, 
open wide and everything is in plain 
view. 

The lever arms connecting the top 
tray to the lid also act as supports 
for these trays. When the box is wide 
open the trays are supported by these 
levers, and the lid of box resting on 
handle is flat with bottom of box, mak- 
ing it impossible for the box to tip 
over, which will be appreciated by 
every angler. 

All boxes are 6% in. wide and 7 in. 
high. They are made in three lengths, 
12 in., 16 in., and 21 in. to suit the 
preference of ‘most all anglers. They 
are so arranged that there is room for 
everything from the small hooks, sink- 
ers, flies, etc., to large reels, flash light, 
thermos bottle, lunch, etc. The longer 
lengths are arranged for short jointed 
rods and landing nets. 

Outing’s Cantilever Tray Tackle Box 
is made of auto body steel enameled in 
a rich brown green color, of suitable 
gage to insure rigidity and freedom 
from warping, yet comparatively light 
in weight. There are only two seams 
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WORKING PRINCIPLES OF OUTING’S 
TACKLE BOX 





around the ends for the entire box, and 
these are tightly electrically welded. 
The Corbin locks have twelve differ- 





ent key changes, insuring security. The | 
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lock loop snaps down, whereas the 
catch loops snap up, thereby doubling 
the locking security. The hinges, lock, 
catches and handle loops are heavily 
brass-plated. 

A touch of individuality has been 
added to this box by having a brass 
identification card holder, celluloid 
covered, just beneath the handle for 
the owner’s name and address. 





New .22 Calibre Rifle 
Has Noiseless Feature 


Designated under the trade name of 
the Crossman Pneumatic Rifle the 
Crossman Arms Co., 
Inc., Rochester, N. Y., 
has recently an- 
nounced and placed 
on the market a 
pneumatic .22 caliber 
rifle, a special feature 
of which is its power 
action—air. 

The propelling 
force is air, placed 
under enormous pres- 
sure by means of a 
lever that folds up 
out of sight under the 


barrel. The power 
depends upon the 
number of lever 
strokes. The trigger 
pull is light and 
smooth. Breech me- 
chanism is of bolt 
action type, rugged 


and fast. The _ .22 
caliber barrel is of 
fine blue steel, rifled 
with painstaking 
care. Adjustable 
peep-sight and _ spe- 
cial front blade-sight 
enable an accurate 
marksman at 100 feet 
to do precision shoot- 
ing comparable with that of any 
powder-using .22. 

Another feature of this new type 
rifle is its unsurpassed accuracy with- 
out an annoying report. In the home 
or yard it does not disturb neighbors, 
among whom the noise of a firearm 
would immediately arouse complaint. 








Unit Flasher Requires 
Minimum Attention 


The Reynolds Electric Co., manufac- 
turer of fractional horsepower motors, 
2650 W. Congress St., Chicago, IIl., has 
recently placed on the market a reli- 
able motor driven sign flashing me- 
chanism, designed to be positive in 
timing, rugged in construction, small 
in size and quiet in operation, known 
as the Reco Unit Flasher. 

The Flasher mechanism is driven 
through a train of gears by a standard 
power motor, and all is built in a 
special motor frame of cast iron, and, 
therefore, self-contained. 

It is made with one, two or three 
brushes, and will handle a like num- 
ber of circuits. The brushes ride the 
contactor drum without movement or 
vibration, and have unusually long life. 
The contactor drum operates on a 


Reading matter continued on page 106 
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quick-make-and-break principle’ en- 
tirely new and novel in flasher con- 
struction. 

The Flasher is suitable for outdoor 
or indoor installation and will handle 
from 400 to 800 watts per circuit. 





New Liquid Containers 
Are Unbreakable 


A container for both liquids and 
foods with a replaceable filler holding 
one gallon of liquid or eight pounds 
of solid food, has been announced by 
the Royal Mfg. Co., Toledo, Ohio. 





Thermic Bottle 


It is known in the trade as the com- 
pany’s No. 60 Royal Thermic bottle. 
It is attractively finished in a green, 
with gold and black transfer label and 
has a 3% in. mouth opening and an 
aluminum drinking cup. 

The company also announces a new 
and attractive number in its line of 
gallon size jugs, designed to eliminate 





With Replaceable Filler 


breakage possibilities. This, likewise, 
is furnish in an attractive een, 
with a colorful dis - ed label. It has 
been designed with an earthenware 
filler, polished aluminum stopper and 
drinking cup. 
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Domes by the Dozens 


=3|HAT a lot of furniture a house holds! 
_--at least three to five dollars worth 
“| of Domes of Silence are needed to 
save those lovely rugs and floors and to make 
furniture move easily. Place one of the new 
Display Cabinets--shown on the next page--on 
your counter and put a five-inch strip to work 
making from one to five dollar sales per cus- 
tomer. When she buys one package, suggest 
others for the furniture she forgot. Homes 
require Domes by the dozen sets--why sell 
them by the single package? 


DOMES rs SILENCE 


Easily cApplied 
Save Furniture, Floors 


and Rugs 


Better Than (asters 
The Perfect Furniture 


Footwear 








Reg. U. S. Pat. Off. 
No. 995,758 which will 
be strictly enforced. 


DOMES OF SILENCE Division, Henry W. Peabody & Co. 17 State Street, New York City. 
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REFILLS: 


Sizes %*, 1%", %*", %"* and %* 
packed in % gross sets straight 
sizes~-$9 per gross sets. Size 
1 %* packed I dozen sets--$13.50 
per gross sets. 






Ys gross sets: 
1 doz. each of 
$ Sag 7a = 
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It Sells 


ND it takes only a five-inch strip 
of counter to do a real selling 
job. In front, an attractive re- 

minder. In back, a stock cabinet with 
all sizes instantly visible. A billion pack- 
ages of Domes are needed in the homes, 
clubs, institutions and offices of America. 
This new cabinet will get you a lot of this 
business without effort from you. Domes 
are nationally advertised--cash in on the 
national demand that has been created. 
Your jobber has this cabinet for you now. 
Put it to work for profits. 








Better Than (asters 


The Perfect Furniture 
Footwear 





Easily cApplied 


| Save Furniture, Floors gee-\ 


and Rugs 





Reg. VU. S. O ff. 
No. 995,758 a ch will 
be strictly enforced. 





DOMES OF SILENCE Division, Henry W. Peabody & Co. 17 State Street, New York City. 
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Tie-up With The 





Advertising Campaign 


In These National Magazines 


Motor Boating 
Pacific Motor Boat 


Saturday Evening Post 
Literary Digest 


Cosmopolitan Hardware Age 
American Magazine Hardware World 
Red Book Commercial Car Journal 


Bus Transportation 
Mill Supplies 
Electric Railway Journal 


Country Gentleman 

American Fruit Grower 

Farm Journal 

Farm & Fireside Railway Age 

Successful Farming Railway Purchases & Stores 
National Petroleum News 


Will bring the PYRENE story 


to an enlarged market 


A profitable partnership exists be- 
tween this company and its dealers. 
Backed by this intensive campaign, 
now in full swing, your Pyrene sales 
for a year will run up into big figures. 
Sell more Pyrene fire appliances by 
displaying them and asking prospec- 
tive customers to buy. Show ’em, 
Sell ’em;--Hide ’em, Keep ’em. 
Push Pyrene—the improved Pyrene 
extinguisher. 





You Know Pyrene But You Don’t Know 


The 
IMPROVED 


on’ 





EXTINGUISHER 


During the past two years many important improve- 
ments have been made in the Pyrene 1 quart and 1': 
quart extinguisher. These new features will be fully ex- 
plained to you by Pyrene sales representatives and your 
jobber’s salesmen. These improvements have made a 
good extinguisher better. 


Order Now Through Your Jobber 


THE PYRENE MANUFACTURING CO. 
NEWARK, N. J. 


“Fortify for Fire Fighting”’ 
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Continuous Sprayer 


Made in tin, galvanized, and 
all brass. Pump chamber, 15 
xl% in; tank, 4%x4 in; 


capacity, one quart. 


Double seamed, strong, durable 
tank; all brass working parts; 
two brass nozzles. If you are 
tired of customers’ complaints 


on cheaply made _ continuous 
sprayers, stock the ‘‘Blizzard’’ 
this season. Packed 1 doz. in 
case, 





‘‘Speedex’”’ 


Compressed Air 
Sprayer 
Half-gallun double seamed, 
galvanized steel tank; 14'4x 

in. brass pump, with 
brass ball valve: brass noz- 
zles, straight and angle. One 
of the most popular, small 
compressed air sprayers ever 
introduced. Packed 
one-half dozen in 
case. 


“Sturdy” j 


Double-Action 
Continuous Spray 


Used with our = galvanized 
Knapsack tank, or with pail, 
barrel or tank. Made en- 
tirely of brass without leather 
packing or other parts to 
wear out. Slow, easy pump- 
ing throws powerful, continu- 
ous spray or stream as de- 
sired. A fast-selling, all- 
purpose sprayer. Four all- 
brass nozzles provide for 
every spraying, disinfecting 
and washing purpose. Extra 
extension and elbow for under 
spraying. 
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The Original 
Compressed Air 
Sprayer 


The “BANNER” 


Its important, exclusive fea 
tures are the result of over 
thirty years of sprayer manu 
facturing experience. Hun 
dreds of thousands in use all 
over the world. 





(@ D.B.SMITHECO.@) 









Heavy, 21x7% in., four gallon tan 

closely riveted to stand heavy pres 
sure; 2 in. seamless brass pum 
with mew easy-grip spade hanille 
heavy brass pump castings with ma 
chine-cut threads; no corrosion, rust 
or wear; removable 2 ft. heavy spra: 
hose: automatic, adjustable, brass 
non-clog nozzle. Sprays anythin: 
in liquid form. Made in both ga! 
vanized and brass tank styles. Na 
tionally advertised for years a 
favorite with farmers and gardeners. 
Smith Brass Spray Nozzles 

Every dealer needs a stock of Smith 
Brass Nozzles—a nozzle tor every 
spraying purpose. 


D. B. Smith & Co. 


Incorporated 


Utica, New York 


Write for 
Catalog 


Over forty 
styles of 
sprayers _il- 
lustrated in 
colors. 
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Connecticut Convention Report 


(Continued from page 51) 


Mr. Fuller told of the work being accomplished by 
the Connecticut Association and paid a _ graceful 
tribute to the Nutmeggers for its cooperation with 
the association and expressed the hope that the joint 
meeting would become an annual event. 

He emphasized the importance of retailers adopting 
progressive merchandising methods as an asset in 
business. He differentiated between volume and 
profits and urged that members use judgment in 
taking on new lines lest they merely increase volume 
without adding to their profits. Retailers, he said, 
can well pattern after the chain and department 
stores in respect to methods of display. He urged 
that store front be painted and that proper lighting 
methods be installed, and that where a store publica- 
tion was used that it have the proper selling appeal. 

He mentioned the efforts of the association to pro- 
mote standardized catalogs, and mentioned how at the 
last convention Charles J. Heale, associate editor of 
HARDWARE AGE, had urged their general adoption. 

In reference to the Glorified Peddler, Mr. Fuller 
said, ““‘Why not adopt the HARDWARE AGE slogan, ‘A 


Dollar at the Store buys more than a Dollar at the. 


Door.’ ”’ 

“The average life of the retail store,” said Secretary 
Hitchcock in his address, “is 7.57 years, according 
to calculations made by Paul Findley and covering ten 
retail trades. The average life of the hardware store 
was the longest, being 7.9 years and it varies by 
slight graduations down to 6.4 years for clothing. 

“There is much food for thought in these figures. 
When we realize the long existence of many of the 
concerns comprising our membership, it means that 
the life of many hardware stores must be exceedingly 
short to bring the average life down to 7 years. 
The starting and stopping of these stores, with the 
special price inducements se common in _ enticing 
trade while getting under way and the throwing of 
bankrupt stocks on the market at the finish, hurts 
more than a continuing business would. 

In speaking of the “Glorified Peddler,” Mr. Hitch- 
cock said, “The principal arguments to protect the 
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thousands who might be defrauded by canvassers 
might be boiled down to two. First, legislation is 
necessary to protect the thousands who might be de- 
frauded. Second, legislation is necessary to protect 
the local merchant from unfair competition due to 
the fact that firms using the so-called ‘direct method 
of distribution’ pay no taxes. E. J. Miles, manager 
of the Retail Merchants’ Association of Springfield, 
Mass., in the February issue of Nation’s Business, 
answers these as follows: 

‘‘*No merchant has a claim on local business simply 
because he pays taxes and contributes to the welfare 
and social organizations.’ He advocates merchants 
putting their own merchandise over instead of staying 
up nights framing ordinances to put canvassers out 
of business. He stated: ‘If the many different forms 
of distribution which have developed during the past 
few years—the chain store, the house-to-house can- 
vasser, the endless chain method, etc., have no place 
in our economic life they will die a natura] death.’ 

“This matter came up before our Legislature last 
session, but no feasible bill was presented to the 
Judiciary Committee. In this connection, it might be 
wise to have a legislative committee appointed which 
could render assistance if anyone believes we haven’t 
laws enough already. The National Association would 
also like a legislative committee appointed in each 
State through which it could appeal to Senators and 
Congressmen on national legislation should the need 
arise. The same committee could fill both functions.” 

Mr. Hitchcock stated that “recently the United 
States Chamber of Commerce put out a questionnaire 
to ascertain the opinion of merchants regarding leg- 
islation permitting the enforcement of an established 
selling price by the manufacturer of patented or trade- 
marked articles. This is a topic we have discussed 
for years, and it seems that on so important a topic 
we should be willing to give a little thought to it.” 

An address by Willard Scott, Brookline, Mass., 
was the feature of the Annual Dinner, with which the 
convention concluded. Mr. Scott, who introduced 
himself as a clergyman out of a job, spoke on “playing 
the, game” as we find it. He advocated that we accept 
and make the most of conditions as we find them, 
and, incidentally, to improve them. 








Coming Hardware Conventions 


AMERICAN HARDWARE MANUFACTURERS | 18, 1926. Le 
ASSOCIATION CONVENTION, Atlanta-Biltmore | Market St., San 
Hotel, Atlanta, Ga., May 4, 5, 6, 7, 1926. 
F. D. Mitchell, secretary- treasurer, 1819 


oontiena New York City CONVENTION 


June 8, 9, 10° 1926. 


A. 
AMERICAN IRON, STEEL AND HEavy HARD- 717 Commercial Bank Building, Charlotte. ta, Ga. 


WARE ASSOCIATION CONVENTION, Ambassador 
Hotel, Atlantic City, N. J., May 25, 26, 27, 
1926. T. James Fernley, secretary, 505 
Arch Street, Philadelphia, Pa. 


ARKANSAS RETAIL HARDWARE AS8OCIA- 
TION CONVENTION, Little Rock, Ark., May, 
1926. L. P. Biggs, secretary, 815 Southern 
Trust Building, Little Rock. 


CaLapenmia Rerar. Harpware & Impup- | Ind., June 2 
ASSOCIATION CONVENTION, Hotel 
Whitcomb, San Francisco, March 16, 17, 


NATIONAL RBTAIL 





Indianapolis. 


>. =~ oem. secretary, 112 


HARDWARBE SS OF THB CAROLINAS | ConVENTI 
ND EXHIBITION a ae N.C. 


a enennmars ae HARDWARE & IMPLE- | ASSOCIATI 
ENT ASSOCIATI Conv 
ie. June 21, “2. 23, 1926. Gu 
secretary, Chamber of Commerce, Columbus. secretary-treasurer, 61 


WARB 
Congress, Claypool “a | Hotel aEnavets. 


Sheets, secretary, 130 a. Washington St., 


SOUTHEASTERN RETAIL HARDWARE AND 
IMPLEMENT ASSOCIATION (com ~~ of Ala- 
bama, oe Georgia Tennessee ) 
AND EXH MTEETION, Atlanta, Ga., 
May 10, iL 12. 1926. Walter Harlan, sec- 
secretary, retary, 701 Grand Theater Building, Atlan- 


wah penne CALIFORNIA RETAIL HARDWARE 
N CONVENTION AND EXHIBITION, 
gee Biloxi, | March 10, “rt, 12, 1926. aa a Am- 
Nason. | bassador Hotel, Los Angeles. Boyd, 
wR Bank 


Building, Los Angeles, Cal. 


SOUTHERN HARDWARB JOBBERS ASSOCIA- 
TION CONVENTION, re ey Hotel, 
Atlanta, Ga., May 4, 5, 1926. John 
Donnan, ciaentenhonh edunsed Va. 


ASSOCIATION, 
1926. Herbert P 
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Genuine ‘PHILADELPHIA’ Lawn Mowers 
Take the Work Out of Lawn Mowing 


Even the big husky homeowner wants a lawn mower 
that requires a minimum of energy to operate. You 
yourself would appreciate a lawn mower that is as easy 


to operate as the Genuine * PHILADELPHIA ’’ 


This is not the only feature responsible for the popularity 
of these lawn mowers. They are light running, durable 
and give entire satisfaction. 

Wherever grass is grown, we are known. 


















Motor Mowers— @% 
30” Walking Type, ¢ 
30” Riding Type, 

40” Riding Type, 
Combination Roller 
and Lawn Mower. 












20 Hand — 4 Horse — 3 Motor 


Two New Styles—“Graham”-Golf and ‘“‘A”-Golf. The only all 
steel Golf Mowers on the market. 8 Blades Practically In- 
destructible ~ 






Send for No. 25 Catalog and Discounts Now 


The Philadelphia Lawn Mower Co. 
31st and Chestnut Sts., Philadelphia, Pa. 


“The Original People in the Lawn Mower Business Since 1869’ 






















Styles ‘‘Graham’’ and 
‘*A’’ All Steel, Prac- 
tically Indestructible. 





For the entire market | 


- N the Everite Line of Oil Cook Stoves you will 

| find a complete one. Made in both wick and 
wickless types, suitable for every cooking need and 
for every housewife who desires an oil stove of 
utmost service, worth and value. 





Housewives are quick to recognize the merits 
of these stoves. That’s why dealers are finding 
them to be ready sellers. 


The Everite Line offers dealers an opportunity 
for greater profits and merits your consideration. 


Write us for complete data on this line which is 
sure to prove a profitable one for you. 


THE GLOBE MACHINE & STAMPING CO. 
1207 W. 76th St., Cleveland, Ohio 


EVERITE 











Oil Cook Stoves 
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Retail Store News 


H. Allen Seidboldt, operating a retail hardware store at 13546 
Detroit. Mich. is reported as having filed 
risking liabilities of $14,487 





The information contained in the following items, while com- 
piled from sources which we believe to be reliable, have not yrand River Avenue, 


been verified in all instances by ourselves. a voluntary pe aoe in bankruptcy, 
and assets of $5,8 


Ellis Seadey & John Gilad, Aitkin, Minn., have succeeded to 
the business of the Aitkin Hardware Co. in that city. The Globe aikaediie Co., at 120 North Broad Street. Globe, 
Tom Chandler, proprietor of the Central Texas Grocery Co., Ariz. have work underway on the erection of a two story 
Palmer, Tex., has succeeded to the hardware and grocery busi- addition at the rear of the store. | 
ness of J. R. Stente in that town. Staider Hardware Co., ge and pemeeaes et 
: Perrysburg, Ohio, has recently een organized and incoerpora 
' he Me ge ae TS Oe ee yg ne by John H. Stalder and associates and will open a local retail 
Someans : Te . . hardware and housefurnishings store within the next six weeks. 
Leo Carter has bought the retail hardware store formerly m1 oa ess wee seca aed prin oy nae 
owned and conducted by J. D. Reid at Colfax, Wash. ments to establish a branch store at Waterloo, lowa. The new 
The Western Hardware Supply Co., has recently been or- store will be located at 624 Lafayette St. in that city. 
_— and incorporated, with a capital of $10,000 at Leoti, Wade Greene is reported ax having succeeded to the hardware 
Ki wH Cc Kimball, D..h tal and stove business of C. L. Davis at Carrollton, Ill 
iit The Zimmerman Hardware Store, at 396 Atwood Avenue, 
é Madison, Wis. is a recently established retail store in that city. 
Dale Shelton, at Allerton, Iowa, has recently purchased the ' 
hardware, grocery and feed stock of Reck & Company in that The Ripley Hardware Co., has recently established a retail 
city. hardware store on Kentucky Avenue at Paducah, Ky. 
H. A. Brown has succeeded to the business of the ast Lrairie O. B. Feldamp has succeeded to the hardware, stove, tires 
Hardware Company at East Prairie, Mo. and “y+ a Ser and formerly conducted by L. V. 
The Wieland-Boudy Hardware Co. is the name of the new Bauer at Clinton, Mich. | 
firm which has taken over and will continue te operate the The Browder -Edwards Hardware Co., has recently been 
hardware and plumbing store formerly conducted by and under formed as a consolidation of the Edwards Hardware Co. and 
The Browder Hardware Company at Duncan, Okla. 


the name of Jolly, Wieland & Richardson, at Olney, II. 


Joseph Kauber and Associates, at Denoa City, Wis., have Mrs. O. Burcham e? recently established a retail hardware 


business at 528 Second Street, Portsmouth, Ohio. 


acquired the hardware business of Frank Vassburg, in that city. and stove 

Martin Jurgenson, Newell, lowa, has succeeded to the retail Johnson & Conklin ote succeeded to the hardware and 
hardware business of Oscar H. Skow, in that city. builders supply store of Jarrell Johnson, at Williston, N. D. 

E. B. Shakey, Deurand, Ill., is reported as planning to estab- Whitaker & White have plans underway for establishing a 
lish a hardware and implement store in that city shortly. retail hardware store at Stilwell, Okla. 

Tennock & Porter, Williamson, Mich., has sold their business L. M. McPherson has succeeded to the hardware and dry 
in that city to Claude Gardiner. goods business formerly conducted by R. A. Bedis at Brace, 

Max Reick, Depue, Ill., has established a retail hardware, Tenn. 
furniture and tinware store in that city. Fulton Bros. in the hardware and paint business at 265 


Glenwood Avenue, Youngstown, Ohio, have plans underway for 
the removal of their stock and fixtures to a new location within 
the next six months. 


John E. McKee is reported as having filed a petition in bank- 
ruptcy at Kokomo, Ind. Mr. McKee conducted a grocery and 
hardware store. 





Dunaway Brodthers, at Panhandle, Tex., have plans underway Herbert Hardware Store, 606 Arch Street, Philadelphia, Pa., 
for the establishment of a local hardware store within the has plans underway for the establishment of a new branch at 
next few weeks. 135 South 13th Street, within the next month 

Black & Co., are reported as having established a new hard- Cc. R. Buchanan, has succeeded to the hardware business of 
ware and paint store at 314 East Adams Street, Springfield, II. the Lodi Hardware Co., of Lodi, Cal. 
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Armstrong advertising is. reaching 
every field that uses Pipe Fitting and 
Threading Tools and telling mechan- 
ics to buy from you instead of us. 


Tie up with this advertising, keep 
stocked with the Genuine Armstrong 
Pipe Tools and be ready to supply 
them when customers come to buy. 


ry wt®ar, 


‘ 
; 
VA 


4 
ku 


re q int 
Back of Armstrong Tools is more 
than sixty years experience and repu- 
tation for dependable quality and un- 


‘der in tt af failing service. 
' Please order from your Jobber in- 
~~ Di Nous 


stead of sending to us. 
i) 


4 
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The Armstrong Manufacturing Co. 
of 


Bridgeport, Conn. 
Only 




















Reading matter continued on page 110 
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SAND’S 4comicn LEVELS 


SAND’S LEVELS TELL THE TRUTH 











Nationally Advertised Levels Are Easiest to Sell 


Being Nationally Advertised and known everywhere for their permanent factory built- 
in accuracy, Sand’s Levels are easiest to sell. 

Sand’s California White Sugar Pine Plumbs and Levels are made of selected straight- 
grain stock free from sap. After being thoroughly air-dried, each piece is again dried 
from ten to twelve months before being made into finished stock. This instires against 
warpage, and assures absolute accuracy. é 


Write for Literature and Prices. : 














Sand’s Level & Tool Co. 8629 Gratiot Ave.. Detroit, Mich. 
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rUBULAR LATCHES 


for Cupboard, Screen and French Doors 


IRRESISTIBLE 
SALES APPEALS 


Greatest Economy—though they set into the door 
they can be installed by an ordinary handy man 
in a quarter of the time a skilled mechanic re- 
quires to put in a mortised latch—at about 1/5 
the cost. 

2 Absolutely Trouble Proof—they consist of only 
three substantial working parts which are prac- 
tically indestructible and cannot get out of order. 


L:xceptional Attractiveness—beautifully designed, 
handsomely finished, always perfectly installed. 











Dexter Tubular 
Latches are 
made m aie va- 
riety of styles 
and sizes includ- 

ing cupboard 


to install, simply 
APs Y door models with 
bore {wo glass and opal 


knobs. 










































These are items on which you can do volume 
business. Write for descriptive literature. 


NATIONAL BRASS CO. 


1611-19 Madison Ave. 
GRAND RAPIDS MICHIGAN 
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the AUTOMATIC. Here is an incubator, 
built in a wide range of sizes, which meets 
every requirement of the progressive poultry 


f rmer. 


ITOMATICS have many labor-saving and 
c ednvanient features, which make them popu- 
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WIOMATIC 


spelt 
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The Best Line to Sell! 


Ft quicker sales and larger profits—sell 






5 


lar. They are auto- 
matic in operation. 
They are regulated = 
by the famous pat-= 
entedRevolving= 
Chute, which auto- 
maticallyassures 
positive heat control 
at all times. Can- 
not overheat nor un- 
derheat. The pat- 
ented Cooling Rack 
eliminates extra 
steps and unneces- 
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Origin of the File 


(Continued from page 45) 





the times when Europe was the home of barbarous 
tribes. This file has coarse toothing running across 
the blade at right angles and has a well developed 
tang, much like that of modern files. 

Another ancient iron file formed part of a collection 
of armorers’ tools left at Thebes in Egypt by Assyrian 
invaders, as is shown by the presence of a copper 


oonamnaed TET 


Combined flat and round file discovered at Hallstatt. 
Date about 600 B. C 


helmet of the Assyrian style which was found with 
the tools. This file is believed to date from about 
the seventh century B. C. 

With the use of iron it became possible, for the first 
time, to produce really efficient files for cutting metal, 
but iron is so perishable that few examples of these 
early iron files have survived the ravages of rust. 
Roman files have been found on the sites of their 
camps in England and half-round files of an unknown 
period have been dug up in London. Gradually, as 
metal working developed, the file was perfected and 
became a commonly used tool. 





Actual Play 





HERE can be little doubt but 
that the game which is at- 
tracting the biggest attention in 
the world today is football. Foot- 
ball games attended by as many as 
89,000 people are today quite as 


sary work. Cabinets are exceptionally well 
made—of genuine redwood and are perfectly 


insulated. 

AUTOMATIC Super- 
Heater ae 
Brooder 








HOTA 


aT] 





Here is the latest and greatest improvement 








in oil-burning brooders—the AUTOMATIC = 


Super-Heater. 


For safety, easy operation 


and perfect reflection and distribution of = 


heat, this brooder is without an equal. 
Super-Heater represents the best brooder = 
value on the market and it is sure to gain = 
instant recognition from your poultryman 


customers. 


Write for Dealer Offer 


Cash in on the growing demand for AUTO- 
MATIC INCUBATORS and BROODERS by 
becoming the Automatic dealer in your terri- 
tory. Automatics are nationally advertised 
in the Country Gentleman, poultry papers, 
etc. Write TODAY for our exclusive dealer 
offer and complete sales plan. 


THE AUTOMATIC INCUBATOR CO. 


Dept. 217 


The = 


Delaware, Ohio 


nnn 


much a part of the fall season as 
Thanksgiving Day. It was recently 
brought to light that, as strenuous as football seems 
and is, the stop watch shows that the actual time 
that the men are in play averages around ten minutes 
in a whole game of four quarters. In two of the big 
games last fall, this average was ten minutes and 
twenty seconds and ten minutes and slightly over 
fifty-two seconds. Place the average selling time of 
the average sales-person “end-to-end,” as the statis- 
ticians love to phrase it, and it would undoubtedly 
prove to be a no larger fraction of the total work- 
day of those sales-people. Obviously, it would be both 
physically and mentally impossible for the football 
player to play or the sales-person to sell every moment 
of his game or his merchandising day. But the for- 
mer provides the latter with a splendid example of 
what best to do in the seconds and minutes between 
actions. He endeavors to extract from the sum- 
total of his experience what are the strong and what 
the weak points of his own team and of its opposition, 
both collectively and individually, most important of 
all, he plans for the future and what he is going to do, 
gives his suggestions to the quarter-back who is to 
give the signals for the next play and listens intently 
tu the latter when they are given, giving his best 
mentality to understanding them and his best self to 


executing them. 
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Dr. Haake on Intensified 
Merchandising 


(Continued from page 52) 





which we are combating, waiting for the retailer, 
and he has to be brought head up to see it, by an 
order for goods which the consumer insists on having 
and which he does not have in stock. 

“T am afraid that there are still some retailers who 
do not realize that nationally advertised goods are rea) 
money makers. Some fail to fully appreciate what 
is being done for them by the manufacturer in the 
way of creating demand for goods which they can 
and really should sell. 

“The Simmons Co. does not spend large amounts 
of money because it loves to throw money away. We 
do it because it helps our dealers move the goods, 
because it enables us to get larger volume, to cut our 
costs of production, to finally give the consumer more 
for his money than we could if we had not advertised. 


Who Pays for Advertising? 


“The question is often raised—‘Who pays for the 
advertising?’ The public, or the manufacturer or 
the dealer, when it is bad advertising. But most of 
the advertising is fair or good, and much of it is 
splendid. Most of it is worth while. When advertis- 
ing is effective in selling goods, it pays for itself, 
leaving a little extra in the shape of better value 
at a given price for the final consumer. Advertising 
actually lowers the cost of distribution. 

“The retailer is wise in handling nationally adver- 
tised goods. He is particularly wise when he handles 
goods so advertised as sold with the retailer only. 
He can well afford to stand side by side with the 
wholesaler and manufacturer who helps him fight 
his battle against the canvasser or anyone else, who 
makes common cause with him. 

So, if I were a retailer, I should certainly handle 
goods comparable and advertised, to compete with 
what the canvasser is selling. I should have what 
people have been educated to want. 


Stress Facts 


“If I may make a gentle suggestion, it is your job 
to get the American woman and her partner in pur- 
chasing to realize she can spend her money to better 
advantage with you than she can anywhere else. Of 
course, you must first make this a fact. 

“In just a word, it is our job to become better 
merchandisers, to work shoulder to shoulder with the 
manufacturers and wholesalers who work with us. 

“We have made a splendid start in just becoming 
aware of the problem. The canvasser finds it in- 
creasingly difficult to sell his wares. Those who 
employ him find it likewise difficult to keep his ranks 
filled—going even to the lengths of advertising for 
help through their national advertising. 

“Let’s keep up the good work, and one of these days 
the American woman will have come generally to the 
conclusion that it is more convenient and advan- 
tageous to buy in the retail store than from the 


agent at the door.” 





HARDWARE AGE 111 














-. 


Boat Owners are 


Repairing the Leaks 


Our national advertising in practically every marine and 
boating magazine is sending boat owners to hardware 
stores for the 


Nationally Advertised 





JEFFERY’S 


MARINE GLUE 


SOFT QUALITY 











JEFFERY’S 


Waterproof Marine Glues 


Be ready to supply their needs. Display these famous glues in 
their attractively labeled cans where every boat owner who visits 


your store will see them and be remjnded of his need. Now 
is the time to sell them. 

These glues are easily applied, cover well and waterproof a boat 
so that it is absolutely and permanently leak-proof. 

We co-operate with you in every way and our discounts insure 


Jobbers supplied direct. Dealers 


exceptionally large profits. 


thru Jobbers. 
var 
See y 
Ou 3 yaroware 


Buye's 
g 


Gtalof 


in | @talo 





= LW Ferdinand €éCo, 


152 Kneeland Street, Boston.Mass. 
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. . 3 patterns to retail for 1.25 each 
Observations of a Cutlery ¢ patterns to retail for 150 cach 
2 patterns to retail for 1.75 each 
Salesman 2 patterns to retail for 2.00 each 

etait nbn page 64) 4 patterns of three-blade jacks 


vse jaranaeanaisrasne (excluding cattle knives) — 

. 2 i 

and twenty patter s we are a — 2 patterns to retail for $1.75 each 
i y pattern lines we are assuming there re 2 patterns to retail for 2.00 each 


mains seventy-six patterns of pens and jacks. Let’s 
break this line into the following price groups, as we 
do so putting them in rolls or trays in this order: 








Now we have our staples arranged so they are easy 
for the salesman to handle and easy for the merchant 
to buy. At a glance the merchant sees what he has to 
Forty-five Patterns of Assorted Pen Knives. select from for each price grade. 

24 patterns of two-blade knives— As salesmen become acquainted with retail values 

10 patterns to retail for $1.00 each they sell more merchandise. Just another way of 


4 patterns to retail for 1.25 each . 
6 patterns to retail for 1.50 each saying we sell more of the goods we know the most 


4 patterns to retail for 1.75 each about. 
is enttinn étt thmentnede Hatie | ingen a pegs amg! units ray a 
q 4 patterns to retail for $1.50 cach interfere with se ling speci ¢ purpose knives. In ese 
4 patterns to retail for 1.75 each groups we have included only those knives that are 
+f rors - re 0 “pe —_ of the regular run or variety of patterns found in 
a a a, a most good lines of pens and jacks. If in addition to 
7 patterns of four-blade knives— this or a similar arrangement of pens and jacks, the 
: pattern to ane for $1.50 each salesman will have his specific purpose patterns 
patterns to retail for 1.75 each . . . . . 
) 2 patterns to retail for 2.00 each grouped together in price rotation, he will have his 
1 pattern to retail for 2.25 each entire line in good arrangement and his customers 
1 pattern to retail for 2.50 each will find it easy to buy from. 
Thirty-one Patterns of Assorted Jack Knives. There is no — need for special pocket knife 
salesmen than there is for special hammer, chisel or 
27 patterns of two-blade jacks— screw driver salesmen. As the jobbers’ salesmen 
2 patterns to retail for $0.50 each realize how easy it is to know their lines of pocket 
2 patterns to retail for  .65 each ; 2 . . 
2 patterns to retail for .75 each knives they will increase their own and their cus- 
8 patterns to retail for 1.00 each tomers sales. 





Double Strength .) KYSE CRI APE No Warping or 


Covers 
RUBBISH BURNER 


EVERY WEEK A CLEAN UP WEEK 


Woven Flat Steel Construction Will Not Blow Over 


Kach side of the burner is a unit by itself with 18 gauge flat 
carbon steel strips 1%” wide, electrically welded to our one 
piece frame. 

tt uf All packed in a heavy carton 31% inches using less room for 
— EEEERE storage shipping and delivery. 
Skyscraper Rubbish Burners will hold their shape. 


Zp 


/ Ly ey 
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Send for descriptive booklet and discounts. 


Stands Rigid Mfrd. by H. B. Bornside Keeps Back Yard 
Lasts for Years. 6 Winter St. Fires Under Control. 
Providence Rhode Island 











Reading matter continued on page 114 
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Style No. 501 — Graceful and very popular 
Wrought Iron, antique finish brass ornaments 


S URDY construction, fine workman- 
ship and perfect finish are outstand- 
ing features of the fireplace fittings made 
by Howes of Boston. 


Many of the pieces are exact reproduc- 
tions of rare antiques; others are beau- 
tiful adaptations of old patterns; siill 
others are of modern inspiration. 


The line includes every wanted item of 
fireplace equipment and offers a wide 
variety of designs and finishes in Brass, 
Wrought and Casi Iron. 


For prices and furthér particulars address 


THE S. M. HOWES CO. 


Boston, Mass. 








44 Union Street 














TT 
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WoLOW SAVIOR 
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Galvanized 








itil still 
Wine HAUVARTOOOU ALU SANT 





‘perfect 


DOULA HHUA GONADS RRAANATRGNHA 





The “Customers” Who Send a Friend 


Some of those “Customers” we have been mentioning 
here week after week are getting into action. We under- 
stand they have been boosting “Perfect” Screen and Hard- 
ware cloth. All the neighbors are talking about its quality 
and fine appearance and passing it on to their friends. 


It started some time ago when our Dealer Friends insured 
themselves against dissatisfied customers by selling better 


Wire Cloth. 


And now all their efforts are being rewarded by repeat 
sales and new customers. 


If you are not meeting these folks ask your Jobber to 
tell you about “Perfect.” 









SUTIN LLL 


WIRE CO. 


ili HE! 





eel i¥ hid 
TT 


HUSH THE 





LUDLOW-SAYLO 
St. Louis, Mo. 





Painted 
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Ohio Convention Report 


(Continued from page 55) 


as high as $35 and $45 each. He also sells bird seed 
in large quantities. 
A. Rothernberger of Napoleon said he had been 


IA areXAgehte) 


handling toys four years and had increased December 
sales 500 per cent through the addition of this line. 

Other items mentioned as good extras for hardware 
dealers were boats, luggage, harness, blankets, coal, 
sashes and doors. 


Use of Display Tables 


Urging strongly the use of open display tables, 
H. H. Daughters, Painesville, said the automatic 
second sale was due to display. He recommended 
flat-top tables and demonstrated the advantages with 
a model open table. He also urged the use of visible 
price cards instead of tags and said “Displays are 
the silent salesmen of your store. Price cards are 
your stores’ voices.” He said offices should be raised 
16 inches from the sales floor and be located in the 
rear, so that people coming there would see goods dis- 
played. Shelving should be no higher than 7 feet, he 
said. 

W. B. Martin disagreed with Mr. Daughters, say- 
ing that open tables cannot be used entirely, as nickel 
goods and other highly polished lines would soon show 
fingerprints and other marks of handling. 

Rivers Peterson, editor, Hardware Retailer, urged 
dealers to consider the commission basis for their 
clerks, maintaining that this would help increase 
sales. He also said he would put 10-cent items on 
shelves and place the $1 items on display tables. 
Mr. Peterson said dealers should plan their way to 
success and then follow those plans. Too many deal- 
ers, he said, went along without any definite knowl- 
edge of where they were going. 

H. B. McGrath, Cleveland, led the Friday morning 
question box discussion on returned goods and short 
orders. Treasurer John T. Baker said 22 jobbers 





Who will sell 
your customers 
refrigerators 
this spring? 





You can't do it if you don’t 
carry them. 


Why send _ these profits 
down street to another store? 


Write us or your jobber 
about putting in the depend- 
able Challenge line. You 
might as well get your share 
of your town’s refrigerator 
business. 


Challenge Refrigerator Co. 


Grand Haven, Michigan 


42 years of constantly improved products 





send salesmen to see him and that there are too many 
dealers. He scored the practice of some jobbers who, 
he said, started new stores by getting inexperienced 
and poorly financed retail clerks to enter business 
for themselves. Rivers Peterson again brought up 
the commission idea and suggested 8 per cent. as the 
proper basis. 

At the close of the final session the National Lamp 
Works, Nela Park, Cleveland, offered a surprise fea- 
ture given in the form of a two-act playlet, which 
was chock full of good merchandising logic. It de- 
picted the awakening of merchandising instinct in a 
hardware dealer named Adams who, through the ef- 
forts of a salesman, realized the selling possibilities 
of lamps. The playlet was called “Stepping It Up.” 

The George Worthington Company, Cleveland, 
wholesale hardware distributors, presented a complete 
model retail hardware store of average size. This 
model had special and complete wall, counter and 
display table fixtures. It was fully stocked and of- 
fered visiting dealers some good pointers on store 
arrangement, stock sampling and display and on 
other pertinent retail problems. 
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Nutmegger’s Dinner 


(Continued from page 53) 





size. Several difficult compositions were rendered, 
which had a very pleasing, plaintive quality, and great 
flexibility in the matter of tone graduation. A much 
appreciated souvenir was the booklet issued by E. C. 
Atkins & Co. and containing “Songs, Old and New,” 
which was used in the group singing. 

The committee in charge of the entertainment was 
under the chairmanship of W. L. Bennett, Baeder 
Adamson & Co., who was assisted by H. F. Sullivan, 
A. G. Spaulding & Bros., and Jack Tracy, Russell 
& Irwin Mfg. Co. 


Souvenir Program Issued 


A souvenir program was prepared by the Nutmeg- 
gers, covering both their own banquet and entertain- 
ment and the convention of the Connecticut Hardware 
Association. This was arranged and printed for the 
Nutmeggers by THE HARDWARE AGE organization, 
and contained an unusually large number of hardware 
advertisements of manufacturers and _ wholesalers. 
Because of the useful information which it contained, 
a copy of the program was forwarded to every secre- 
tary of every hardware association throughout the 
country. 

Prior to the election of officers, President Schwartz 


had announced that he could not again accept the . 


office of president, despite the insistency of the nom- 
inating committee. It was only after the utmost 
efforts that he could be prevailed upon to again accept 
the office which he has filled with signal success since 
the founding of the organization. 

The attendance prize offered by President Schwartz 
was won by John L. Peoble, of the American Steel 
and Wire Co. A presentation was also made to W. P. 
Ross, who for the past twenty years has been in 
charge of the Boston office of The Standard Tool Co., 
and who is now leaving to become identified with the 
company’s Cleveland office in an executive capacity. 


Fred Rackliff Honored 


The Nutmeggers also honored Fred Rackliff, of 
Rackliff Bros., who was affectionately designated the 
father of the organization. In the early days of the 
organization Mr. Rackliff had turned over the facil- 
ities of his office and the use of his secretary to the 
Nutmeggers, thus making the organization possible 
during its first days. Mr. Rackliff, in addition to rep- 
resenting New Britain in the Connecticut State Leg- 
islature, is a Rotarian and conducts one of the larg- 
est hardware and mill supply businesses in the State. 

It was decided at the business meeting, held on the 
morning following the banquet and entertainment, 
that the organization would continue at its regular 
meetings the type of program inaugurated by Presi- 
dent Schwartz. This includes an address at every 
meeting by an invited speaker and one by a regular 
member in which he would discuss his own line. This 
type of program has_ proved not only entertaining 
but informative and its continuance was indorsed. 
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EVEREDY 


Bottle CAPPER 


In the dull season—when the 
merry music of your cash reg- 
ister is stilled—when you real- 
ly NEED sales—this New AIll- 
Steel Everedy Bottle Capper 
leaps into the breach! 

Our national advertising runs 
right through your dull months 
—the bottling season for home 
beverages. We reach millions 
of homes that need cappers. 
This handsome — powerful — 
speedy capper sells at sight. 
Wearing parts are of high car- 
bon steel throughout and heavi- 
ly nickel plated. Will never 
break a bottle—and is practi- 
cally unbreakable itself. 

Our service to dealers is an impgrtant 


feature of our business. Write today for 
free cut sheet and other selling helps. 


Everedy All-Steel Cappers 


““A Corking 
Good Capper’ 





jellies and 
filtering 
beverages 





Retails at 
No. 100 Special. Plain Base— 
plain handle ........ $1.25 
No. 100-S Special. Plain Base— 
spring handle lift..... 1.50 
No. 10] Padded Base — plain 
RS ah aie whine & O64 1.50 
No. 101-S Padded Base — spring 
oS rer, 1.75 
‘THE EvEREDY COMPANY 
Frederick, Md. 
EVEREDY STRAINER SET 
F Consists of 





For straining Folding Strainer 
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cf standard size, installed in one-eighth | continuously with two pieces of extra 





k oo e Tire Lock to one-tenth the time required to cut | strong band steel welded at e* center 
Affords S$ itv | the nail wood bridging. where the legs cross. The legs are 
ecurit) | The new_ steel bridging comes | also welded to the inner flange of the 

The E. T. Fraim Lock Co., Lan- | finished, ready to nail in place. Each | seat. 
caster, Pa., maker of padlocks and | unit is made of a single piece of steel, The amount of bearing surface on 


night latches, announces the placing on | cut and formed to accurate shape and / the bottom of the legs prevent them 
the market of the Fraim 1926 Ford | size, making a complete cross bridging. ) 
Nailing ends are bent to the proper 
angle, and all that is necessary is to 
spread the two arms of the bridging 
_apart by hand and nail to the joist. 
G-F Duplex steel bridging is made 
trom heavy-gage steel, flanged and 
ribbed to give extra stiffness, and ther 
painted. It is made in six sizes for 
8-in., 10-in., 12-in. joists and for 12-in. | 
and 16-in. joist spacings. | 




















— from sinking into soft earth. It is 
aes : ‘ : convenient to carry on the arm and 

Automatic Tool Display IN | can be suspended or hung upon most 

Three Colors any sort of projection. It measures 

| 11 inches in height. 

An automatic tool display, known as | —_— 











| No. 500, in three colors—red, green and | ° ; \ 

_black, made of metal, 24-in. high and | Drain Pipe Cleaner Is 
12% in. wide, weighing (with tools) | 

6% \b., for counter use, is offered by | Harmless 

_the Millers Falls Co., Millers Falls,, pyre Economy Plumber Co., manu- 


Mass. The stand or display is fur- | ies Pl 
_nished free with an order for two No. | pocturer of he Seasemy amber 


an 
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Spare Tire-Carrier Lock for use with ECONOMY 
balloon or cord tires. PLUMBER 

There are two locking points on the pte, 

1926 Ford Spare Tire-Carrier, and both 
must be locked to effectively protect the 
tire against theft. The tire must be 
locked to the bracket and the bracket 
must be locked to the car. 

As the ordinary spare tire lock or 
lock and chain cannot accomplish this, 
the company has designed the No. 1926 
lock which securely locks the tire to 
the bracket and the bracket to the car. 

The lock has a heavy 2 in. bronze 
case with all brass and bronze inside 
works. The shackle is of hardened steel 
rod, with black rustproof finish. To 
give the highest degree of security, 
this lock is furnished in practically un- 
limited key changes. 





Drain Pipe Cleaner, 398 Broadway, 
New York City, has recently placed 
on the market its product of this type. 

A special feature of this new drain 
pipe cieaner is that it is not inflam- 
mable and there is no danger attached 
‘to its use. It effectively opens a 
clogged pipe and also prevents clog- 
ging pipes, thereby saving the user 
| large plumbing bills. 
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Keyhole Guard Lock 
Is Pick-Proof 


Designed especially to resist at- 
tempts to pick the ordinary mortise 
lock, the Keelock Mfg. Co., 415 West 
50th St., New York, has placed on the 
market the Keyhole Guard Lock. 
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Steel Bridging in 
Six Sizes— 


ee et 


Designed with the object of saving 
time, labor and expense in the building 
field the General Fireproofing Co., 











61 spiral screwdrivers, one No. 62 
spiral screwdriver, two No. 63 4-in. 
ratchet screwdrivers, two No. 55 6-in. 
ratchet screwdrivers, two No. 81 auto- 
matic drills, and two No. 445 automatic 
drills. 


EE 





Light and Serviceable 
Milking Stool 


Designed and constructed to meet the 
demand for a light and serviceable 
stool, the Buhl Stamping Co., Detroit, eae 
Mich., is marketing the Buhl “Handy”’ It is made of a special high-grade 
Milking Stool. | spring steel, heat-treated to resist 

The seat of this stool is stamped of | breakage and bending, and is further 
Its four legs are formed treated chemically to make it rustproof. 





| 
| 
| 
| 


Youngstown, Ohio, has recently placed | 
on the market its G-F Steel Bridging. | 
Each piece is complete cross bridging | sheet steel. 
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Compare 
B. & J. Lawn 
Sprinklers 





a 
We ask every dealer to compare B. & J. Lawn and 
Garden Sprinklers with any other sprinkler on the 


market. 


Compare their prices! You'll find them the most rea- 
sonably priced line made. 


Compare your profit! Owing to our quantity production 
and large volume of sales, we can offer you a greater 
profit than with any other similar line. 

Compare their service! Note their simple substantial 
construction. Nothing to get out of order. FEasilv 
cleaned and will last a lifetime. Sold to your customer 
on an unusual guarantee. 


Write today for particulars 
and prices on our complete 
line of tested, proven, fast 
selling sprinklers. 


The B. & J. Mfg. Co. 
Springfield, Ohio 





120 


HARDWARE AGE 


117 





ANCHOR BRAND 


FLYER 


FOR SPECIAL SALES 





BIG 


VALUE 
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670 PRINCESS 
Also 670S Princess for Square Tubs 
and 670B Princess Bench Wringer 


Ask Your Jobber or Write 


Lovell Manufacturing Co, 


Branch Offices and Warehouses: 


CHICAGO 
62 E. Lake St. 


Erie, Pa. 


NEW YORK 


BOSTON 
86 Warren St. 


Pearl St. 




















AMERICAN 
Double Cut Pruning 
Shears 





The strongest wooden handled pruning shear on 
the market at the price. Does everything any 
other shear will do and many things they can’t 


do. Cuts easier and better than any other. Cuts 
both sides without bruising bark. 

A profit getter for jobber and dealer. 
6 ic sasenanemrunaninenteuonat ees $3.00 Each 


Manufactured by 


American Logging Tool Company 
EVART, MICHIGAN 
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Why Lamb Mop Is a Leader 


It sells on sight. Easily operated, it needs no 
demonstration. Attractive and _ serviceable; 
there are no complications in its make-up. 


The price is right—and you’re protected by 
special patents. 


No sales resistance. It is 
sanitary and self-wringing. 


Constant demand for refills. 
Mop heads are made in two 
weights, Household and Porter. 


And there is more profit in it. 
Dealers consistently report 
large sales. Write for infor- 
mative literature. You want 
to stock this self-séller. 








ee ee ee e+ + ee 


We Have Good Territory Open 
Capable Salesmen to Sell 
to the Trade. | 








for 
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CENTURY MOP CORPORATION 
949 Broadway, New York City 
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ZO ON 
Cheney hammers 
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What’s What 
and Why 


In buying Tubular and Clinch rivets these three 
points should be carefully considered: 





1. The metal form from which they are made. 
This is mighty important because of its direct 
bearing on the driving and setting qualities of 
the rivets. 


2. How are they made—that is, are the details 
of manufacture such as to insure the best results ? 


3. Who makes them? Tubular and Clinch rivets 
were originated by us. For over fifty years we 
have been making them of metal which we know 
is “right,” and under the most efficient manufac- 
turing conditions. You may be sure, therefore, 
that our prices are based on honest values. 


Coast Representative 


J. T. McDEVITT 


Postal Telegraph Building 
SAN FRANCISCO, CALIFORNIA 


Jhe largest 











TUBULAR RIVET éF STUD 
COMPANY 


BOSTON 
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Measured by purchasing stand- 
ards for solid screws, the Hollow 
Screw may mislead many of 
your customers. 


Their requirements in a solid 
screw—the stock, threading, 
finishing, hardening—admit of 
the general standard and the 
special price. 


In a Hollow Screw those points 
are the minor points. Here 
the prime requirement is strength 
of socket, which can't be cut 
to a price. 


For set screw service it’s all in 
the socket; all in the Allen pro- 
cess of cold-drawing:—the price 
of immunity from breakdowns. 


The Allen Mfg. Co. 


139 Sheldon St., Hartford, Conn. 
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The -Rose Screen 
Door Check has won 
instant and widespread 
approval. 

It is the only $2.00 
door check we know of 
that operates with com- 


' plete satisfaction. 


The Rose swings the 
door swiftly, checks itself 
and closes it silently. 

It sells well because 
there is a great need for 
it. The counter demon- 
strator has proved itself a 
wonderful salesman. 
One swing tells more 
than many words as to its 
perfect operation. 

There is money for 
you in Rose Checks. Ask 
your Jobber, or write us 
for details. 


Frank Rose Mfg. Co. 


Hastings, Nebr. 


ROSE 


SCREEN DOOR 
CHECK 
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Equipped with 
| FAULTLESS 


PIVOT - BEARING 
CASTERS | re 
4 wa, 
Smooth Roll e 
Easy 

Floor Sparing 


TING 
PASCILESS CASTERS 













7,000,000 
Customers! 


7,000,000 women know that Faultless 

Casters “move at a touch”—silently, never 

scratching floors. Thousands more buy 

furniture with the Faultless Caster Label. 

They want these labor-saving casters for 

old furniture as well as new! Cash in on 
this big, new market. 


FAULTLESS CASTER COMPANY 
EVANSVILLE INDIANA 


NOELTING 


FAULTLESS - CASTERS 


Makers of Quality Casters for a Third of a Century 





HARDWARE AGE 


——— 








cs in the end 


Cost te 


,. 


Quality 


t sais. 3 
ixaaet 7 


















Send for our free sales helps and tie up with 


the extensive consumer advertising of 


DENNSYLVAN| 





y 
LAWN MOWERS 


in the following publications— 





Saturday Evening Post 
Life 
Asia 
House Beautiful 
House and Garden 
| Better Homes and Gardens 


etc. 


To dealers who stock any brands of PENN- 
SYLVANIA Quality Mowers we will pro- 
vide Display Cards, Posters and Window 
Trims in beautiful colors; Folders for mailing 
and counter distribution, and Book of copy 
and cuts for newspaper advertising. I[*olders 
and Car Cards will be imprinted with your 


name and address. 





FORMERLY 


FounvED 1877 JOHN BRAUN & SONS  privavevrnia Pa. 
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Deming Power 
Pumps Include 


Triplex Power Pumps 


Horizontal Double- 
Acting Power Pumps 
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HINK of all the vast amount of time 
wasted by folks who carry water in pails 
when at comparatively little expense a Deming 
“Oil-Rite” Pump will do all the work! Jot 
down the name of the first man you think of 
who is still a pail carrier.” Then make it a 
point to tell him and sell him out of his “pail 
carrying habits.” | 
The Deming “Oil-Rite” Deep Well Pump 
(illustrated above) is built to overcome sales 
resistance. Why? Because it’s automatically 
oiled, assuring durability and long life; it’s sim- 
ply and ruggedly constructed, assuring accessi- 
bility and freedom from the necessity of tinker- 
ing repair work. Furthermore it’s—but why 
try to tell about a score of its advantages here 
when every detail is adequately explained and 
illustrated in a special Bulletin devoted to Fig- 
ure 1062, the Deming “Oil- Rite” Deep Well 
Pump. How many copies of this Bulletin can 
you use? Complete Catalog also ready for 
your word to mail. 
THE DEMING COMPANY, Est. 1880, Salem, Ohio 
- 


, a 


y é 


The Deming 
Distributor in 
your territory 
is stocked for 
immediate 
shipments. 
His coopera- 
tion can be de- 
pended upon. 


Centrifugal and 
Rotary Pumps 


Deep Well Working orce Pumps 
Heads 


Hydro-Pneumatic 
Water Systems 
Spray Pumps for 

purposes 














Deming Hand 
Pumps Include 


Pitcher Spout and 
Cistern Lift Pumps 


Set Length Lift and 


Well and Windmill 
Pump Standards 


—< 


Tell Him and Sell Him! 





all 











ment Windows 
GF Industrial Steel Doors FO 
GF Wire Mesh | P Send me catalog and 
GF Concrete Reinforcement full information on 
GF Waterproofings GF Duplex Steel 
: Bridging. 
Name 
3 
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F you haven’t already done so, stock 

GF Duplex Steel Bridging now. It 
will prove a big seller because it saves the 
builder a lot of time and time is money 
to him. 


Wherever wooden. joists are used— 
wherever you sell nails—there you can 
sell GF Duplex Steel Bridging. It sup- 
plants cumbersome wood bridging. It 
gives no trouble. Never cracks, splits or 
warps, and can be very rapidly put in. 


GF Duplex Steel Bridging takes little 
stock room and is as staple as nails.. You 
will find it a ready seller and a builder 
of profits. 


Write for a free sample 


THE GENERAL FIREPROOFING 
BUILDING PRODUCTS 
YOUNGSTOWN, OHIO 
Branches in all Principal Cities. Dealers everywhere. 


Other GF Materials 


GF Trussit 

GF Expanded Metal 

GF Diamond Rib Lath 
Key Lath 


GF Corner Bead 
GF Steel Tile 

GF Steel Channels 
GF Peds 


GF Steel Joists i- 
GF Steel Sash 
GF Steel Basement and Case- ‘ 


Return the coupon for 
information on the GF 
Building Products 
listed here. 


TH 
PROOFING BUILDING 
PRODUCTS 





W There’s 
Big Profit 
In It 


E GENERAL FIRE- | 
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More Prestige, Turn- 
over and Dealer 
Profits 


Your customers now are buying garbage cans, 
and if you handle the Guaranteed Witt Line, this 
Spring should bring to you more easy Can sales, 
Can profits and prestige than ever before. 


SHS S 


Each Witt Corrugated Can and Pail carries the 
manufacturer’s written Guarantee to outlast 3 to 
5 of the ordinary kind—and no other line of Cans 
and Pails offers the consumer such convincing 
evidence of quality and long-lived economy. 





This Witt Guarantee Tag reflects credit to your 
store, increases turnover and permits vou to make 


On) skilled cra{tsman- oe times the usual Can profits on each 
ship‘and a high ideal of _ 


Kach day you postpone this vital matter means 


uality makes possible profits lost. Place a reasonable order now. 


( S DICCI$C uniformity Your jobber can supply you, or write 
and superior finish ol The Witt Cornice Company 


GRIFFIN Hinges ee 2111 Winchell Ave. 


Cincinnati, Ohio 


( SRIF FIN | wezeanns 
Wii i 


ERIE, PENNSYLVANIA CORRUGATED 
— “ Branch Offices__ as "CANS and PAILS»: 


45 WARREN ST. NEW YORK 
74 W. LAKE ST CHICAGO 
28 BINFORD ST. BOSTON 
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SELF. OILING 


A REGISTERED TRADE NAME 


BULLDOZER 


POWER 

























Myers Self-Oiling Power 
Pumps are recognized as 
the outstanding develop- 
ment in the power pump in: 
dustry during recent years. 
Successful from the first, 
the thousands now in use Rgueee 








































offer ample testimony as to Breerertsene 
their real merit—the ever- ; MYERS 
increasing demand for them | DEEP WELL 
is proof of their growing Lt WORKING 


popularity. Are you the one 
in your community who is 
profiting through their sale 
and distribution? 


Spring business will be 
opening up soon. Buying 
interest is at its highest 
peak during this. period. 
New and advanced stand- 
ards in power water facili- 
ties for home, farm or fac- 
tory—exclusive features in 
design and construction— 
consistent year-through 
publicity—have an impor- 
tant bearing on sales and 
provide Myers dealers with 
unusual possibilities for 
power pump business. Ask 
for catalog and prices. 
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ASHLAND PUMP AND HAY TOOL WORKS — 


— * 
Self-Adjusting Feature 


Makes Mowers Easier t to Sell 


HARDWARE AGE 
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PATENTED APRIL 10, 1923 








OUR customers will want 

lawn mowers with this self- 
adjusting ball-bearing feature 
when you tell them about it. 
That’s because this patented de- 
vice entirely eliminates difficult, 
annoying reel bearing adjustments 
—and with poor mowing, lost mo- 
tion and undue wear that result 
when adjustments are neglected, 
or improperly made. All play or 
wear that may occur in mowers 
having this feature, are automat- 
ically taken up by a patented self- 
contracting sleeve around the reel 
shaft inside the cone, and kept in 
proper adjustment by a specially 
hardened spring. This makes the 
mowers self-sharpening, too! 
Mowers with this feature are all 
made of highest grade materials, 
perfectly machine fitted, and free- 
running. 


Write Us If Your Jobber 
Can Not Supply You. 





.| The F6N Lawn 


THE WORLDS LARGEST LAWN MOWER MFGR. 


Mower Co/* 





RICHMOND, INDIANA, — U.S.A. 
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Time that al 
Shaving 
Brush 





“KLING-KLIP™ 


TRADE 


RANI — MARK 


ee oll 






When your wild and 
woolly shaving brush 
goes “splank” overboard 
into a dirtycorner--Lasso 
him with a Kling-Klip! 
That dog-gone brush 
will become a meek 
shaving pet -- Just Kling- 
Klip him anywhere! 





A. K. TROUT CO., Inc. 
Dept. X 
342 Madison Avenue 
New York City 


Dealers! All you have to do is 
to put this carton with your 
shaving brush display and 

let Kling-Klips sell them- 
selves and Shaving Brushes 

too. Men can’t resist Kling- 


Klips. 























For Suggestions 
On How To Sell 


PAINT 


One of America’s great merchants hae 
said: “The way to make a business go is to 
go after business.” 











It is always interesting to read how dif- 
ferent hardware dealers go after Paint and 
Varnish business and increase their sales by 
novel window displays, practical paint dem- 
onstrations, timely newspaper advertise 
ments, “follow ups” by personal letters and 
visits by your sales force. If you will 


read the Paint 
issues of 
Hardware Age 


which appear the fourth issue of each month, 
you will find all these and other methods of 
securing Paint and Varnish business discussed 
in a timely and interesting manner. 


' And there’s this much about any paint 
article appearing in Hardware Age—it is 
based on the actual experience of the men 
who sell as well as the men who apply the 
product. 


Hardware dealers read the special Paint 
and Varnish Issues regularly because in 
every issue there are practical ideas which 
have paid others in their locality and wil] 
pay you in your town. 


Keep posted by reading— 


HARDWARE AGE 
239 W. 39th St. New York 
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Watershed Garage Door Hangers 


“Ten-Ten” 


Doors never stick or sag when equipped 
with Allith “1010 hangers and water- 
shed track. Weather and bird proof. 


Hangers are made of “Certified Malle- 
able” throughout except the hardened 
steel roller bearings, axles and steel 
saddle. Each length of track is a single 
piece of steel, formed under great pres- 
sure to a perfect tread for the hanger 
wheels. No rivets or welds; the design 
insures perfect alignment and maximum 


all straight sliding, single and parallel 
doors; are easily and quickly installed. 


“Five-Fifteen”’ 


"515°" hangers are similar to “1!010” 
in design but of a smaller size and built 
of steel instead of certified malleable, 
which accounts for their lower price. 
They have _ roller bearing, machine 
turned, cast wheels and a simple ver- 
tical adjustment. No laterai adjust- 
ment is required as the hanger is applied 
to the wall side of the door. 











strength. The track is formed from one piece of 

1010" hangers and track are made for steel into a design of remarkable strength 
and efficiency. Bird and weather proof. 
No rivets, welds or parts to assemble. 
Easily and quickly erected with lag 
screws and nails packed with hangers. 
Suggest these watershed hangers to your 
customers and make it a point to check 
up on their satisfaction. You will find 
their reports exceed our claims in every 
case. 


ALLITH-PROUTY 
COMPANY 


Danville Illinois 


MANUFACTURERS OF 
Fire Door Hardware Rolling Ladders 
Garage Door Hardware Overhead Carriers 
Spring Hinges Door Hangers 











Key-Cutting Made Profitable 


The Segal Rectifying Key-Cutter Cuts an Accurate Key 
Ne. S00 in Less Than a Minute 


. Cuts all makes of flat keys, such as trunk, 
letter-box, padlock keys, etc., as well as cylinder 
or paracentric keys. 


2. Cutters and guides need not be changed. 


. Cuts from the lowest groove, as the manufac- 
turer does, or from the bottom of the key, as 
you prefer. 


4. The patented constructed vise holds the key in 
place so firmly that it cannot slip. 


4 


an 





os) 


5. Gauges key from upper shoulder. 


. Extra length rotary shaft bearing, which in- 
sures accuracy, strength and durability. 


nN 


7. Cuts key in less than one minute. 


8. Makes an accurate duplicate out of an inac- 
curate blank. That is why it is called the Rec- 
tifying Key Cutter. 


9. Operates by hand or power. C 


SEGAL LOCK 
and HARDWARE CO., Inc. 


155-161 Leonard St. New York, N. Y. és “3 


- — 


Originators of Jimmyproof Locks Booklet on Request 
PHILADELPHIA BOSTON CLEVELAND DETROIT CHICAGO LOS ANGELES 
aan ET, 
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Look at It This Way 
Mr. Dealer 
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==" Where Do Your 


Profits Come From? 





Not from the article that sells to a selected few, 
but from a material that sells to everyone. Not 
from merchandise that and lasts for 
years, but from a commodity that sells every day 
like the proverbial 
atticles, but 


sells once 


and rolls up repeat sales 
snowball. Not from 


from a staple that has hundreds of uses. 

Because of its many CEL-O-GLASS is a 
a quick turnover product that does 
It moves 


“one purpose” 


uses, 
fast mover— 
not take a long lease on your shelves. 
in and out quick because there are so many uses 
for it in the home, on the farm and in manufac- 
turing plants. 

CEL-O-GLASS 
terial that is used wherever 


is a flexible, unbreakable ma- 
glass is used. It is 


easy to stock and easy to sell. Comes in rolls— 


takes up very little space—no waste—no loss 


from breakage. 

lf you are not familiar with all of the sales advantages 
of CEL-O-GLASS, you should be. 
Or we will be 
discounts and 


and possibilities 
jobber will give you the 
sample with prices, 


Your facts. 
glad to send you a 


other information. 


CELLO PRODUCTS INCORPORATED 
21 Spruce Street, New York City 
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Now You Can Give 
Crankcase Service 


Without Pits or 
Racks 


Without drain pits or racks, and at trifling ex- 
pense, you can now add the profits of crankcase 
service to your regular oil business. 


With Brookins Portable Drain Tanks and Brook- 
ins Oil Measures you can easily and quickly drain 
and refill any crankcase. You can give crankcase 
service that insures satisfied, regular cus- 
tomers. 


The Brookins Portable Drain Tank 1s 
equipped with a folding handle and steel 
runners. It is easily shoved under cars 
or drawn anywhere it is needed. It holds 
about five gallons, and keeps the drained 
oil under cover and out of the way until 











Brookins 
Gasoline 


you're ready to pour it out. Can 


3rookins Oil Measures drain from the bottom 
through a flexible metal hose that easily reaches 


any oil intake. They serve from one to five quarts 
of oil in one operation. A handy thumb-valve 
gives positive control of the oil flow. 


Order this money-making, money-saving equipment 
from your jobber today. 


The Brookins Mfg. Co. 


342 Xenia Avenue Dayton, Ohio 























ro 
Brookins 
Portable i 
aoa Samene STATION EQUIPMENT 


Brookins oe iii 


Mgde in one, two, four and 
five quart sizes. Has a flex- 
thle, metal hose that reaches 
any oil intake without a fun- 
nel. A handy thumb-valve 
controls the flow of oil. 
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WASHINGTON 


Stoves and Ranges 
You Can Double 


Your Stove 
Business 


Let us prove to you 
that we can save your 
money on stoves. 


Washington stoves and 
ranges have stood the 
test of time. They give 
real service in the kitchen, 
eliminating expensive ser- 
vice costs. This means 
greater stove profifs for 
you. Up-to-date designs 
and patterns. All parts 
carefully fitted. Rigid in- 
spection. Complete line. 


We Melt Over 
100,000 Pounds 
of Southern 

Pig Iron per Day 


Let us tell you how we 
really help dealers sell 
Washington stoves and 
ranges. You can double 
your stove business. You 
receive real protection 
and real sales co-opera- 
tion. 


Write today for prices 
and full details—no 
obligation on your 
part. Ask for catalogue 
No. 10. 


Gray & Dudley Company 


Nashville Tennessee 
ESTABLISHED IN 1862 
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Warren Fixtures? 


Once in a while we meet a Hardware merchant who 
has the idea that Warren Fixtures are not adapted 
to his store, because he is in a foreign neighborhood, 
or his store and stock is extremely large or small. 
The truth is, that we have never seen a store where 
good Fixtures cannot be used profitably. 


WARREN FIXTURES 


Those merchants buy Warren Fixtures who seriously 
want greater store efhiciency plus adaptability, con- 
venience and durability. From the small neighbor- 
hood store to the larger city store, the problem re- 
mains the same; to carry a well displayed Hardware 
stock properly featured so customers will buy more 
—to simplify the selling problem. 


Nine Depths from Which to Choose 


The smaller store may start with but one section— 
the larger one with a partial or complete installa- 
tion, if desired, and add as conditions warrant. 
Warren Fixtures are furnished 15 in., 20 in. or 24 in. 
deep above the ledge, and 30 in., 33 in. or 36 in. 
below the ledge. These different depths provide a 
15 in., 13 in. and 12 in. wide ledge respectively. As 
any combination of these may be used, there is a 
choice of nine depths from which to choose. Any 
depth Fixtures will be furnished upon request. 


Who buys Warren Fixtures? Those who appreciate 
the effectiveness of good merchandising and who 
strive to rise above the unprofitable, disorganized 
litter of antiquated methods. For Hardware Stores, 
large or small— 


There is no substitute for Warren Fixtures. 


J. D. Warren Mfg. Company 
159 N. State Street Chicago, Illinois 


Bi $ STORE FIXTURES 
~ 28 PSY SHELVING. ETC KS 


TSS 
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DIXON’S 
FLAKE GRAPHITE 


The World’s Perfect Lubricant 


Ninety-eight years’ experience in producing and refining 
graphite is behind this product. It is free from grit or other 
abrasive substances and its distinguishing quality is that of rich 
unctuousness—smoothness and softness to the touch. 


















Dealers who sell Dixon’s Flake Graphite do not worry about satisfied 
customers. It is the standard flake lubricating graphite and is the nl 
erence of every engineer and mechanic. a 


ee 


Write for Trade Prices 40-C. 


Joseph Dixon Crucible Co. 


Jersey City, N. J. DS Established 1827 






No. 1—Coarse Flake 
No. 2—Fine Flake 








SERVICE, THE LAWNMOWERS YOU 
SELL AND INCREASE YOUR SALES 


WITH THE IDEAL GRINDER 


If you want to increase your sales on Lawnmowers install 
an Ideal Lawnmower Shapener, a machine so simple any 
boy can operate it. Hundreds of Hardware Stores have 
installed this machine and it has not only increased their 
sales on Lawnmowers but made a big profit on the service 
charge. A mower can be sharpened in 10 to 15 minutes 
and the usual charge is from $1.50 to $2.00, which insures 
a real profit and a satisfied customer. 

On nine out of ten mowers, after being used a short time, 
the straight blade becomes sprung or bent, caused by run- 
ning into sticks or other obstacles. When the straight 
blade is sprung or bent, the reel knives will not fit the 
straight blade and the mower does not cut properly. The 
Ideal Grinder is positively the only machine that will grind 
the reel knives to fit the straight blade when the latter be- 
comes sprung or bent. This is one of the most important 
features in Lawnmower Grinding. 

It will pay you big dividends to investigate this money- 


making proposition. 
Write for Prices and Full Particulars 


THE FATE-ROOT-HEATH Co. 
PLYMOUTH, OHIO 





SHARPENS ANY 
StyLe or Hann LAwNmMOwWERS MADE 
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ROYAL NO. 4 


When a customer asks you to show him a grinder 
you can sell him a Cheney or a Royal because 
these products meet every demand he can make. 
Appearance, quality, price—all were con- 
sidered when we designed these grinders. 


Let us tell you more about this line of profit 
makers. 


S. Cheney & Son, 








Manlius, N. Y. 


Cheney and Royal Grinders 
Meet Every Need— 





CHENEY NO. 4 














No. 118 


A few 
Ditty 
No.55 i~fty 
different 
types 
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HE constant demand for oil and 

grease cups as repair and re- 
placement parts as well as for new 
work makes them an indispensable 
part of the stock of the up-to-date 
dealer. The Empress line of grease 
and oil cups is complete, it consists 
of over fifty types each in several 


‘sizes. Whatever the need, there is 


an Empress cup for it. 


Booklet No. L-103 gives full data on the 
complete line. Write for it. 


BOWEN PRODUCTS 


CORPORATION 
Main Office 
AUBURN, NEW YORK 
Branches 
BOSTON 161 Massachusetts Ave. 
CHICAGO 2110 Michigan Ave. 
CLEVELAND 7113 Euelid Ave. 
DETROIT 2760 W. Warren 
KANSAS CIT 2005 East i5th .St, 
MINNEAPOLIS 983 {7th Ave., 8.°E 
NEW YORK 220 Broadway 
SAN FRANCISCO Monadnock Bidg. 


Manufacturers of Empress 
Lubricating Devices 
since 1890 
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1837 LAMSON & 
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LAMSON 


Painters Scraper 
No. 901 


This New Scraper is manu- 
factured from the best grade 
of steel, carefully hardened, 
tempered, ground and finished. 


The handle is rosewood, highly 
polished and secured to the 
tang with two nickel silver lock 
rivets. 

Dealers will find it a ready, 
profitable seller. 

Send for Catalog which shows 
our complete line of Painters 
and Paperhangers Cutlery and 


GOODNOW MFG. CO. 


Shelburne Falls, Mass., U. S. A. 
New York Office—36 Warren St. 


Known as Reliable for 











over Fifty Years 






The bobbed hair fad is at its peak 


—take advantage of it. 


Priest’s Tiger and Shaver are 
ideal for keeping the cropped hair 
short. The daintiness and light 
weight of these clippers always at- 
tract women customers. (Sx at 


Gtalog | "See Buyers 


in | @talo 





Remember Priest quality and 
service are back of every clipper 


AMERICAN SHEARER MFG. CO. 
NASHUA, N. H. 

















CHRADE ()AFETY 
Push Button Knife 


No Breakingof 
» finger na “ils 


Sure to seli on sight. 

Absolutely safe in pocket and in use 
or convenience you can’t beat it. 

Easily operated with one hand. 

The safety slide locks the button. 

Y ov can’t afford to be without it. 


TRADE EVERLAST INGLY SHARP MARK 
Schrade Cutlery Co. 


Manufacturers of Superior Pocket Knives 
Factories: Walden, N. Y.. Middletown, N. Y. 
Main Office: Walden, N. Y. 


ORDER THROUGH YOUR JOBBER OR DIRECT 

















Your Cutlery 
Sales 


Display of the Hyco quality line 
is building sales for hardware 
merchants. It will do the same 
for you. Every item bearing the 
Hyco trade mark is a_ kitchen 
necessity that householders need. 


Made in stainless or carbon 
steel. Black, white glazed, or 
friction-burnt maple handles. 


Insist upon Hyco. Made by 
manufacturers who have just cele- 
brated their golden anniversary. 


Hype MANUFACTURING 
COMPANY 
Southbridge, Mass., U. S. A. 
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evertain 
The Better STAINLESS Kitchen Tools 





No. 4577 Flexible Cooks’ Spatula 
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No. 4528 Double Serrated Edge Bread Knife 
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No. 4547 Lunch Knife 


<— — ee _— - all 
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- 
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No. 4517 Slicing Knife 


SHARP as well as STAINLESS 


THE ONTARIO KNIFE CO. 
FRANKLINVILLE, N. Y., U. S. A. 





| 

















Madejfor the 
HARDWARE MAN 





ASSM’T 4100 
Price $3.95 
Handsome Display Container and one dozen shears, 6 pairs 


each—7 and 8 inch. Strong, heavy pattern, bright nickel 
finish, INTRODUCTORY OFFER: Try One Box. 


Eversharp Shear Company 


2000 Knowlton Street Bridgeport, Conn. 
















St arpens 
OneS and 
Finishes 


HIS is made possible by a series 

of discs that graduate in diameter, 
differently faced, allowing the knife 
to pass through the three stages of 
sharpening at one stroke. The Nep- 
tune Sharpener is encased in a highly 
polished aluminum shell, giving it dis- 
tinction and serviceability. 


Excellent Territory Open 
for Bonafide Distributors 











Fully protected by 
U. S. Patent 61713 
granted Dec. 17, 1925 


“NEPTUNE 


Manufacturing Co. 
Masontown, Pa. 
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OW—You see the distinctive Clay 

N sunshine Clothes Drier—everywhere. 

It has been a long time since a piece 

of household equipment—has taken so well 
with the housewife. 

There is a compelling appeal in the 10 
distinctive features—because these features 
bring a new degree of convenience and dura- 
bility never before approached in a Clothes 
Drier. 

National Advertising in 6 leading women’s 
publications with a combined circulation of 
over 8,000,000, is creating a decided pre- 
ference for the Clay Sunshine Clothes Drier 
—Retailers handling it are cashing in on this 
advertising and profiting generously. 

Write Today for dealers’ selling plan— 
Get your share of the big Sunshine Business 
during 1926. 


LY 
| IOWA GATE CO., Cedar Falls, Ia. 
T wy ‘wae le ral DRIER nee! i ae STREET 
| kc GreaTER New OB gg iectienenin Conn. 
= - MASBACK HARDWARE CoO. 
mala ives 
eal 


nd Ce) aca ateve 1 Nunshine 
aon! Clothes Drier 


























Many Sales Helps tor the 
Live Hardware Dealer 


Manufacturers recognize the dominant selling power of 
the Hardware Age family of readers who do the great bulk 
of the business in the hardware field. 


This recognition is reflected in the advertising of these 
manufacturers in Hardware Age which, because of its vol- 
ume, diversity and high quality, has great business value for 


the dealer-reader. 


Get into the habit of reading carefully the manufacturers 
sales messages contained in the advertising pages. They will 
give you many valuable ideas on salable merchandise and 


successful selling methods. 
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A New Salesman 
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WOOD SCREWS 
MACHINE SCREWS 

DRIVE SCREWS 

STOVE BOLTS 


—this Dietzgen Counter Tape Display 


It contains a selected variety of best quality 
Dietzgen measuring tapes—a practical assort- 
ment of tapes, folding rules and plumb bobs. 
May be used inside or outside the showcase. All 
of the items shown are distinctive values—at 
popular prices and are big sellers. 


Helps You Sell—Demands No Wages 


The display tray: is handsomely finished and an attrac- 
tive, efficient, ever working, silent salesman for any 
location in your store. Why not put it to work for 
you, now, today? 
















Write our nearest branch for attractive dealers’ proposition Quality Service 
EUGENE DIETZGEN CO. Samples Gladly on Request 

: Enduring worth at reasonable cost CONTINENT AL WOOD SCREW CO. 
New Orleans same p! aa a ie New Bedford, Massachusetts, U. S. A. 


San Francisco Est. 1885. Factory at Chicago 


SUPERIOR 


A Poultry Netting 
That Holds 
Its Shape 


Roll out on your floor 
any bale of Superior 
Brand Poultry Net- 


Brand P The New 
ot on ue Zimmerman 
~ceng eps ire Casement Fastener 


Revolutionar in design—extremely neat in appearance— 


ture that as a dealer low in cost. impler, more practical and sightly. startling 
you will readily ap- improvement over all previous models. 


; The New Zimmerman Casement Fastener sinks flush with 
preciate, the window frame. Allows casement windows, when properly 

hung, to open all the way out—flat against the side of the 
house—and holds them there—-rigidly. Made in dull brass, 














oney 


Make 
frYOu 


Made in gi ly p ad antique copper and nickel finishes. 
‘ * National advertising has created a widespread demand for the 
and v4" mesh, in stand New Zimmerman Casement Fastener, and Zimmerman Shutter 
ard rolls of 150 lineal cnaners onere a ae eg ag Pr. 
° rofitable specialty for hardware merchants. rite us for 
feet. Galvanized before ull particulars about prices and trade discounts. 
and galvanized after 


é Tue G. F. S. ZimMerRMAN Co., INC. 
weaving. 2 Broadway, Frederick, Md. 


G. F. Wright Steel & y IMMERMA N 


Worcester, Mass. E ‘A STENE R 5 for SH u T TE RSand CASEMENTS 
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BETTER LOCKS 
BIGGER PROFIT 


INCREASED 
SALES 











GYse Door Knocker 
‘‘Modernized’”’ 


Here is a Door Knocker __ eee ae ee 

and [etter Chute com- | 
bined that is quickly ad- 
justable to any thickness 
of door and when — 
attached makes it | 
umnecessary to go 
outside to get the | 
mail. Owing to | 
its rare beauty 

and practicability 







can be easily 
obtained by 
handling the 





the | | 

Set No. 250B is a mortise set of sturdy structure and attractive 
C OW A N lines. The Glass Knobs are beautifully designed, ground and 

polished, silver backed, giving high —. In short, a REAL 
I etter Chute | “BUY” and easy to sell. We have ma more attractions to 
ond r offer among which is our patented Dead Bolt Night Latch. 
KNOCKER 5 eae, Soeeee Se. Fcc a ee Send for our new catalog No. 7—our line will interest you. 

. BRANCHES 
is having a ready sale wherever shown. It is substan- Em aE SET yr eT New York City 
tially made of heavy cast brass and will outlast any mt tg Ng icone: TY cieteheiclaha hee Priemcabcsintrcehe aes a rot, Michiga 
door. 183 W. Lake DR; ch nds 6966406086 GRCe0240Rek 6m Chica Ill. 
' : . , Parr TTTTiITT Tt ee ee San Suumebeun calif. 

Made in a variety of beautiful designs and furnished 406 Wall St. Gdabnodessenntoteneenstttasihatee Los Angeles, Calif 


in all standard finishes. Liberal profit. 


Write for Folder and Trade-prices. GD) INDEPENDENT IOCKCO,@® 
THE COWAN MF G. CO. Manufacturers Pe rnotage o g lg TD Seta, Glase 


. ts, Blanks, Auto Switch 8 and Hardware Spectaities. 
Pittsburgh Pa. Knob Sets, Key Blanks, Auto Switch Keys an p 





































THE SAW TEST 

The revolving hard- 

ened ateel ineerte 
- inside the bronze 
i bolts cannot be 
iid sawed through. 


Wood Screws 
‘(Machine Screws 
Cap Screws 
Set Screws 
Stove Bolts 
Sink Bolts 
Hanger Bolts 
Nuts 
Rivets 
Burrs 
Specialties 


. 
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ee < 
Sides 
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rrr TTT TiTitt).~~ 1. 
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| VAULT 
| KEIL* He " LOCK 


Your customer knows that a —_ 
KEIL Leck in the home, office, 


shop or warehouse is fully 





Ser ee ERE TET eam 





1 
ii 
| 











Every individual unit must meet Reed & Prince standards of - 


equal to the protection of a quality and accuracy. Whether finished plain, blued, nickel, 
egg a ee brass, copper-plated, sherardized or hot-galvanized, it may be 
and store door patterns. selected with the utmost confidence . 


Francis Keil & Son, Inc. 
401-425 East 163rd Street 


New York baad N. Y. 
Established 1876 


REED & PRINCE MFG.CO. _ 


WORCESTER, MASS,U.S.A. 
WESTERN BRANGH ar CHICAGO-121 NORTH JEFFERSON. = ——— —\ 


—eE ee 
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Sell the Best 
HARDWARE 
For Hard-wear 


more 
Bommer Spring Hinges have 
maintained their leadership and 
proven their superiority over all 
others. 

They have kept pace with the 
times, because t have been 
kept up with the a swohenever 
improvement was 


BOMMER 


SPRING HINCES 


ARE THE BEST 


Replenish your stock with Bommer. 
They are in universal demand—are 


























Your Jobber handles them. 
Send for New Catalog 47. 
big help in ordering. 


Bommer Spring Hinge Company 
Manufacturers BROOKLYN, N. Y. 


It ie @ 
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~ RUBBER CHAIR TH 
| Furniture Necessities “ PS 


Sturge 
1 


Nerve Qu 






Household 


Mid Ask Vourselt 
ft herry « 





Rubber Chair Tips 


of six different styles and sixteen different sizes 


in a neat showcase display box. 


They prevent 


injury to the floors and muffle noise without leav- 


ing a mark. 


Our Catalogue shows our complete line of 
rubber specialties with 


prices. 


Elastic Tip 


Send for it. 


Co. 


370 Atlantic Ave. 


Boston 





Buyes 
in @talo 


on Page 763 











PROFITS 
SALE 


<2 oe 5 


in @ta log 





CONSOLIDATED ELECTRIC LAMP CO. 
208 MAPLE ST. DANVERS, MASS. 














WILL HELP YOU SELL 
WALDEN-WORCESTER SOCKET WRENCHES 


CHROME NICKEL 


eaataiaiae Stier SOCKETS HANDLES PaeTs 





No. 1100 Cabinet 


including 


113 Wrenches and Sockets 


WALDr 


ee 


A “merchandiser” in 
every sense of the 
word—all steel—sub- 
-convenient— 
—carrying a 
selection of _ inter- 
changeable handles, 
sockets and parts. An 
ideal cabinet for 
dealers who are sell- 
ing mechanics and car 
owner:rs. 

All parts and sockets 
are tmterchangeable 
with each other, en- 
abling mechanics to 
make innumerable 
combinations to take 
care of unusual de- 
mands. 


stantial— 
attractive 


The assortment has 
been selected in pro- 
portion to the _ de- 
mand, with ample 
space for additional 
sockets or wrenches 
as the _ individual 
needs may require. 


Ask your Jobber’s 
salesman about this 
cabinet or write us 


for Catalog No. 500. 


Af Al Steel, Socket Wrenches, ~ in the World 


WORCESTER, MASS.., 


U. B.A. 
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Get Ready for Spring Trade 


Spring cleaning usually starts with a rush. Mops 
are wanted by housewives, janitors, farmers, hotels, 
boarding houses, etc. All require Mop Wringers or 
Mop Squeezers to wring mops dry. 

We're ready with 34 styles of Boller or Ezy-Squeeze. 

a Your Jobber can supply you quickly, because we can 
i AY) Ni i) supply him both types immediately. 


CF A 
Fr te i PETERPyOLLER MACHINE WORKS 


ae 126-128 N. Curtis St. Chicago, IIL 


No. 9 Challenge 


SS 














Sell Them 
by the set 
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SELLS to the expert and the handy man 
around the house 


NYONE can set a saw and set it accurately with 
Morrill’s ‘Special’ 95 sawset. It has a rotatable anvil 
that is indexed so that anyone can use it. All that is necessary 
is to set it to correspond to the number of points to the inch 
on the saw. Then the saw can be set accurately even by an 
inexperienced person. 
This type of sawset is rapidly replacing the old style models 
and is the profitable one for the merchant to push. Can be 
sold to the expert mechanic as well as to the man who likes 
to do his own odd jobs. 
Morrill’s sawsets are designed for every kind of saw. The 
Special 95 and the No. 1 are for hand, band, jig, butcher and 
fret saws, not over 16 gauge. 
No. 3 for cross-cut and circular saws 14 to 20 gauge. 











Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the user. 





~ 





It isn’t hard. Bvery mechanic needs the entire set in his work, and it . 
resolves itself to a question of selling him once or seventeen times. Bring No. 4 for cross-cut saws with double teeth, 14 to 20 gauge. 
ae the value a ~ case, its use LN keeping the bits in order and near at No, 5 for timber and board saws, 6 to 14 gauge. 
a prevent ng ioss, ete. Try 2 
Iso Nail Pullers, Etc. 
Forstner Bits are the > —_ that sre not dependent on «a center or & Also Nai - r 
level to guide them. They cut rom the outer rim The entire surface is Order Morrill Saw Sets 


at work all the oes no jagged 4 every part of the work is smooth and 
polished. They bore their way through hard, knotty, eross grained wood, 
leaving a smooth hole and clean, polished surface. 


Let us send you eatalogues. Order through your jobber or direct. 
The Progressive Manufacturing Co. CHAS. MORRILL, INC. 


TORRINGTON, CONN., U. S. A. 102 Lafayette St. New York 


from Your Jobber 




















In a Close Corner or THE STANDARD 
on Ordinary Work— “S” WRENCH 


The Bemis & Call Improved Adjustable “S” Wrench has | 
the knack of getting around parts in confined places as 

well as providing the mechanic and layman with a gen- 

eral purpose tool. 

It is THE automobile wrench. Strongly constructed and 

easy to adjust with thumb of the hand holding it. 


A high quality B. & C. guaranteed product. Graceful in 
design, carefully hardened and tempered. Write for 


BEMIS & CALL CO. 


Springfield, Mass., U. S. A. 
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Gem Is the Only Nail Clipper Advertised 


To Your Customers 


See our ads in Saturday Evening Post (one is shown) 
and in Colliers Magazine. 
They’re selling thousands of Gem Nail Clippers. The 
“Gem” has been on the market over 25 years—dealers 
don’t have to introduce them. ‘Gem Jr.’’ hangs on the 
watch chain. 
Our slogan: ‘‘They’re tested’’ means a lot to customers— 
they know pny ogre — tests every nail clipper 
“The Gem” “ ” wants every nail clipper to satisfy every customer. They 
- 50c Gem Jr. 35¢ cut and stay sharp for years. 
Have well trimmed nails. Carry a : = 
Gem in pocket or purse. Clips Packed on Cards or in Cartons (one doz. to each). 
a clean and easily. They're tested. } 


THE H.C.COOK CO., Ansonia, Conn. 


wees Lhe H.C. Cook Co. j§ Ansonia, Conn. tal Siz 


When Open 





Write for prices. Order thru your jobber. 


























SWEDISH TOOLS 


Are Noted for Their Durability 


Made from Swedish tool steel—the very best 
















A Good Test for 
WHITE ADZE 


Ask any man who has used 
our Adze if he would buy 

any other. See what he 

says. Take his word 
for it, for he knows. 
These are the kind 
of tools that suit 
your trade. Why 
not get our 








“BANKO” SWEDISH SCYTHES are the best 
Swedish scythes made. 

11 styles 24 to 48 inches. Warranted to hold their 
cutting edge, thus giving complete satisfaction to your 
customers. 


Natural Scythe Stones 


Special quality. imported for our 


Banko Swedish Scythes \ catalogr 
Pliers, all styles Bow Frames 
Plane Irons “Sater” Axes 
Cabinet Scrapers Pansar Files 
Shoemakers’ Tools Hoes 
Anvils ae Spuds ys 
Swedish Saws eritas Wheel Dresser , 
Tool steel edge—will outwear two 
Cutlery and Razors or three of the cheaper kind. 
Order from your jobber to-day, or write. The Z. & I. J. White Co., Inc. 


SCANDINAVIAN 125 Columbia St. Buffalo, N. Y. 
WESTERN IMPORTING COMPANY . 


116 Broad St., N. Y. 


509 E. Hennepin Ave. Coristine Bldg. 
Minneapolis, Minn. Montreal, Can. 


KLEIN 


SVWzzzCe E57 
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~-(CHICAGO)— Its Now a Staple 
SPRING HINGES Hardware item 


ae Premier” The Jacobsen “Junior” is a worthy member of the 

famous Jacobsen line of mowers for Parks, Estates, 
Cemeteries and Putting Greens. It is a sturdy, simple, 
trouble-free mower suitable for moderately large home 
lawns, school, college, hospital or industrial lawns. 
Cuts a 19-inch swath at the rate of two acres a day on 


a gallon of gas. 
Quality in a Small 


Power Lawn Mower 


You can sell the Jacobsen “Junior” off the floor on 
our money-back guarantee—no demonstration, no servic- 























Type 4001 . . 

Ball-Bearing—Adjustable Tension ing problems. A boy can operate it. Travels on its 

own power. Has self-sharpening device. Write for 

The Premier carries the weight of the door on illustrated literature, attractive prices and dealer dis- 
counts. Nationally advertised for your benefit. 












ball-bearings located at the top of the hinge away 
from moisture and dirt. 
Other Important Features of this hinge are an 


JACOBSEN MFG. CO. 


Dept. DD, Racine, Wisconsin 


eccentric equipped with hardened steel roller- eo 
bearings, a drop-forged piston and a simple but saline the Eastern Office: 
Jacobsen 245 W. 55th St. 


New York City 





positive alignment device. 

The spring is compression type, made of flat 
wire to give greater durability, and has a tension 
adjustment. 








ChicagoSpringHinge Company. _ | a Jacobsen 


Power | atorn Oh A oe a 


U.S.A. 














Buttermilk 
Feeders 


Drop Bottom style made of 
durable Tin Plate. Easy to 
fill and to keep clean. May 
be hung on wall out of the 
litter. Capacity one gallon. 
Especially designed for but- 
termilk and sour milk. 
Packed six in a catton. Re- pop Bottom Style 
tail at $1.65 each. 


M O E’ S LINE 


Goulds Aut tic Orll Pyramid P |. ’ 
u utomatic Oiling Pyrami ump ne Good Poult Supplies 


of our many types. 








Magazine Feeder in Tin 
Plate. Adjustable up 
and down to feed slowly 
or rapidly, fo. any kind 
of milk or feed. Capac- 
ity about two quarts. 
Packed 24 in. carton 
(nested). Retail at 95 
cents each. Get prices. 


Catalog on request. 


THE GouLps MANUFACTURING Co. 
SENECA FALLS, N. Y. 
Banches or Agents in All Principal Cities 


GOULDS 


Hoeft & Company, Inc. 
2305 Davis St. 
wane Wester North Chicago, III. 
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MILWAUKEE | 
MADE 


For the Hardware Trade 











Here are illustrated a few of | 
our many kinds of Steel Wire | 
Brushes of Highest Quality of 
which we manufacture the most 
complete and up-to-date line in 
the world. 


They are the product of long 
experience and are_ especially 
made for the hardware trade. 








We welcome your inquiries 
and will be pleased to send Cata- 
log and quote prices on any- 
thing in Brushes and Brooms in 
Wire, Bristle or Fibre. 


MILWAUKEE 


Brush Mfg. Co., Milwaukee, Wis. 






























































A Sure 
yy & 


“a You 







A Complete Line 
of Hand Sprayers, 


Dusters, Atomizers 
The Acme dealer has a dependable, 


standardized tool to offer every cus- 
tomer—every practical style. A well- 
known line with a steadily growing pres- 
tige backed by seasonal advertising in 
farmer and grower journals, 


A Money-Back Guarantee 
Most customers know the Acme, but you can 
say: “If it isn’t all right, bring it back.” 
Our guarantee protects the dealer in making 
good this Acme sales clincher. 

The complete line sold through jobbers 
everywhere. Write us for catalog and dealer 
sales helps. 


POTATO IMPLEMENT CoO., 
Dept.11 TRAVERSE CITY, MICH. 


TRADE MARK 






















‘The BEST YET” 


Thermatic Container 





There Is Always Something Better 


Coming—In Containers or Automobiles 


Merchandise is constantly improving. This two- 
piece, all-steel jacket, center sealed, making con- 
tainer absolutely air-tight is the “BEST YET” in 
this type of merchandise. A lot of other features, 
but at least INVESTIGATE. Read our circular— 
ask for prices. If your Jobber does not handle our 
line, write us for prices and name of nearest distrib- 
utors. 


The Colt Manufacturing Co. 


Dept. 10 Indianapolis, Ind. 



















Whenever You Sell 
GARDEN HOSE 


Protect your customers by using and 
selling Sherman Wrought Brass Hose 
Fittings. Standard for over 20 years. 
They give everlasting service. 


Take the Sherman Diamond Hose 
Nozzle for example. This nozzle throws 
more water farther than any other. It 
gives a’ straight stream or a perfect 
spray and shuts off tight. It never 
drizzles or leaks. 

The user is insured against wet feet. 


Made in 34” size only. 
Diamond Nozzle The name 


SHERMAN 


on hose nozzles and hose 
clamps is your guarantee of 
a solid wrought brass coup- 
ling that is rust-proof clear 
through and everlasting. 

Remember we use heavy 
wrought brass only. A screw- 
driver is the only tool needed 
to apply. These hose clamps 
can be used over and over 
again. Every size for every 
type of hose. 

Your Jobber can _ supply 
you. If not—write us. We 
also make Brass Hose Coup- 
lings. 


H. B. SHERMAN MFG. CO. Sherman Hose Clamp 
Battle Creek Mich. (Patented) 
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AN “ABSORENELY” GOOD YEAR 


This season there'll be a greater demand than ever for ABSORENE 
the disinfectant Wall Paper Cleaner. 
Twelve Million Home Lovers are reading about its merits in Maga- 
zines and Newspapers. 
Copy also advertises HRH Paint Cleaner. 
Already Sample orders are coming in from all parts of the country 
thru the Magazine Ads, showing that the People are interested in 
Good Cleaners. They’ll be calling for more at the Stores soon. 

JOBBERS AND RETAILERS 
if not familiar with these two household necessities, write for free samples and 
stock both before Spring cleaning begins. 

FULLY GUARANTEED 

We back up our national advertising with sales and advertising helps free to 








C LEANS 
WALL "n Are” retailers. 
Better send for those samples now and be prepared for early calls. 
<escttad wroge 9 ABSORENE MFG. COMPANY 

SS —SsN. 45 Absorene Bldg., ST. LOUIS, MO., U.S. A. 




















THE APPEARANCE ATTRACTS 

THEM, BUT IT IS THE WEARING 

QUALITIES THAT BRINGS THEM 
BACK FOR MORE 


SELL ALL ofthe 
CRESCENTIOOLS 


The information we have 
gathered to help car owners 
et the most possible satis- 
action from their cars with 
the least possible time and 
effort shows how easy it is 
to keep bolts properly tight- 
ened at all times with the 
right Crescent Tools. 


It will be to your advantage to be 
sure your stock includes all types 
and sizes of Crescent Wrenches, 
Crescent Pliers, and the Crescent 
All Steel Screwdriver. Your jobber 
has them. 


CRESCENT TOOL COMPANY 
204 Harrison St., 
Jamestown, N. Y 


Originators of the 
Crescent Wrench 
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RPM<“Otn seo 


This is only one of many styles of shovels 
made by 


y Ohe 
“°~. CONNEAUT SHOVEL COMPANY 


Shovel Specialists 
CONNEAUT OHIO U. S. A. 








TRADE MARA 








Saunders Norvell Says, 


“Know Your Merchandise to Sell It” 


The man who can explain the construction, who _ thing better, this sells for $3.50.” If you press him 

can give an interesting, detailed account of the for an explanation of the difference, you get a 
manufacture of a piece of cutlery, is the man who meaningless little speech on “better quality. “i 
is going to sell tt. He simply doesn’t know his goods. 
What But his case is not hopeless. Moreover, he 
doesn’t need a “Five Foot Shelf of Books” to learn. 
The cutlery articles in HARDWARE AGE are an edu- 
cation in the construction and merchandising of 
Study them carefully. 


Put yourself in the consumer’s shoes. 
would you think of a dealer who, after he has 
learned vour need, starts a sales argument some- 
thing like this, “Well. here’s a nice knife I can let 
you have for $1.25: of course, if you want some- cutlery. 
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HOUSTON’S 
Gold Medal Rock Hard Water Putty 


_ Will Not Chip, Break, Warp or Crack 
Quickly Dries Rock Hard—Stronger Than Wood 
Just the thing for every home! Needed by every painter and carpenter. 
Has hundreds of uses—filling cracks; repairing friezes, scmasiveien dame 
ture and woodwork. Permanently sticks to wood, cement, plaster, stone 
and compositions of all kinds. Easy to mix. Can be made to match any 


shade, 
Easy Sales, Quick Profits 


Sells at sight. In handy cartons. Retails at 1 Ib., 30c.; 2 Ibs., GOc.; 
5 Ibs., $1.40; giving dealer 40% quick margin, A great repeater. Write 
for samples. Ask your jobber or order direct. 


GOLD MEDAL PRODUCTS COMPANY 
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Makers of Houston’s Famous Wax Products ” 
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Stee. Pocket Tare 





—fits their pockets 
—helps fill yours 


| teand a good supply of this 

handy article and display it! 
Its compact size and handsome ap- 
pearance make it an ideal vest 
pocket companion for the business 
or professional man who has need 
for accurate measurements. 


In nickel plated cases, 
spring winding. Length 
from 3 to 12 ft. Also metric 
or both, inch and metric. 


While inexpensive, they yield you a 
liberal profit and introduce new cus- 
tomers to the K & E Quality line! 
The Tip Top Tape is just one of the 
articles handsomely displayed in our 
Can also be furnished : : " 
ii Eine Guaeek of Display Tray No 52. Send for informa 
Steel line, tion today! 


KEUFFEL & ESSER CO. 


NEW YORK, 127 Fulton Street, General Office and Factories, HOBOKEN, N. & 
CHICAGO ST.LOUIS SANFRANCISCO MONTREAL 
616-20 $. Dearborn St. 817 Locust St. 30-34 Second St. 6 Notre Dame St & 
Drawing Materials, Mathematica] and Surveying Instruments, Measuring T apes 
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New Heavy-Duty Socket Wrench Set 


The MILLER No. 15 set contains 7 sockets and 2 
extension bars (one bar for work in tight places), also 
sliding T handle. 

Sockets are high-grade carbon steel hardened perfectly 
and guaranteed against any defects. Both sockets and 
extension bars are oversize in diameter to insure super- 
strength. 

Fach set furnished in attractive and convenient 
leatherette roll. Liberal profit. 


Write for Discounts. 


MILLER TOOL & MFG. CO. 


DETROIT MICH. 
Eastern Representatives: James A. Gaffney Co., 35 WarrenSt., New York. N. Y. 
Western Representatives: Alden Glaze & Co., 143 SecondSt., San Francisco, Cal. 











“COLD HANDLE” FRY PANS AND SKILLETS 









Made in the “L. & G.” 

QUALITY, both in FIN- 

ISH and WEIGHT. Or- 

der a Sample Line and be 
vinced. 








NEW YORK 





LALANCE & GROSJEAN MFG. CO. 
CHICAGO 


BOSTON 
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; ALL STEEL 
= HOSE REELS 
LIGHT 
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NO BOLTS 
NO SCREWS 
NO RIVETS 





MANUFACTURED BY 


McKINNON DASH CO. 


BUFFALO, N. Y. 
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Which Hod Would You 
Rather Carry? 


If you had to haul mortar for a living, you 
certainly wouldn’t want to carry a hod that 
dripped water all over your shoulder. 

You would choose a Never Drip Steel = 


with its one-piece ends. You would 
whistling on your way while the other fellow 
sulked. 

There are lots of hod carriers in your town 
who are bearing the discomforts of carrying 
leaky hods simply because they have not been 
shown the sensible and better kind. 


This open field of profit is yours for the 
asking. Write us at once for details. 


The Cleveland Wire Spring Co. 
Cleveland Ohio 
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Light Electric Siete 


Careful and accurate workmanship has placed the 


Kimball Light Electric Elevator in its present envi- 
able position of leadership. Wherever a light electric 
e'evator 1s needed the Kimball will successfully oper- 


ate with a maximum amount of service and at a 

minimum cost of up keep. 

All parts are built sturdy to withstand rough 
usage and all parts are sawed, drilled and 
fitted and easily installed. 

If you need an elevator machine, write or wire 


your needs to us and we wi.l supply you with de- 
scriptive matter on the Kimball Elevator Line. 























TRIMMER: 
EDGER 4 Great Labor Saver 


Lawn Mowers and Lawn Lawn Telmeere 


GRANITE STATE MOWING MACHINE CO. 
HINSDALE, NEW HAMPSHIRE 








Every advertisement, story, edi- 
torial and market report in Hard- 
ware Age is valuable to the man 
who is looking for the shortest road 
to success. 


Read Hardware Age as a duty to 
yourself. 
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WHEELBARROWS 

















No. 6A 
Sterling 


Sterling wheelbarrows are a specialized 
product, built strong for hard continu- 
ous service. 

The line includes a barrow for every 
wheelbarrow purpose. They are carried 
in factory and warehouse stocks for 
prompt delivery. 


Send for catalog. 


STERLING WHEELBARROW CO. 


Main office and factory 


Milwaukee, Wis. 


Warehouses Warehouses 
Chicago Detroit 
New York Cleveland 








f Display Stand 
VEC With Easel 


for Window or Counter 





With Orders 
VAG for Vaughan 
Built-in OG Quali Kitch en 
Tools 


3 


Vaughan’s new Si- 
lent Salesman is 
the most attractive 
merchandise dis- 
play stand ever pro- 
duced for Kitchen 
Tools. With Easel 
Back, attractive in 
design and color 
combinations; 18 
inches high, 15 
inches wide, it car- 

ries six kitchen 


IARTCRIEN ToL iE Chi” EE 

















“Improved”? Guaranteed 
Jersey 
Shoe Lasts and Stands 


They are lock bearing and absolutely the best of 
their kind. 


If you are stocking lasts and stands similar to the 
JERSEY it will be to your interest to get in touch 
with us before placing your next order. 


We will show you that you will increase your sales 
on Lasts and Stands by stocking JERSEY. 


Look 

for 

This i 
Mark. S 

Denotes VY 


Quality, 
Durability. 





STAR HEEL PLATE CO. 
Louis Sacks, Inc. 


357-391 Wilson Ave. Newark, N. J. 


Tools and sells 
them. 


This display 
stand is a new 
way to sell Kitch- 
en Tools. It will 
help cut your sell- 
—~- ing cost, thereby 
increasing your 
profits. It will be 
sent free with orders for Vaughan-Made Kitchen Tools, the 
“‘No-Chip”’ Stay-White Handle Line. 

We make perfect Kitchen Tools for you, and help you sell 
them. That’s why Vaughan Kitchen Tools will make friends 
and profits for you. 


Write for Free Samples 











Vaughan Novelty Manufacturing Co. 
3211-3225 Carroll Avenue 


Chicago, Illinois 








HELLER’S ADVICE 


On proper store arrangement, display and storage 
problems can absolutely be depended upon. 

















There is a little booklet, “The Heller System of Larger 
Profits,” which will help you. Send coupon today for 
your copy. 


W. C. HELLER & COMPANY 

767 Bryant St., Montpelier, Ohio 20 Vesey St., New York City 
W. C. HELLER & Co., Montpelier, Ohio 31A 
Please send the new book, “The Heller System of Larger 
Profits.” 

SD” 6 5 0c 00 8 6E40 0 68 66660664 6506066444000 04665066000 660 
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Peerless Honeycomb Radiators for Ford Cars. 
For all models from 1917 to 1926 inclusive. 
The leading Ford replacement radiator. Espe- 
clally good for trucks. More cooling area and 
bigger water capacity. Don’t boil; won't freeze 
and burst. 


© other line of Ford replacements 
enjoys the popularity of the Peerless 
line. Highest quality at popular prices 
have made them leaders in this field. 
Ask your jobber or write direct. 


The CORCORAN Mfg. Co. 


4903 Section Ave., Cincinnati, O. 
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FOR FORD CARS 


1926 Passenger Car Fenders and No. 7 Commercial Fenders for Model T 
Chassis When Converted Into Truck, Now Ready 


Making the Best for 
50 Years and Still At It 


OTTO BERNZ CO. INC. 
Newark, N. J. 


Manufacturers of 
“ALWAYS RELIABLE” 
Torches, Furnaces, and Plumbers’ 
Tools 


Ask for Complete Catalog 


Jobbers Supply at Factory Prices. 





Covered by Patents 
No. 79 Qt. No. 80 Pt. 
Gasoline-Kerosene 


Offices tn New York City, Chicago, Fort Worth, 
Denver, Helena, Mont.; San Francisco, Los An- 
geles, Seattle and St. Thomas, Ont. 











Wanted 


Sales Manager who can plan, command and carry 
through, by well established concern wanting to 
secure jobber-dealer distribution in hardware and 
automotive fields. Product is practically a staple 
line; company is fairly well known in industry. 
Line is supported by adequate advertising Right 
man must have good acquaintance and stand- 
ing with automotive and hardware jobbers. A 
real job with a future as big as the man can make 
it. An aggressive man is required who is willing to 
spend most of his time in the field. 
Apply 
G991, Care Hardware Age, New York 

















The 


H. B. Ives Co. 


4 New Haven, Conn. 
U. S. A. 






Established 1876 
Incorporated 1900 


Manufacturers 
BUILDERS’ HARDWARE 
HIGH GRADE WINDOW AND DOOR 
SPECIALTIES 


WRITE FOR ILLUSTRATED FOLDER 





ber, a trial carton by P. Post, 
a@Xio (Wt. 11 Ibs.) or write us. 
Manufactured only by 
x Cc. S. NORCROSS & SONS, 


~ 








NORCROSS 
Garden and Lawn Tools 


Have earned a reputation for dependable Quality 
and Service. The Hand Cultivator—in three 
sizes, meets practically every requirement in 
garden and flower cultivation. 


Our new “OUT-U-KUM”’ Weed Puller is some- 
thing new and novel in the weed puller field. 
It gets not only the top of the weed, but the 
entire root. Especially effective in Dandelions. 
Handsomely finished, moderately priced—it ig 
an excellent proposition for hard- 
ware dealers. Put up % dozen in 
an attractive Display Carton which 
virtually sells it. Order from your 







BUSHNELL, ILL., U. S. A. 


> 
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WHAT’S THE MAT- 
TER WITH No. 80 
FIRE POT? 


Up to date we haven’t found a 
thing. Every buyer and user 
says the No. 80 beats them all. 
It's quiet, heats heaviest coppers 
quickly, and will melt a pot of 
metal at the same time. Never 
clogs, never cattses trouble, is 
Sarinath. .. economical and durable. Dealers 
. supply at factory price. 


Clayton & Lambert 
Mfg. Co.., 


6275 Beaubien St., DETROIT, MICH. 


ytOM B tc A 
oth mrG.c S@> 





No. 80 Fire Pot 
Ask for latest price. 














ROOF GUTTER SUPPORTS 


This illustration shows, unassembled, one of the many styles of 
may be adjusted every 


eaves trough hangers made by us which 
eighth of an 







These hangers are 
widely used through- 
out the United States. 


Write for catalog No. 
27, which also ilius- 
trates and describes 
conductor hooks and ax] 
fasteners. 


Free sample glad 


furnished. 


L. D. BERGER COMPANY 


51 N. 2d St., Philadelphia, Pa. 





Se Oe 
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NATIONAL LEVELS 





ALUMINUM AND WOOD LEVELS 


Our levels are manufactured by highly skilled 
mechanics, and the best of material used. All 
levels are guaranteed perfect. Write us for latest 
catalogue and price list. 


NATIONAL LEVEL MFG. CO. 
6197 Field Ave. Detroit, Mich. 








The Champion No. 30 
Automatic Blow Torch 
Built to last a lifetime. Will give a 
flame of 1700° for three hours on one 


filling. Equipped with a detachable 
shield for outdoor work. 


This handy torch sells. 


The Lenk Mfg. Co. 


36 Merrimac St. Boston, Mass. 

















Osborne High Grade Punches 





Belt Punches Arch Punches 
Spring Punches Revolving Punches 


A varied and attractive line for the Hardware Trade. Also: Leather 
a Trimmers’ and Upholsterers’ and Plumbers’ Tools of superier 
quality. 

The above tools will please your customers, as well as our famous Round 
and Ova] Punches. 

Remember we have had $9 years of successful manufacturing experience, 
employ only skilled workmen and use the finest quality of materials in 
making our products. 

We stand back of every tool] we make. Try us. Write for Catalog 
and Prices. 


Cc. 8S. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 











Screw Plate Sets 


“The Line That Keeps Moving” 


It takes steam to make the engine ‘“‘Go’’ and it takes more than good 
materials to keep tools moving. 

We've built ‘‘Go”’ as well as Quality into the complete line of ‘‘Threadwe!l’’ 
Tools. Get the Catalog. 


The THREADWELL TOOL CO., Greenfield, Mass. 


Offices: 
New York City Philadelphia Chicago Cleveland San Francisco 
396 Broadway 809 Harrison 300 Wrigley 135 St. Clair 604 Mission St. 
Bidg. Bidg. Ave. N.E. ; 














BURNLEY 


The Soldering 
Paste that has 
satished cus- 
tomers for over 


23 years. 
Sample free. 


BURNLEY BATTERY & MFG. CO. 
NORTH EAST, PENN. 











Satisfied 
s Customers, 


Profitable ' 


ings Mfg.Co, 


Chester, nn. 21-482 








Graffco 
Glass Pushpins 


Have Tool-Tempered Steel Points 


and other excellent points as well. For example, 
the large dome flange assures strength at a vital 
place, the point is rigidly embedded in the crystal 
glass head, these pushpins will not harm walls or 
woodwork, etc. Every feature has sales value for 
you. Two handy sizes, retailing 10c packet. Write 
for free samples. 


GRAFF-UNDERWOOD CoO. 


Sole Mfrs. Graffco Vise Signals, Vise Clips, Vise Index Tabs 
Graffco Picture Hangers for Framed Pictures 


20 Beacon St., Somerville, Boston, Mass. 











Two NECESSITIES In Every Garage 
Garage Door Bolt 

Specially designed for 
garages, factories, ware- 
houses and fire doors. 
Locks and unlocks top 
and bottom bolt with 
one turn of handle. 


Garage 
Door 
Holder 





Prevents accidents, broken headlights 
and bent up fenders. Operates by 
hand or foot 
For prices and further information 
write today to 


?- Phenix Mfg. Co 
No. 50 Holder No. 52 032 Center Street Milwaukee, Wis. 
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Extension ®> Bit Holders Bit Braces 
ALLEN & CO., INC., New Haven, Conn., U. S. A. 











bl i TH€ STEWART IRON WORKS CO. 


CINCINNATI. ‘OHIO 














225 STEWART BLOCK 


— Ce —- 1) —<—aaoee > 
UNIFORMITY . ISTINCTION > : 
“The Tools in the Pit Bow” Skates 


AMERICAN SAW & MFG. CO. SPRINGFIELD.MASS. . Ff ene Samual Wee Wie Wis. Comoney 


HACK SAWS - BAND SAWS — SCREW DRIVERS - GLASS CUTTERS +. Worcester, Mass. 


























—— Welding Compound is best by every | THE FOWLER & UNION 
test. Makes welding of any steel as HORSE NAIL CO. 


easy as Iron. Stock it and increase 





your sales, HORSE SHOE NAILS 
Made dutty ty OF HIGHEST GRADE 
™ Plast ef 
Sao, wes oe 1000 MILITARY RD., BUFFALO, N. Y. 














Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 


Fly Screen Cloth 


Attractive finish, durable 
quality. We can fill your 




















orders promptly. of quality 
Write for prices. 
Bro CALDWELL MFG. CO. 
and el Spargo Wire Co., Rome, N. Y. 9 Jones Street Rochester, N. Y. 
SEYMOUR SMITH PRUNING SHEARS SO BOSS The Improved Cow Hobble 


Selling fast wherever cows are 
milked. The So Boss Com- 
bination Hobble and Tail 
Holder retails at 75c. = 


A Full and Complete 
Line of Pruning Shears 
and Tree Pruners. 

ABSOLUTELY 















GUARANTBRED Sold by generous profit for the dea 
Write for New Leadi Packed in —— —_ 
Pattern ated ng 68 8 Dp 
— Mest cludes display materisl—Na 
Manufactured Jobbers tionally advertised. 
SEYMOUR SMITH & SON, INC., »Y akville. Conn. Simonsen Iron Works 
Sales Representatives: John H. Graham & Co., 11 3 Chambers st., New York. Sioux Rapids, Iowa 











0. Lindemann & Co. 
“BIRD ensv® APA 
CAGES Established 1863 


35-37 Wooster Street, New York 


Get Your Seed Department Ready 


Now is the time to start making friends 
with attractive display cartons of Landreth’s 
Garden and Flower Seeds. Make up a list 
and let us quote you on our tested seeds and 
Mixed Lawn Grass. Be sure of your stock. 


ave LD). Landreth Seed Co., Bristol, Pa. 


































“dhe Fragrance of Flowers— Not the Odor of Oils.” 
a ee To beat the water meter— 
for Furniture Floors and Woodwork WATER SAVING DEVICES 
4 OUT ce I GAYLORD MEG co 
Bouquet-Brownson Co. Ine. ot. “Paul, Minn. 342 Fd clr yale Re York, N.Y. Paterson, N.J. 











SIDE LINES FOR SALESMEN 
Many good salesmen are looking for profitable “Side Lines” 


to handle. 

What have you to offer? Give details—insert your ad in the “Classified 
Opportunities Section” of this paper and you’ll be reasonably sure to find a 
reliable salesman to represent you. 
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IWAN SNOW AND BARN SCRAPERS 


These good tools for barn, poultry house and sidewalk 
use are good sellers wherever seen. 7x18 inch blade, 
5 ft. handle. 


Attractively finished with durable blue enamel. 
Order a trial dozen now from your jobber. 





Iwan Bros., South Bend, Ind. 


Mfrs. of IWAN Post Hole Augers and Diggers, 
Hay Knives, Revolving Chimney Tops, etc. 


SILVER LAKE SASH CORD 





and nationally advertised to 
consumers. Full directions 
for installing on each box. 
Retails for 50c—at an excel- 
lent profit for you. 





Silver Lake Co. 


“ Solid Braided 
Cordage 
Newtonville, Mass. 


FROM YOUR WHOLESALER 


Mfrs. 


ORDER 











A Faster Selling Mop Offers More 


Profit and Quicker Turnover— 


Convince yourself by sell- 
ing SQUEEZ-EZY. The 
mop that wrings by a twist 
of the handle. Keeps hands 
out of water. Saves time 
and back-bending. 







SQUEEZ-EZY 
MOP CO., INC. 


New Orleans, La. 


Doni \ 
KK Wye” 















































STORE METHODS 
provide adequate storage facilities for 
shelf ‘aeate make it pean 2 and con 
venient for clerks and stock men to handle with 
absolute safety—to insure quick service for w 
sale or retail trade — install one or more 
MYERS USHION TIRE STORE LADDERS. 
Deep tread steps, full length hand grips, rubber tires, 
overhead track system, firm construction throughout, 
eliminate vibration and noise and produce a ladder 
of ample strength for safety, convenience and A 
efficiency One style only—neat of design— a 
7/ attractively finished —any height — H 
easily installed—meets most 
requirements, Circular 
on request. 
































The Public buy and 
enjoy Supertrons be- 
cause they are as- 
sured of satisfaction 
by a serial numbered 
guarantee on each 
tube for their pro- 
tection. 

The best dealers 
sell Supertrons be- 
cause they give the 
most satisfaction ; 
the best profit and 











THE TUBE WITH A SENSIBLE Reasv! Fe US Pa ov? 








a permanent’ good 
will. 

Backed by a rigid 
ee Been 
organization and 

aré the factors which made waa ge clean merchandising. 
the foremost Independent Tube in America 
. , ALL 
Branch Offices in Principal Cities Throughout a 00 
the United States TYPES $2.00 
Export Department, 220 B’way, New York Canada $2.75 
SUPERTRON Supertron Mfg, Co., Ine 
A SERIAL NUMBER UARANTEE — wenenes, W. J 























STOCK FOR HOUSECLEANING TIME 


ORE ‘pusH-Pins | 


aD 







Metal RPosmiess — sf Contains 
“Style L” 150 
Couns 10c Packets 
eaten Sell for $15 
tte Cost $10 


f 





Push—Pins Push-less Hangers 

**Glass Heads-Steel Points’’ Scientifically Constructed for Strength 
For “Hanging Up Things” Without Marring Walls 
Moore Push-Pin Co. (Wayne Junction), Phila., Pa. 


REVOLVING 
CABINETS 


ee stores, dealers in 
auto ——— and garage 
owners li these cabinets. 


They prevent mixing of bolts 
or screws. 

Large capacity. Small space. 
Many sizes. Send for Cata- 
log and Price List. 

Your Jobber will supply you. 


American Bolt & 
Screw Case Co. ° 


Dayton, Ohio 
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Classified Advertising Rates 
Opportunity Exchange Section 





Use the “Opportunity Exchange Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 
BOXED DISPLAY RATES 


SO wands OF BBs ovcéccecsscese eee 
Each additional 50 words or less. 4.00 


Positions Wanted Advertisements 
50% off the above rates 





Address your advertisements and replies to 
Hardware Age, Classified Oppor- 





Set Solid, Minimum 50 words..... $3.00 
Each additional word..... sooce Ge 
All Capitals, Minimum 50 words.. 4.00 
Each additional word....... soo 
Allow Seven Words for Keyed Address 








Discounts for Classified Advertising 


4 insertions, 10% off; 8 insertions, 15% 
off 


Remittance Must Accompany Order 


tunities, 239 West 39th St., New 
York City 
HARDWARE AGE is published each Thursday 


Forms close Jen Days previous to date ot 
publication 

















BUSINESS OPPORTUNITIES 








- " 
| A Company Maintaining Warehouses 


At Chicago and Montreal desires to receive quotations 
from manufacturers of tools, hardware specialties and 
allied hardware lines. This company requires its prod- 
ucts made under a private brand and is prepared to place 
large orders for such products as it may decide to pur- 











HELP WANTED 


WANTED MANAGER FOR sporting goods department in first class 
store. Must be able to buy and sell all lines of sporting goods, conduct 
department on up to date methods, of neat appearance and not over 
thirty-five years of age. Send complete record of former positions with 
references and salary expected. Good opening for right man. Ba 
PETTEE & COMPANY, Oklahoma City, Oklahoma. 








SALESMAN WANTED ON PERCENTAGE BASIS only to sell the 
hardware trade, clothes line pulley as a side line, a very attractive 
proposition for the right man. We make these pulleys from pieces cut 
out of mufflers and we have _a very attractive price to offer, only ex- 
persseees men need apply. POWELL MUFFLER COMPANY, Utica, 





chase. Address Box 7151-A, 1507 Otis Bldg., Chicago, ; 
“a BUILDERS HARDWARE MAN—We want an experienced, energetic 
I}linois. man, who understands architect’s plans and specifications for finish hard- 
— ware. Must be able to take off quantities and figure costs as well as 
have selling ability. Good salary and splendid opportunity for advance- 

— ment. Address Box G-994, care of Harpware AcE, New York. 





Hardware Sales Manager 


of vast experience desires connection with live local hard- 
ware jobber. Would want to purchase certain amount of 
stock if connection formed. Can produce very satisfactory 
record as to ability, etc. ) 


Address Box G-992, care of Hardware Age, New York. | 
v~ z =) 














GENERAL HARDWARE AND AUTO SUPPLIES located in fast 
growing section of the Bronx, New York City. Store is 25 x 80; 6 room 
apartment; annual average business $40,000. Stock and fixtures are 
worth $15,000. Will sell building, also adjoining property to expand, 
which we feel will be necessary within next few years. Terms to reliable 
concerns. Address Box G-971, care of Harpware Ace, New York. 


FOR SALE—GENERAL HARDWARE, stoves. 
up-to-date stock. Live, going business, very prosperous. Fine county 
seat town of 6,000, farming community, little competition. Over 30 
years in this location. Invoice $25,000, can be reduced. Sales $100,000. 
Average earnings over $10,000. Failing health, Wonderful opportunity 
for hustlers. Address Box G-986, care of Harpware Ace, New York. 








paints, etc. Clean, 





FOR SALE—STOCK OF HARDWARE and auto supplies, located 
on the National Highway between Wheeling and Fairmont. Stock will 
invoice about oo. annual average business $40,000. Population of 
town 1,000. ave been in business for 16 years and wish to sell on 
account of poor health. Terms to reliable parties. If interested write 
for further particulars to Box G-997, care of Harpware Ace, New York. 


WHITE ENAMELING—WE SOLICIT CONTRACTS for white 
enameling articles on quantity basis. Beautiful china-white finish ob- 
tained by our special process. Address Department H. E. H. TITCH- 
ENER & COMPANY, Manufacturers of “‘Bathwhite” Fixtures, Bingham- 


ton, New York. 


WANTED TO BUY—Ovutright small factory making hardware spe- 
cialties of merit or will consider proposition to manufacture any good 
specialty on a royalty basis. Write us with full particulars as to what 











you have to offer. Address Box G-1000, care of HArpware AGE, 
New York. . 
RETIRING FROM BUSINESS—We have several old established 


hardware and paint stores on Long Island. All good paying propositions. 





Purchaser must have about $10,000 in cash. No auctioneers. Address 
Box G-984, care of Harpware Ace, New York. 
WANTED TO INVEST from five to fifteen thousand dollars for a 


half working interest in a good hardware business. Preferably in Eastern 


States. Addess Box 34, Clyde Court Apartments, Miami, Florida. 





FOR SALE—ONE OF THE most up-to-date hardware stocks within 30 
miles of Denver. Address R. C. PEPPERS, Hudson, Colorado. 





HELP WANTED 


EXPERIENCED HARDWARE JOBRING SALESMAN for Duchess, 
Putnam, Orange and Ulster Counties. Excellent opportunity for qualified 
salesman. CHAS. J. SMITH & CO., 130 Worth Street, New York City. 








ENAMELWARE AND ALUMINUM SALESMEN wanted to sell high 
grade lines direct to dealers. Good commission, also full commission on 
repeat orders. Give experience and territory fully in first letter. Address 
Box G-852, care of Harpware Acz, New York. 





UNDERHILL, CLINCH & CO., 84 White St., New York City, require 
the services of an experienced salesman for the Boroughs of Brooklyn, 
Manhattan and Bronx. A good opportunity for an active man. 


WANTED—SALESMEN CALLING on retail sporting goods and 
hardware dealers to carry side line of high powered air rifies. CROSS- 
MAN ARMS CO., Rochester, N. Y. 








GAS RANGE SALESMAN wanted by large Michigan corporation for 
New York State, also Southern Ohio and Kentucky. Apply giving full 
details. Address Box G-995, care of Harpware AGge, New York. 





MERCHANDISER FOR HARDWARE STORE in Western New York. 
Good money for a good man. State your qualifications. Address Box 
G-993, care of Harpware Ace, New York. 


POSITIONS WANTED 





- 





PURCHASING AGENT having ten years’ experience with large ma- 
chinery manufacturer, desires position as purchasing agent. salesman or 
sales correspondent in metropolitan district of New York. Mature execu- 
tive with broad business background. Address Box G-974, care of Harp- 
ware Ace, New York. 





SALES EXECUTIVE—Would like to manage office of a hardware 
or tool manufacturer in either Philadelphia, Boston or New York or repre- 
sent the manufacturer in these territories. Have had twenty years ex- 
perience as salesman, sales manager and directing head of wholesale 
corporation. Address Box G-998, care of HarpwAre Ace, New York. 








EDUCATED AMERICAN SALESMAN, successful, aggressive, with 
hest of references, now calling on hardware, department store and mill 
supply trade wishes to form sales connection with responsible manufac- 
turer or jobber, either as sales manager or road man. Address Box 
G-983, care of Harpware Ace, New York. 





HARDWARE MAN OF EXPERIENCE desires position in hardware 
store in Boston or vicinity. Experienced in builders’ hardware particularly. 
Would consider a traveling position. Best of references. Address Box 
H-1, care of Harpware Ace, 425 Park Square Bldg., Boston, Mass. 





MAN 30 YEARS OF AGE with 15 years experience as assistant pur- 
chasing agent, also selling experience. desires position with renutable 
manufacturing or jobbing concern. Will accept position any part of coun- 
try. Address Box H-3, care of HArpwAre Acz, New York. 


SALES ACCOUNTS WANTED 


_WANTED—BY SALESMAN of fifteen years’ experience, hardware or 
kindred lines, to sell in Mississinpi on commission. Lines that run into 
a most desired. Address Box H-2, care of HArpware Ace, New 
ork. 
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SALES REPRESENTATIVES WANTED 


SALES REPRESENTATIVES WANTED 





SALESMEN WANTED (by manufacturers rated over $300,000.00 and 
in business over twenty-two years) to sell high grade, moderately priced 
line of aluminum cooking utensils to retail trade. Have choice territory 
open. Exclusive territory. Full commission paid weekly, including com- 
mission on mail orders. We give salesmen real cooperation and have a 
splendid proposition for the right men. Will only consider men who have 
made good in the selling field. State fully your selling experience and 

erritory you cover. LEYSE ALUMINUM COMPANY, Kewaunee, 

isconsin. 





A LARGE MANUFACTURING CONCERN making an _ extensive 
variety of standard items called for by hardware, tool and housefurnishing 
trade is contemplating extending their present sales efforts by means of 
commission salesmen, having a well established trade and with reputable 
lines and calling on the trade at regular intervals. They will receive ap- 
plications from salesmen qualified as above who must in applying give 
full details of routine and territory, together with lines carried and class of 
trade solicited. Address Box G-989, care of Harpware Ace, New York. 





SALESMEN OR SALES AGENCY, to sell a $5.00 Radio Set com- 
plete, to hardware and department stores. All territories open. Live 
wires only. Give full particulars in first letter. Write to MR. A. LYMAN, 
Sales anager, CYCLONE RADIO RECEIVER CORP., 65 West 


Houston St., New York City. 


WANTED—EXPERIENCED SPECIALTY SALESMAN to sell a line 
of high grade lawn mowers for coming season and next on commission 
basis. Address Box H-5, care of HArpwWARE AGE, New York. 








WELL KNOWN FIRM DESIRES REPRESENTATIVE PACIFIC 
COAST STATES TO SELL FINEST LINE ENGLISH CUTLERY 
MADE, ALSO OTHER GOOD LINES CUTLERY aa, LIGHT HARD.- 
WARE. CUTLERY SALES EXPERIENCE ESSENTIAL. MUST DE- 
VOTE ENTIRE TIME TO OUR LINES. AN OPPORTUNITY TO 
BUILD UP PAYING BUSINESS. PERMANENT CONNECTION. 
ADDRESS BOX H-4, CARE OF HARDWARE AGE, NEW YORK. 





MANUFACTURERS of full line household specialties want local repre- 
sentatives in all important cities to handle line on commission. Depart- 
ment houses, premium concerns, are all big users. State experience, lines 
handled and territory covered. We want none but those who can “make 
good.” For such our proposition is an excellent one. Address “‘S. H.,”’ 
care of Harpware AGE, New York. 





SALESMEN FOR HIGH GRADE imported tools. Men acquainted 
with the trade and large following. To carry as side line on commission 
basis for states throughout country. Men with automobiles given prefer- 


ence. Address Box G-996. care of Harpware Ace, New York. 





by manufacturer in busi- 


SALESMEN WANTED—For most all states, 
Address 


ness fifteen years, now specializing on but two hardware items. 
Box G-999, care of HARDWARE AGE, New York. 





for the States of 


SALESMEN WANTED TO SELL Mephisto tools, 
Alabama, Georgia. 


Indiana, Missouri, Wisconsin, Tennessee, Mississippi, 
Address Box G-982, care of HARDWARE Ace, New York. 











THE INFLUENCE OF MILLIONS 


of attractive advertisements yearly which create demand for Lorain 
Oil Burner Cook Stoves should mean greater t for you. Get 
acquainted with the supremely good 1926 Lorain Burner. Oonsider 
the sales continually made by satisfied users and the wonderful 
reputation of the manufacturer. Only by selling Oil Cook Stoves 
equipped with the Lorain High Speed Burner can you share these 
profits. 


AMERICAN STOVE COMPANY St. Louis, Mo. 


Invisible Hinges 


For houseowners, carpenters, cabinet 
makers, etc. Simple in design, Soss 
invisible Hinges will give long service. 
tate. — Catalog in Sweet’s, pages 


SOSS MFG. CO. 
778 Bergen St., Brooklyn, N. Y. 














WESCO TIRE CHAINS 
ARE GUARANTEED 


Western Chain Co. 


Chicago, U. S. A. 








Handy Craft 


The New Steel Building 
Toy for Boys 


























New Catalog of Stone Working 
Tools and Supplies—just off the 
press—free on request. Send for 
it today. 

Trow & Holden Company 





American Can Company 


Oil, Molasses and 
Dairy Gates 
Perfection Pattern. 
Made in Ali Styles. 


Retails for 75 Cents 

THE HART & COOLEY CO., New Britain, Conan. 
Syracuse Stamping 

Syracuse, New York 


























Economy 
Hose Attachments 


For connecting hose to smooth 
faucets. Slips on and off easily. 
Economy Mfg. Co. 
5350 Germantown Ave. 
Philadelphia, Pa. 





Barre, Vermont 


Waltham, Mass. 
Tubular and Bifurcated 


—RIVETS = 





-|}AXES SCYTHES 
RIXFORD Fc. co. 

















ELEVATORS 
DUMBWAITERS 


Write for our catalog 
Energy Elevator Co. 
211 New St. Philadelphia 





Taintor Positive Saw Set 


TAINTOR MFG, CO. 
113 Chambers 8St. N 


East Highgate, Vt. 
YERDON CAST 
BRASS HOSE BANDS 


give JUST THE SERVICE 
you want Hose Bands for 
on All Hose Connections. 
A trial will convince. 


WILLIAM YERDON, Box 102, Fort Plain, N. Y. 


All steel. Fully 
Guaranteed. Send 
for Free Book. 





- ¥. City 




















EYELET TOOL CO. 


Manufacturers of Punches and Sets (Hand 
Drive and Foot Power) for Leather, Cloth and 
Metal, Punch Tubes, Punches and Dies. All 
kinds and sizes made to - i ene jobber. 


Booklets free. FEstabli 
190 Dorchester Ave., Boston, Mass. 








J. L. THOMPSON MFG. CO. 


CRAYONS 


FOR BVEBY PURPOSE 


STANDARD CRAYON MES. co 


Scythes since 1812, Axes since 1800 
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IVER JOHNSON 


BICYCLE — VELOCIPEDES 
SHOT GUNS — SAFE REVOLVERS 
ALL BIG SELLERS 





Iver Johnson’s Arms & Cycle Works 
332 River St., Fitchburg, Mass. 
New York, 151 Chambers St.; Chicago, 108 W. Lake St.; San Francisco, 


717 Market St.; New Orleans, La., 625 Pine St.; 
Ogden, Utah, 2327 Grant Ave. 





Insulated Porcelain Screw Eyes 
For Radio and Electric Wiring Work 





Manufactured by 


M.S. BROOKS & SONS Chester, Conn. 


Bright Iron and Brass Wire Goods 
Since 1848 

















MILBRADT 
LADDERS 


Will pay for themselves in a 
short time by enabling you 
to wait on more trade, save 
the wear and tear on your 
fixtures and goods, as well 
as bring the appearance of 
your store up to date. 

Write for catalogue show- 
ing a large number of styles 
suitable for all kinds of 
shelving. 


Milbradt Mfg. Co. 


2411 N. 10th St. 
St. Louis, Mo. 

















The Ideal Torch for 
Heavy Duty 


A substantial quart size for 
100% service. Has no screwed 
joints to leak or become loose. 

Burner is underfeed type, pre- 
ferred by practical mechanics. 
Two needle control. 

Specify ‘Detroit No. 102” on 
your order to Jobber. 


Write for catalog “F.” 


Detroit Torch & Mfg. Co.. _ Detroit, Mich. 


New York Office: 45 Warren St.; Canadian Rep. George P. Fraser, 
39 Tyndale, Toronto: Kettmann & Ten Eyck Sales Co., 2131 BE. 
9th St., Los Angeles, Calif. 

















ws KNIVES it 


' 
acer Send for Catalogue MAKERS’ 
Paper Hangers’ Knife 




















Robert Murphy’s Sens Ce., 
Ayer, Mass. 


Robertson “Horse Shoe Magnet” Hammers 


Permanent magnet which holds ye 
the tack in position for driv- 7 10! a EE 
ing. Awarded the Silver Medal 






LO 


(the amet offered) at the Panama-Pacifi Exposition. 
Good profi Write for price list. 
Name a design trade marks .... U. & Pat. Of. 


ARTHUR R. ROBERTSON 94 Portland St., Boston, Mass. 











STRATTON "#* «gamit i 
HANDLES 


For Small Tools, Utensils, Electrical Goods, Etc. 
Enameling, both baked and air dried. 


STRATTON MFG. CO. Stratton, Maine 











BOLT 
“VICTOR” cipPeR 


Send for Catalog 
ROBERTS MFG. CO. Somerville Station, BOSTON, MASS. 








Better Machine Screws 
for the Hardware Trade 


HARVEY HUBBELL, INC. 








Bridgeport, Conn. 








Get an “‘Edge’’ fon Sales! 


Dealers are doing it with the Dazey 
“Sharpit.”” It puts a keen edge on any- 
thing——knives, scissors, sickles, tools. A 
quick and ready seller—and a profit 


producer. 
DAZEY CHURN & 
MFG. CO. 
4301 Warne Ave. 
St. Louis, Mo. 
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HEIMEROINGER 


Heimerdinger Improved 
Grass Shears are outsell- 
ing others 5 to |! 


How is your stock? 


. C. HEIMERDINGER CO. 
114 W. Market Street Louisville, Ky. 
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for Progressive Sheet Metal Men 


OW that Milcor has perfected its “multiple unit” idea in PORTO Metal 
Buildings, opportunities which never before existed are now within reach 
of sheet metal men in every community. 


Remarkable success has been attained in some localities by sheet metal men who have 
specialized in metal buildings. This new Milcor design now makes it simple for you 
to get into this profitable business. From a single stock of Milcor interchangeable 
units, it is now possible to assemble 2-car garages, 3-car, 4-car or any size desired. 
With their metal “weatherboard siding”, these Milcor buildings are architecturally 
beautiful, as well as firesafe, lightning proof, storm tight, strong and economical. 
You can make big money selling these superior buildings. Why don’t you! 


Territories will be restricted. Write at once if you are interested. 


Milcor Garages are made in Gal. Steel, Galy. 
“Coppered Metal”, or Galy. ARMCO Ingot Iron. 


MILWAUKEE CORRUGATING COMPANY, MILWAUKEE, WIS. 
CHICAGO, ILL. KANSAS CITY, MO. LA CROSSE, WIS. 


MILCOR J. 
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at Night Far from Help 


Sooner or later road trouble comes to every car 
owner. But when it comes at night on a lonely 
road the need for better tools is forcefully brought 
to mind. 


No group of tool users is so urgently in need of 
better wrench equipment than the twenty mil- 





What Car 
Do You Drive? 


Ask the car owner that 
— then take the handy 
‘What Car Do You 
Drive” book and select 





lion car owners of this country. Many pass your 
store—visit your store—daily. 


You can do a big business on Snap-On Wrenches 
by pointing out to car owners how these im- 
proved tools will protect them in road emergen- 
cies and keep their cars in better shape. 


Install the Snap-On Cabinet in your store and 
you are prepared to supply every socket wrench 
need of the car owner, farmer and all other 
wrench users. The initial investment is very 
small. Now is the time to install it—Spring, and 
the big season for repairs, is right ahead. 


Gnap-on 
ee a 
INTERCHANGEABLE : 
Socket Wrenches 


Look for the name Snap-On on each handle and socket 
—it is not a genuine Snap-On without the name. 


Snap-On Wrench Company 


Milwaukee 





Manufacturers 


Motor Tool Specialty Company 


Sole Distributors—14 E. Jackson Blvd., Chicago, Il. 
Distributing branches in 18 Principal Jobbing Centers 


from Your Snap-On Dis- 
play Cabinet the tools 
that he needs. This book 
makes you a socket 


wrench expert. 








* 


‘ 


— 


You can make up the cor- 
rect Snap-On Set for any 
make of car in a strong 
metal box similar to this 
Buick outfit. 
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INTERNATIONAL DISTRIBUTORS 


a DIAMOND EDGE 
POOLS 


ST. LOUIS. ¥ 
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ie | ‘DIAMOND EDGE IS. 4 QU 4L/TY PLEDGE * 


ESTABLISHED 1643 : 


DIAMOND FDOGE 
CUTLERY 
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In this issue— 


Selling Appliances in a Small ‘Town— 
Bargain Sales Place in Radio Mer- 
chandising — What Every Woman 
Knows About Appliances and Cords— 
Join the Co-ordinated Toaster Cam- 
paign—Forget Lamp Prices and Sell 
Lighting Service and Beauty 




















dollars < con- 
tracted thru 
accounts 


the first 15 days 
of February! 
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CAmerica’s a — ar af 


Peoria, Illinois di 
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Porcelain 


GLITE enamel Units 


You Sell Health 
When You Sell 
Aglites 


and make a mighty good profit besides. 
Aglite’s glistening, smooth surface, en- 
tirely free from dust-catching screws, 
enables them to head the list of mod- 
ern electrical equipment designed to 
promote sanitation and health. 








Thousands of women, whose first con- 
| sideration for the home is perfect light 
§ = andabsolute cleanliness, have installed 
Aglites in their bathrooms, kitchens, 
laundries, nurseries, etc. Thousands 
more will follow suit, if you display 
Aglites in your shop. 


Besides being easy to clean, Aglite’s 
permanent porcelain enamel finish is 
guaranteed not to check, peel, tarnish 
or discolor. And they cost no more 
than the old style units. A post card 
will bring complete information con- 
cerning our co-operative sales plan for 
dealers and literature describing Ag- 
lites in detail. You will not be obli- 
gated. 





Aglite Prices 
Ceiling Type 


No. A722 Keyless - - - $2.75 
No. A723 Pull Chain - $3.60 
Standard Package—Carton neta 
Wall Type 
No. A724 Keyless - - - $2.75 
No. A725 Pull Chain . . $3.60 
Wall Type With Plug Receptacle 
No. A729 Keyless - . - $4.10 
No. A730 Pull Chain - $4.95 


Standard Sachone—Canten of 4 














, oe ghey ROS. Ke? Wi, RE aie 
rm eg eS : cinta ein. aie 





he EIOWIN Kk. Gurm COMPANY 


DESIGNERS: ENGINEERS-MANUFACTURERS 


Lighting Equipment 





2625 Washington Avenue St. Louis, Mo. _ 
BRANCH OFFICES (Sales and Service) In Principal Cities / 
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Announcing a New Contest 


Prizes totaling in value thousands of dollars to be awarded 
Agents and Distributors of Edison MAzDA Lamps. This is 


not a quota contest 


Prizes in this contest will be awarded for effective work 
done in introducing and creating demand for the New 
Standard Edison MAzDA Lamps. Here’s 


what to do 


Learn all the advantages of the new Standard Lamps. Plan 
how you can present these advantages most effectively to 
your customers. 


Keep a record of the work you do and the results you obtain. 


Then send in a report of your work before October Ist. 


to help you win 


be 


@ 





The most comprehensive campaign of publicity ever designed 
by the Edison Lamp Works. 


An unusual array of sales helps. 


The services of the Publicity Department in any plan you 
wish to follow out. 


Contest opens March Ist 
Closes October Ist 


You will receive full details from the nearest District Office of the 


EDISON LAMP WORKS OF GENERAL ELECTRIC COMPANY 


Harrison, N. J. 


EDISON MAZDA LAMPS 


A GENERAL ELECTRIC PRODUCT 
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Direct or Natural? 


FEW years ago, we heard a great 
deal about “direct” buying. 








Many self-styled economists declared 
| it to be the road to lowered costs. 


But costly experience has shown it to 


| be very much a fallacy. 


It is to the dealer’s advantage to buy 
from one jobber handling many items 
rather than many manufacturers each 
making one article. 
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Horton All Makes 





1920-1925 It is to the public’s advantage to buy 
a A ae from local, responsible dealers, rather than 





50% faster than the average RK 4 
bah aden from far away makers or from irresponsi- 
TM ble peddlers. 

This is particularly true of Domestic 


Laundry Equipment. 

Horton—the pioneer and leading ex- 
: | ponent of jobber distribution and store 
selling of washers and ironers—has shown 
a much greater rate of increase than the 
average for the industry. 





That this preference for Horton is be- 
coming more marked each year, attests 
the growing appreciation of zatura/l meth- 
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HLH ods of distribution. 

Horton All Makes ‘ ° ° 
1925 With vastly greater cooperation in 

eS 1926, this is going to be a record profit 

average for the industry. year for Horton dealers. 


HORTON MANUFACTURING COMPANY, (Established 1877) 1024 Fry Street, FORT WAYNE, IND. 
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Coldwell national advertising in 15 leading publica- 
tions throughout the country is steadily creating an 
interest and demand for the new Electric Lawn Mower. 
Have you written in for dealer information and our 
attractive selling proposition on this item? If not, 
write today. Be the first in your locality to display 
the Electric Lawn Mower. 


Mower by Coldwell—Motor by General Electric. 
Cut steel gears run in oil. Plugs in on any house or 
garage light socket—either direct or alternating cur- 
rent and uses about the same amount of current as 
that required for an electric iron. Self propelled— 
mows as it goes—all the operator has to do is steer it. 
Carries 150 feet of cable (allowing a 300 ft. cutting 
radius) on an automatic reel which takes up and pays 
out automatically, always keeping the wire taut and 
out of the way of the machine and the operator. 


COLDWELL 


Dependable Lawn -7Mowers 


Hand « Horse - Gasoline - Electric 





Next Month 


Your Customers Will Ash bo See 


The Electric 
Lawn Mower 


Have bu Ordered/ 
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Cuts a21 inch swath 


eater 
As easy to operate as A Vacuum cleaner 
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COLDWELL LAWN’ MOWER CO., NEWBURGH, N. Y. 
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| What SHERMAN said 
about WAR— 
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UTAH SUPER-FLEX 
$14.00 


age $25.00 


Without Stand .. 9.50 


Utah Radio Products Co., 1421 S. Michigan Ave., Chicago 









is eliminated in RADIO 


with a 
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OU : Made in Salt Lake City 
Yj Yy Y Y WY 
Trade MarkRegistered 


NO OTHER MANUFACTURER 
MAKES SUCH A GUARANTEE 
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UTAH STANDARD 








WE ARE MANUFACTURERS— 
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Meet the "Trade In" Problem SQWARELY 


Get 





t Quick Turn Over-and Real a) with the 
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OQ TRADE IN 
ALLOWANCE 





HERE is no use side stepping the “Trade In” Problem. It must be 
met if you are to get the business of present owners of electric cleaners 
who want new machines but just won’t throw away their present ones. 


And you know how tremendous this market is. 


Right now Hamilton Beach Dealers are offering the owner of any electric 
cleaner an allowance of $12.50 for her old machine, regardless of make, 


condition or age. No red tape—no strings. 


It’s a clean proposition be- 


cause Hamilton Beach takes these “Trade Ins” off your hands. 


And remember, these “Trade In” cleaners are not reconditioned and 
dumped at cut rate prices, killing your prospects for full profit sales. We 
scrap them and put them entirely off the market. 


The Hamilton Beach De Luxe cleaner is 
known the world over for its Quality. It’s 
nationally advertised, too, in The Saturday 
Evening Post, Ladies’ Home Journal and 
Good Housekeeping. 


The margin of profit is Big—the largest dol- 
lars and cents gross profit of any machine 
built. In addition we furnish a complete line 
of proven Dealer Sales Helps. 


Write for details of the Hamilton Beach 
Sales Plan. It’s going to be a hard proposition 
to compete against. Get it yourself. The 
greatest selling months are just ahead. Write 
today for the greatest proposition ever offered 
in the history of the cleaner business. 





Hamilton Beach Mfg. Co. 
RACINE WISCONSIN 


Manufacturers of Vacuum Sweepers, Home Motors, 
Tailor and Jeweler’s Lathe Motors, Bench Grinders and 
Polishers, Drink Mixers, Vibrators and Hair Dryers 
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Hamilton Beach 
De Luxe 















This World 
Famous 
Vacuum Sweeper {| 
Combines / 
Powerful 7 
Suction ; 
with a 


Motor Brush 


and built 
to Last a 
Life Time 


Spey iy Nines? , 
i Ne spilt Retail 
Price 
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Tuesday night means Eveready Hour— 
9 p. m., Eastern.Standard Time, through 
the following stations: 





WEAF—New York war-Buffalo - Minneapolis 
WJAR—Providence wcap—Pittsburgh Y°°° | St. Paul 
WEE!I—Boston WSAI—Cincinnati WEAR—Cleveland 
WTAG—Worcester wws—Detroit WGN-—Chicago 
wFi—Philadelphia woc-Davenport Ksp-—St. Louis 

















This window increased sales 


“Tuis display created consider- 
able attention, not to mention sales 
that would not have been made 
otherwise,” says Mr. H. A. Carter, 
of A. R. Wilson & Co., Ottawa, III. 
See how simple this window is, 
how easy to do, how dignified. 
An assortment of Eveready Radio 
Batteries and display material, 
two radio sets, three loud speakers, 
and the window is complete. In it, 


the name of the shop and the name 
Eveready reinforce each other. To 
the reputation of the store is added 
that of Eveready Radio Batteries. 
Such teamwork is mighty profit- 
able. It creates battery and set 
sales. Order Eveready Radio Bat- 


teries from your jobber. 
Manufactured and guaranteed by 


NATIONAL CARBON COMPANY, Inc. 


New York San Francisco 
Atlanta Chicago Dallas KansasCity Pittsburgh 
Canadian National Carbon Co., Limited, Toronto, Ontario 


EVEREADY 


Radio Batteries 


-they last longer 
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Announcement 


Complete New Line for 1926 


Majestic Current Supply Units 
(A and B Battery Eliminators ) 


/ 





Using the new RAY THEON tube—the sensational rec- 
tifying tube of the year. 


Battery Eliminators will be the biggest and most profit- 
able item of Radio merchandse in the 1926 season—you 


can sell them every month in the year. 


Current Supply Units will be the leaders. 


Super-B 


New List Prices 


Capacity | to 12 tubes, including new power 
amplifiers. Complete with Raytheon tube. $39.50 


Standard-B Capacity | to 5 tubes. Complete with Raytheon 


Majestic-A 


Majestic-A 


I a. oe ate vs: cbs teins Bree ewe ace eek lel $29.50 
Capacity | to 8 tubes. Complete less Tungar 
Se e66eadws ee 4 ale dase < oka $40.00 
i on 5 cs tse a ees ore UE $69.50 


Write for New Catalog 


G-G-H Majestic 


GRIGSBY-GRUNOW-HINDS CO. 


4556 Armitage Ave. 


Chicago, Illinois 
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In This Issue— 


— - 
Editorials 24 Some People Say 
Selling Electrical Appliances in a Small City 14 N . 

Paul Jones, who writes this story, is a merchant, not a writer E of the interesting phases 
and he merely tells why and how he has made a good of ploneering is what people 
profit from the electrical appliances in a city of less than say to vou about the field of 
3000. os 

operation. 
ae Sales Have No per in Radio re 16 ELECTRICAL Goons is pioneering in 
xecutives of fourteen leading manufacturers wrote this the field of selling electrical appli- 


story and they are also against dumping sales. 
ances in non-electrical stores. We 





Why Sell Price When You Can Sell Beauty? 18 have heard so many things from well 
gn ye et meaning friends that we look with 
lamp business and she outlines a method of building a interest to every newcomer who is 
real business. likely to talk along this line. 
What About the Radio Overproduction? 26 We have been told: 
Arthur Sinsheimer, Radio Editor, expressed the hope that That the appliance was a big town 


retailers will not destroy their own standing by taking 
part in dump sales. 


ELECTRICAL GOODS IN PICTURES 


business. 
That it is a small town business. 


That non-electrical stores cannot 


Show Windows with an Idea 27 ' - 

compete with the electrical sources 
How to Light a Lamp Department 28 of distribution. 
Two Minute Lamp Studies 30 - That a very technical department 


must be maintained. 


What Every Woman Knows 32 And, well, a lot of other remarks 


Mrs. Chantler discusses appliances and cords and offers 
some excellent suggestions for the salesman to adopt to 
his selling talk. All of these remarks are listened 


20 to with the keenest attention. They 
offer suggestions to us. The answers 
; are printed in ELECTRICAL Goops. 
Easy to Write Ads from ELECTRICAL (oops 21 The farther we go in investigating 

An experience from the day’s work of a busy merchant. 


along these lines. 


The Toaster and Percolator Campaigns 
A chance to attract some new business by getting in line. 


these remarks, the more we find that 





More and Better Sales by Better Salesmen 22 the merchandising of appliances is 
A new problem and the solution of last month’s “Where much like merchandising any other 

Was the Mistake.” : : ‘ 
commodity that is available for use 
New Goods to Sell 34, 36 in more than half of the homes and 


business places of this great country. 


| Electrical News Briefs 40 a ro 
This is the story we are telling in 


ELECTRICAL Goops, by fact stories 
told by merchants themselves. ELEC- 
TRICAL GOODS stories are not theory, 





GEORGE H. GRIFFITHS, General Manager 


wee in ~~ written in the office. We let the mer- 
ARTHUR SINSHEIMER MRS. BERNICE BOWSER chant tell what he is doing. 
Radio Editor Lamp Editor 


Publishing Address, U.P.C. Bldg., 239 West 39th St., New York City 












































We announce a 
signal achievement. 


The New and Greater 


HOOVER 


Model 700 


New in design, it makes possible, for 
the first time, the Positive Agitation of 
floor coverings. 

Spectacular in efficiency, it exceeds by 
146% (average, in actual test) the 
cleaning efficiency of any other 
cleaner. 


Strikingly beautiful, in form and finish; 
refined and improved throughout. 


THE HOOVER COMPANY, NORTH CANTON, OHIO 
The oldest and largest maker of electric cleaners 
The Hoover is also made in Canada, at Hamilton, Ontario 
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Electricity Has So Entered Our 
Lives We Forget Its Youth 


Rai have become so accustomed to electricity as a part of our daily lives, 
vai and as a wonder worker, that it is extremely difficult for us to realize that 
it is something that we have not always had with us. Especially does this 
spirit possess us when we become critical of the business methods of any 
phase of the industry. 


It does not seem possible to us that Morse and Vail were the pioneers of the 
telegraph as recently as 1844, and that the telephone was experimental in 1874 and 
the first exchange was opened in New Haven, Conn., as recently as 1878. 


In our consideration of electricity, of course, we really date all things from 1882 
when Thomas A. Edison opened his service station in Pearl Street, New York. That 
was the beginning of the use of electricity for lighting and power—the household use. 





This means that the business structure of an industry that has more than seven 
and a quarter billion dollars invested in production and distribution plants for elec- 
trical service has been built within the lifetime of the man who started the industry. 


It may not be generally known that Mr. Edison had trouble obtaining capital 
for that first station, but he did. Fortunately he was able personally to com- 
mand money that carried on for him until the business capital that had been 
scared by the early losses came back. 


After this plant was pronounced a success, every hamlet in the country wanted 
electric lights, but again capital was timid. This era was coincident with that 
of a revulsion against private franchises for a public utility. In many commu- 
nities, large and small, politicians and their friends had been mulcting the public 
by high water and gas rates. The idea of regulation had not then become opera- 
tive. So to protect themselves, the municipalities built their own plants. 

In the way of starting electric service quickly, this may have been a benefit. 
But as these plants could not develop to meet private business demands, this 
ownership was later a great brake on the development of the industry. The 
superiority of private ownership has been demonstrated. 


Following this came the rather crude beginnings of regujation which, in the 
main, were merely efforts to reduce rates regardlessly. 


So it can be seen that there had been serious problems in the hasty develop- 
ment of this great industry. 


First came the necessity of enlisting capital after Mr. Edison had proved the 
proposition. Next the correction of the stalemate created by municipal owner- 
ship. Next building a companion industry to manufacture the equipment and 
supplies needed to carry on the work. 


The development of the industry has been, and is, constant to the extent that 
each large current producing plant is better than that built yesterday. 


Today there is still the demand for capital for expansion. Today, plans are 
carrying out that will put into reservoirs all electrical energy to be tapped by 
communities as there may be need, so that the over demand or the failure of a 
plant in one community will bring about no interruption of service. In this effort, 
the industry recognizes its obligation to the population that has become so de- 
pendent upon electricity for “a thousand things a day.” 
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Selling Electrical Appliances 


This dealer added the line to hardware because he was looking for 
profits and, he adds, he has found them 


appliance line to our hardware 

department, we were primarily 
interested in its monetary addition 
to our income. We were locking for 
profits. 

Now after nearly seven years of 
experience with the line, we can look 
back upon that move and tell our- 
selves that the results have been 
satisfactory, especially in the case of 
the smaller appliances which usual- 
ly sell for cash and which require 
little or no service. 

The margin on these sales is sat- 
isfactory and the selling cost is not 
unusually high, due to the fact that 
the unit of sale is comparatively 
large, in most cases near five or ten 
dollars on table appliances and up- 
ward to $175 on washers, ironers, 
etc. 


[ choosing to add the electrical 


The Margin Is Good 
Experience has shown that there 
is more of the margin on the smaller 
items left as profit, although the vol- 
ume of sales on the larger ones is 
greater. In our case even that is 
debatable due to the fact that al- 
most without exception, all the goods 
usually classed as appliances have 
proved profitable. 

At any rate, there seems no reason 
or necessity that the bulk of electri- 
cal appliance sales should be made 
in the larger cities, except in so far 
as the city contains infinitely more 
people than the smaller ones. The 
dealer in the small city with his 
knowledge of his trade and custom- 
holds in his hands a mighty 
power toward speeding the increase 
in use of electrical conveniences 
and at the same time adding to the 
profits obtained from his business. 

In fact, the small city dealer, 
especially the hardware store, has 
some very distinct and important 
advantages over the store in the 
large city. 

Perhaps the greatest of these is 
the fact that most of the people in 
any given community are known to 
the local hardware dealer, and that 
is certainly not the case with his 
neighbor in a large city. 


ers 


Because the hardware store fills 
some need for almost every person 
in the community, it becomes a shop- 
ping center unsurpassed, perhaps, 
by any other store. 

Certainly the potential market ex- 
ists, so this close contact with one’s 
prospects brings an easy approach 
in selling electrica] items. In many 
cases people have learned to depend 
on their hardware store as the place 
to find things new and useful for 
the home. 

If that is not the case in a large 
way with a store something is lack- 
ing in that store. Certainly no 
store offers so many labor-saving 
and useful devices. 

In this stage of an electrical age 
almost everyone is more or less in- 
terested in electricity. Even in the 
homes that are using electricity only 
for lighting there exists a market 
that is easily developed. In any 
event the well-known dealer has an 
easier task of educating his poten- 
tial customers to an increased use of 
electricity than the less known 
dealer in a metropolitan area. 


Sales in the Store 


Even if we eliminate for the mo- 
ment the possibilities arising from 
the use of outside or house-to-house 
salesmen, a hardware store’s con- 
tact with numerous home keepers 
may be easily utilized in increasing 
sales by well directed suggestions 
and proper display and demonstra- 
tion to the customers already in the 
store. 

For quite a while now a large por- 
tion of our large appliance sales 
have been made in the store among 
regular customers to whom sugges- 
tions or demonstrations had been 
made. 

When we first began to sell large 
appliances (washers and vacuum 
cleaners) we used one of our regu- 
lar men as a sort of outside sales- 
man. We allotted a small portion 
of each day (preferably in the after- 
noon) to be used by him in electri- 
cal selling. Near the end of each 
day, if no prospects were at hand, 
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we considered various customers 
who could afford to buy such an 
appliance as we happened to have in 
mind at that time. 

Usually we picked a prospect from 
a neighborhood where there were 
several such appliances in use. The 
next day, at the usual time, our 
salesman called on the customers 
outlined. His effort was toward ar- 
ranging a demonstration and not to 
force a sale. Usually we are able 
to arrange one demonstration out 
of a day’s calls, sometimes, of course, 
more than one. 


Demonstrations Monday Morning 


Most demonstrations we arranged 
for Monday morning, which is the 
universal washday, and we tried to 
have all of them as nearly together 
as possible, so our man could take 
care of all of them without too much 
effort. This plan also did away with 
many light hauls with our delivery 
truck. While a sale was not always 
made from each demonstration, the 
average was profitable and satisfac- 
tory. 

In every case it seems desirable 
to guard against false impressions, 
which tend to develop dissatisfac- 
tion with an article after it is sold. 
A salesman should not overestimate 
the economy of an appliance, nor 
should he leave the impression that 
it is foolproof and in that way en- 
courage neglect. 

It is necessary and advisable to 
give the customer some simple in- 
structions for care and use of the 
article. This will often eliminate a 
“service call,” and service is always 
expensive. In fact, if service is not 
properly handled, it may quickly de- 
stroy the margin obtained from the 
sale. The customer should also know 
approximately what the power cost 
will be, so that there may be no re- 
sulting dissatisfaction. 

The sale of electrical supplies and 
appliances bears many fruits other 
than mere monetary gain. The sale 
of large appliances on monthly pay- 
ments brings an everchanging group 
of prospects into the store periodi- 





By Paul Jones, 
Manager Hardware Department, 
Brown & Jones House Furnishing 
Co., Zeigler, I[ll. 


cally. This addition to store traffic 
is not to be overlooked. 

Then, also, many items in the 
line, such as lamps, fuse plugs, at- 
tachment plugs, sockets and wire 
are items of everyday use in the 
home and bring a large number of 
persons who may be interested in 
other goods. 

To perhaps no other line does the 
time-worn phrase, “The more you 
have, the more you want” apply 
more strongly than to this one. As 
one learns to rely upon electricity 
and to realize its convenience and 
utility, a desire is aroused to acquire 
more appliances and add more out- 
lets in order to enjoy it more fully. 


An Ever Increasing Market 


This ever increasing market is full 
of possibility to those who see fit 
to exploit it by selling electrical 
goods aggressively and thus teach 
buyers to depend on the hardware 
store as a source of supply. 


Zeigler, Ill., the merchandising 
home of Mrs. Jones, has less than 
3000 population. It is in the soft coal 
and agricultural section of Southern 
Illinois. Mr. Jones has found this 
a fine merchandising set up for the 
electrical line. 


Technicality in Selling 

EADERS of ELECTRICAL GOODS 

will remember the problem in 
the January issue in the “Where 
Was the Mistake” problem. A wom- 
an customer had asked the salesman 
about the reception in her home of a 
radio receiver that she was about to 
buy. He answered her with a few 
sentences abounding in the most 
technical phrases. 

One of the interesting replies to 
that problem was received from 
Clyde Woodward, of J. M. Stewart 
& Co., Indiana, Pa. We will quote 
from this letter and we want to im- 
press the salespeople of electrical ap- 
pliance departments that all that is 
said concerning technicalities in 
radio selling, apply just as fully 
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in Small City Has Advantages 


a eas 


fe th ae , 
abtiet > oe 


This display was in the Brown & Jones windows at the time this article 
was written 


to selling all electrical appliances. 

ispecially the woman customer is 
not interested in the materials from 
which the appliance is made or the 
technical description of the power 
required. She is interested in what 
the appliance will do in practical 
terms and what it will cost to oper- 
ate. Mr. Woodward writes: 

“The woman customer did not ask 
the clerk concerning the technicali- 
ties of radio, nor did she ask any- 
thing about the mechanical construc- 
tion of the receiver. She did ask how 
the set would receive in her home. 

“This question should have been 
answered as directly as_ possible. 
Perhaps not one customer in fifty 
would have any conception of what 
tollycoids or secondary coils are. 
Most customers would have been be- 
wildered and their attention lost. 

“The clerk closes by saying ‘You 
can get any station at any time, 
etc.’ Right here he gave the busi- 
ness a severe blow. Thoughtlessly or 
purposely he was untruthful. 

“Seldom, if ever, does any walk of 
life require a lie, least of all in sales- 
manship. I believe a lie in salesman- 
ship is one of—if not the greatest 
—error a clerk can be guilty of. 
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“It is sure to be checked up in 
salesmanship more quickly than in 
any other profession, and beware of 
the reflections it casts on the clerk, 
to say nothing of the black eye the 
business gets. 

“The business is most vitally af- 
fected in this case. The clerk could 
have answered the customer truth- 
fully and briefly and held her atten- 
tion and respect. He might have 
said: 

“*We believe you will get very 
good reception with this set in your 
home and you will be able to tune in 
most of the good broadcasting sta- 
tions, providing the conditions are 
good.’ 

“He might have mentioned the 
interest the store had in having this 
set installed in her home, where a 
demonstration could prove what it 
would do. 

“He could have assured her that 
the store sought only satisfied cus- 
tomers since the future business de- 
pended upon that. In this way the 
customers would have been suffi- 
ciently interested to permit the in- 
stallation of the set and once a 
good set is in the home, there is 
little difficulty in closing the sale.” 








BARGAIN SALES 


66 LEARANCE sales cannot 
6 be advantageous to the ra- 
dio industry as a whole re- 
gardless of when they are declared. 
* * * Eventually clearance sales will 
be less frequent in the radio indus- 
try. They will gradually lose pop- 
ularity, or rather necessity, as the 
business is stabilized and when there 
are fewer poorly financed corpora- 
tions engaged in the business.” 
The above is a paragraph taken 


—‘‘] do not remember when Fords, 
Packards, Nashes, Buicks or Rolls- 
Royces have been put on the bargain 
counter.’ — 


from one of fourteen similar letters 
received by ELECTRICAL GOODS in 
answer to a query from this pub- 
lication. The situation was this: 

In the January issue ELECTRICAL 
Goops printed an article under the 
heading “Don’t Rush into Radio 
Clearance Sales, Even Though It Is 
January.” The article was a dis- 
cussion of the reasons for clear- 
ance sales, and when one studies 
these reasons it is seen that they 
do not apply to a properly bought 
radio stock. 

Additional argument was added to 
holding off a clearance sale this year 
because International Radio Week 
was coming the last of January. 
Arthur Sinsheimer, Radio Editor of 
ELECTRICAL GOODS, saw in this week 
the high point of radio interest for 
the season, and he held (properly 
so, it has been demonstrated) that 
this event should have a strong mer- 
chandising urge. 

Practically every other radio mer- 
chandising publication printed in 
the January issues the usual sort of 
clearance sale advice, just as though 
radio receiving sets were ordinary 
Christmas or seasonal merchandise. 

The situation was so marked that 
ELECTRICAL GOODS decided to learn, 
if possible, if it alone was right, or 
did majority make right in this con- 
nection. So we wrote to a consider- 
able number of reputable manufac- 
turers, asking them if the clearance 
sale advice was good, if they thought 
events like International Radio Week 


had a bearing on the situation, or 
what they would suggest. 

Fifteen replies are at hand, and 
they are most interesting. ONE 
reply favors clearance sales under 
certain limitations. This letter 
stands ALONE in these replies. The 
other fourteen are emphatically 
against clearance sales AT ANY 
TIME. These replies are from: 

Atwater-Kent Manufacturing Co. 

Chas. Freshman Co., Inc. 

Electrical Products Manufactur- 
ing Co. 

Splitdorf Electrical Co. 

The A. C. Electrical Manufactur- 
ing Co. 

Stewart-Warner Speedometer Cor- 
poration. 

Ajax Electric Specialty Co. 

The Dayton Fan and Motor Co. 

The Kodel Radio Corporation. 

Radio Corporation of America. 

Stromberg - Carlson Telephone 
Manufacturing Co. 

Grigsby-Grunow-Hinds Co. 

American Bosch Magneto Co. 

Jewett Radio & Phonograph Co. 


—‘‘Clearance sales cannot be advan- 
tageous to the radio industry as a 
whole regardless of when they are 
held.”— 


It is especially interesting to note 
that a majority of these replies are 
written by the president or general 
manager of the company, indicating 
that the inquiry went to high places 
before the verdict was given, and 
that there can be no doubt as to the 
authority. 

These letters are in many cases 
similar. The points of distinction 
are in details. If they were put 
into the melting pot and made into 
a radio merchandising song, the 
chorus would be “clearance sales 
have no place in radio merchandis- 
ing.” 

Each writer makes this point, and 
each writer supports it with varying 
details. For that reason the follow- 
ing quotations are used without 
names, merely because it would be 
too much repetition to print each 
letter in full, and it would hardly be 
fair to quote one point appearing 
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in half a dozen letters and credit it 
to one writer. 

One writer says that the contract 
between his company and the dealer 
specifically states that, when any 
dealer offers receivers at a reduced 
price, he ceases to be an authorized 
dealer. He adds: “When we receive 
word of cut price sales, we immedi- 
ately notify this dealer that we shall 
act on the ten-day clause in cancel- 
ing the dealer contract.” 

Another manufacturer writes that 
he protects his jobbers and dealers 
on prices, and if the time comes that 
he has any overproduction to mar- 
ket, he will pro-rate such sets among 
his dealers and not permit outsiders 
to undersell his dealers. He adds 
that he does not expect overproduc- 
tion. 

“January and February are the 
best months for’ reproduction,” 
writes a maker of sets, “and we 
think it would be foolish merchan- 
dising for anyone to cut prices dur- 
ing this season. We know that the 
dealer who will go after business 
during these months can sell our sets 
at list price.” 

A majority of the manufacturers 
assert that there is no reason for 
radio being seasonal, and they will 
resist any tendency to establish dis- 
tinct seasons. Manufacturers mak- 
ing this point refer to the automo- 
bile and talking machine industries 
as two that have not permitted spe- 
cial sales to mark the advent of the 
dead season. All of these seem to 
ask, by inference at least, “If we 
are to have a dull season in this 
business, why tell the public about 
it?” 

The situation is much like a story 
that is historic in the automobile 
industry. A manufacturer of low 
priced cars had to dispose of some 
stock. So he more or less arbitra- 
rily shipped cars to dealers. This 
was during the winter, and one of 
the dealers selected was a South 


—‘Neither radio dealers nor manu- 
facturers will be able to show a profit 
until the sales peak is flattened out 
and the business goes on through the 
twelve months.”— 
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Dakota man. This dealer felt quite 
flattered at such distinction and 
after a few days wired for more 
cars. 

A district man was sent out to 
see him. This dealer, it appears, had 
been hampered chiefly by an inabil- 
ity to get cars the season before. 
He had not been in the business 
long enough to learn that no dealer 
was supposed to sell cars when snow 
was on the ground, so when these 
cars were sent to him, he went out 
and sold them. He was much sur- 
prised to learn that his action had 
created a stir of interest. 

Evidently most manufacturers 
think if fewer signals were used to 
announce the slowing up of sales 
some radio dealers might not know 
about the dull season and just keep 
on going at top speed. In fact, one 
writer says: 

“It seems to me that this whole 
trouble is mental. There is abso- 
lutely no reason why radio sales 
should not be as good in summer as 
in winter. Certainly programs from 
nearby stations can be enjoyed to 
just as great an extent. And cer- 
tainly ‘distance-getting’ is only one 
phase of radio.” 

This writer adds that if any au- 
thorized dealers of that company’s 
products “advertises a cut price sale, 
it will be his last as an authorized 
dealer.” 

The next letter calls attention to 
the difference between the opera- 
tions of the large and the small mer- 
chant and suggests that the small 
merchant avoid any semblance to 
clearance sales, for they cannot hope 
to cope with the big merchant who 
buys distress stocks and offers 
“slaughter prices.” The small mer- 
chant’s attempt to do a similar thing 
only calls attention to the differ- 
ence. The writer suggests that the 
small merchant put renewed personal 
work into his sales to meet this com- 


—“TIf the trade can withhold from 
dumping surplus merchandise untul 
early next fall, we believe the confi- 
dence of the buying public will be re- 
established and the public will not 
expect sets for nothing.” — 
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petition and to uphold the reputa- 
tion of his store for good merchan- 
dise. 

“In five years’ experience in mer- 
chandising radio sets,” says another 
letter, “‘we have found that the buy- 
ing season runs until the end of 
March, and it certainly is not the 
right thing to raise distress signals 
before then. If dumping is neces- 
sary, why not hold off until sum- 
mer? 

“The dealer who is performing 
the functions which the manufac- 
turer can rightfully expect from him 
requires the normal margin of profit 
which his trade discounts allow to 
properly carry on his business. The 
radio broadcast receiver is a highly 
specialized product, and the dealer 
who properly serves his community 
must be prepared at all times to ren- 
der service to his customers. Clear- 
ance sales and profits usually work 
contrary to one another.” This is 
taken from a letter from one of 
the very big companies. 


—‘I venture to say that if tt were 
possible to eliminate cut price sales 
for two weeks, the volume of busi- 
ness at full list price would be 
astounding .”— 


This is another thought: “Dealers 
perhaps are the biggest sufferers 
from clearance sales when they are 
held too early in the season. Such 
sales not only catch many dealers 
by lowering the value of the stock 
which they have on hand, but also 
seriously inconvenience dealers in 


collecting from customers who are 


paying for goods on the installment 
plan.” 

Another letter says: “Where there 
is sane manufacturing, real mer- 
chandising experience and ability, 
and a careful regard for proper se- 
lection of outlets, I cannot see why 
the radio industry needs clearance 
sales, and we personally do not think 
that they should be held in January 
or any other month.” 

A different method is suggested 
by this manufacturer: “There will 
always be present in every store, 
of course, a certain number of items 


17 


Manufacturers in Defining Their Dealer Policies 


which will have to be marked down 
before they can be moved, but the 
capable dealer can run these mark- 
downs in a quiet way throughout the 
year, thus eliminating the disturb- 
ance that is bound to be felt in the 
trade by organized clearance sales.” 

The manufacturing situation is 


—“Clearance sales, in our belief, will 
always create an unstable market tf 
they are permitted to become a fix- 
ture.’— 


offered as an explanation of the 
clearance sale, with the intimation 
that they will help clear out the un- 
desirables. The writer of this sug- 
gestion says: 

“We have a little over 600 manu- 
facturers of receiving sets today, 
and that is the story. About 550 of 
these never had any right to even 
be in the radio business, and out of 
the balance of 50 there are perhaps 
a dozen that are justified in running 
extensive national advertising cam- 
paigns. Until the weak members 
drop out of the picture, and until 
such a time as the public becomes 
more educated with the real truth 
of radio, this condition will exist.” 

It is quite clear from these letters 
that the manufacturers do not be- 
lieve that clearance sales can be of 
value to any factor in the trade, 
except to clear out such goods as 
may be defective, unseasonable be- 
cause of style or when the dealer is 
overstocked and can find no other 
outlet. This should not occur in 
radio. 

Evidently the manufacturers who 
are quoted here are letting their 
orders be their guide in production 
and they do not intend to manu- 
facture receiving sets with a view 
of slaughtering prices and dumping 
them. We take these letters to in- 
dicate that there is a large measure 
of dealer protection in the 1926 
merchandising policies. 

Those who have kept close watch 
on the general merchandising field 
know that there have been no big 
dumping sales this year, such as 
marked the years since the receiver 
has been on the market. 
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I mentioned Tiffany’s store as 

one of the few stores in this 
country that does not show the firm 
name on the store front. It is in- 
teresting to note that this store, so 
well known all over the country that 
it does not need to label itself, does 
advertise in the newspapers each 
morning. Every day in the year— 
note that. 

Tiffany advertising is instantly 
recognized. It never varies. It is 
always advertising what we all 
know as just “Tiffany.” 

It would be interesting to ask the 
men writing the lamp copy through- 
out this country what thought they 
are trying to put over. Naturally 
they are trying to sell lamps. But 
how or why they seem not to have 
decided. 


if another article in this issue 


2a ee ee 


RADIOL “pee 


Ernest C. Hastings, president of 
the Caldwell Store Co., Washington, 
Pa., when asked why he advertised 
furniture, made a reply which mer- 
its serious consideration. He said: 

“We do not advertise merely to 
sell merchandise. We _ advertise 
merchandise to fill a definite pur- 
pose or want in the lives of the com- 
munity. Because that merchandise 
fills a need or want, we hope to be 
paid for it. 

“For example, a chair isn’t adver- 
tised just in order to sell it at $10. 
It is advertised so, when it is put 
into a room with a good looking 
cushion on it, the room’s appearance 
is improved. If people didn’t sit 
down, all the advertisements in the 
world offering chairs at $10 or 1 
cent would not sell a single solitary 
chair. 


18 





Why Advertise Lamps 0” Price 


Mrs. Bernice Bowser, the 
there 1s aright and wrong way 
department. Use and Beauty 


“I believe the neglect in asking 
ourselves the ‘why’ of merchandise 
is one of the biggest losses in ad- 
vertising. And I also. believe that 
our advertising results can be in- 
creased a considerable percentage if, 
before writing any copy, we sit down 
and make a very careful analysis of 
why the merchandise should be ad- 
vertised.” 

Agreeing with this 100 per cent, 
I would suggest that a study of 
lamp advertising be made. At ran- 
dom I have selected a page of lamp 
advertising. There are lamps and 
prices. Prices and lamps. All over 
the country lamps have been adver- 
tised in a small way, and prices 
have been advertised in a large way. 


Complaints and Practices 


Merchants complain about unfair 
competition, claiming that there is 
no bottom to prices. At the same 
time they are advertising prices, 
stressing the low prices and forget- 
ting entirely to advertise how and 
why lamps should be used. 

We also show what I consider the 
finest lamp advertisement I ever 
saw. This happens to be a whole- 
sale furniture advertisement—di- 
rectly advertising furniture, yet in 
every way a beautiful lamp adver- 
tisement. 

Refer to this advertisement a mo- 
ment—the lamp is first of all used 
to supply light. It has a feeling 
of luminosity. It throws the light 
down to the reading plane. The 
lamp is useful—first of all—and then 
it is a thing of beauty. It is well 
placed on the sturdy utility table. 
It has dignity of design and suits 
the luxurious panelled room. It 
suggests comfort, ease, repose, the 
atmosphere that the busy business 
man loves to find at home. 

The lamp is quite the most con- 
spicuous item in the room, and the 
photographer knew his_ business 
when he shows a little of the open, 
lighted fireplace. This is an ideal 
“winter” advertisement. 
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Lamp Editor, points out that 
to build prestige for a lamp 
hetter than mere dollars. 


The same principles could be ap- 
plied to selling electric grates, if a 
fireplace was shown with an electric 
grate in use, warm, alive, appealing 
—with a chair nearby, suggesting 
comfort and the lighted lamp near 
the chair. 

A percolator would give this ad- 
vertisement a dual appeal if shown 
in use on a coffee table, with a 
comfortable lamp nearby. One item 
used to sell the other. 

Percolators cannot be sold easily 
if you do not show women how to 
use them. Today thousands of 
people have coffee in their living 
rooms here in America—as Euro- 
peans have done for years. Teach 
the women in your home town to 
serve coffee in their living rooms, 
and they will want new electric per- 
colators and they will also want after 
dinner coffee sets. 

Toasters, grills and table stoves 
can be shown in use on the serving 
tables with torcheres or tall slender 
candles in use. The heating pad 
can be shown in the bedroom, where 
lamps have been so neglected. 


What Women Want 


Women all over this country have 
intense interest in their homes; they 
want the best; they want to be 
shown how to use beautiful things, 
and when the merchant begins to 
give them this information he will 
have created the “buying urge” 
which he seeks. 

The furniture advertisement we 
show creates at once a desire for 
possession of just such a lovely 
lamp. You stir a woman’s imagina- 
tion, make her want a fine thing 
and then the price will not be so im- 
portant. She will find the way to 
pay the price. Men in America 
know that our women get what they 
want. 

The merchant should make her 
want the merchandise he wants to 
sell. If you want to sell lamps, sell 
the right kind for the women in 
your community. Tell your clientéle 


Electrical Goods Section 





Sell Beauty 





ptt 
rege 


RUE indsvidualty of design can be 
interpreted only through the medium of 
hand-craftsmanship. For more than half a 
century out furmture has bern made by skilled 








artisans, inspired by the finest achievements of the 
master cabinet makers of the past. An illustrated 
booklet, telling of our furniture and where it 
may be purchased, will be mailed upon request. 


Lilner « Cnbuy f 


MPG. CO. 
2? EAST FORTYSIXTH STREET NEW YORK 
Wrotesais Ory 
e 


about them in an interesting way 
and you will find no difficulty in sell- 
ing them. 





From a Man’s Viewpoint 


HIS. story was told in the 

ELECTRICAL GoopDs office by a 
man who had been looking through 
the magazine while waiting: 

“We had some friends in for din- 
ner the other night and when we 
returned to the living room I 
switched on a couple of lamps and 
we sat and talked for an hour or 
more, when the man said: 

““*This room seems to me to be 
particularly restful and yet it is 
almost exactly the kind of a room 
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in our apartment. Minnie and I 
were talking about our room about 
a month ago and she suggested we 
needed floor lamps. 

“*So she made some purchases, 
bridge lamps I believe, but they give 
such a narrow range of light that 
they are not restful. I have been 
looking at your lamps and I believe 
we have not the right kind of 
shades. Ours are cloth shades and 
they are pretty. 

“*T told Minnie to try again and 
ask the salesman’s advice. She says 
that girls sell lamps and the girl 
she bought of did not even know 
the price until she looked at the tag. 
I suggested to Minnie that she buy 
where they know something.’ ” 





Cooperate with the 
Electric Toast and Coffee Campaign 


(hx month of March is to be 

a toaster month. The manu- 
facturers of appliances have 
arranged, so far as possible, to con- 
centrate their advertising for that 
month upon-the toaster. 

They have asked that appliance 
merchants everywhere coordinate, so 
far as possible, the local advertising 
during this period upon elec- 


usual methods of pushing this cam- 
paign. They are asked to feature 
the toaster in their own advertising 
and to arrange window displays and 
to distribute toaster literature. 
Certainly with a number of manu- 
facturers featuring the toaster in a 
total of 20,000,000 insertions in na- 
tional magazines, there’ should re- 


Provisions have been made for the 
preparation of letter inclosure liter- 
ature, and some manufacturers are 
preparing special inclosures to be 
used during this period. 

This is perhaps the most definite 
plan for the promotion of electric 
appliances. The industry has known 
for a long time that, while the pub- 

lic knows in a general way 





trically made toast. 

And then, as a natural se- 
quence, electrically made cof- 
fee will have its inning. 
From April 15 to May 15, 
the manufacturers expect to 
feature the percolator in all 


have 
doubt of this if 
you had used one 


Good Morning! 
Did you enjoy your breakfast? 


There would 
been no 


about toasters, percolators 
and other appliances, that 
this public has not accepted 
these articles in the practical 
way it has accepted the iron. 

It is estimated that only 
slightly more than one-fourth 


of their advertising. During of the people who are using 
fs . of these electric Obtain cut and descriptive ae : 
that period they will ask toasters. For material of toaster direct electric irons are using toast- 
merchants to _ co-ordinate warm, crisp, even- from manufacturer ers, and yet the appeal is as 
baked, golden One, two, and three inch 


their local advertising with 


universal, once it is put be- 


brown toast there cuts available. 
the national campaign. But is nothing better fore the people in the right 
more about that in a later than one of these way. 
. electric toasters . 
issue. It will give you 2 One of the inclosures pre- 
These concurrent cam- surplus of energy to start the day and carry you pared for this campaign and 


paigns have been arranged 
through the Commercial 
Section of the National Elec- 
tric Light Association. As 
the basis of the campaign, 
the Commercial Section made 
a survey to learn the possi- 
bilities of a toaster campaign. 

It was found that only 15 
per cent. of the wired homes 
of the country have electric 
toasters. As more than half 
of the homes of the country 
are wired, it was felt that 





through to lunch. 


out your toast. 
toaster today. 


Now Is the Time to Get an 
Electric Toaster 


This is electric toast month and we are mak- 
ing a special effort to let everybody in on the 
benefits of electric toast. 
toast made on this fine electric toaster you will 
always feel that breakfast is not complete with- 
Stop in our store and buy this 


(Insert Local Name and Address Here) 


u 


Toast can be made at the 
breakfast table while you eat, with this appli- 
ance and will allow you to get to work on time, 
even though you slept a little later than usual. 


Once you have eaten 


offered to merchants at a spe- 
cial price is “A Book of 
Toasts” and makes no men- 
tion of any specific toaster, 
extols the deliciousness of 
electrically made toast and 
then presents recipes of a 
dozen toast dishes, handsome- 
ly illustrated. 

There is said to be a de- 
cided tendency on the part 
of the American public to 
turn more and more to the 
light breakfast, of which 








this was an excellent pros- 
pect for business. 

To reduce this prospect to figures, 
it means that there are 13,460,000 
homes wired in this country and 
only 2,119,000 of these are using 
toasters. This leaves an open mar- 
ket of 11,341,000 families. 

But that does not begin to de- 
scribe this market for some of the 
best prospects are not families at 
all, but bachelor maids and men who 
occupy hall and larger rooms in the 
various population centers of the 
country and who like to have means 
at hand of getting a quick breakfast 
in the morning for economy of 
money and time. 

Merchants are asked to use the 


sult a consciousness in the minds of 
people that will make them appre- 
ciative of the toaster during this 
period. 

It is an axiom of advertising that 
national advertising becomes much 
more effective when it is tied up 
with the local distributor. A man 
or woman may read these toaster 
ads in the magazine and really fail 
to connect it with the local dealer 
or with themselves. The _ local 
dealer can change this condition by 
tying up his advertising with that 
of the national magazines. It is a 
good stunt to show national adver- 
tising pages in the window display 
of the toasters. 
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toast is one of the important 
items. Also that more and more tea 
and toast for afternoon is growing 
in popularity. 

In carrying out this plan, the 
Commercial Section has drafted a 
number of advertisements that are 
considered suitable for the use of 
the local dealer in supporting this 
campaign. One of these advertise- 
ments is reproduced on this page. 
Copies of other advertisements can 
be obtained from the National Elec- 
tric Light Association at 39 West 
39th Street, New York City. 

This campaign is’ generously 
planned by the manufacturers and 
supported by the electrical service 
company industry. 
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It’s Easy to Write Ads When You 
Read ELECTRICAL Goops 


L. E. Armstrong built this attractive and effective copy 
while he was getting ideas from this Magazine 


RITING advertisements is 

W one of the difficult tasks for 

many merchants who have 
not an advertising department or 
advertising manager. Other mer- 
chants find it easy to write these 
ads, because they see something 
that strikes them as good selling 
argument and use it. 

We are quite happy to say that 
ELECTRICAL GOODS has been of as- 
sistance in cases of this sort. One 
instance of this kind has just 
been reported to us by L. E. Arm- 
strong of the Wilson Stove and 
Manufacturing Co. of Easton, Pa., 
a firm that does a considerable vol- 
ume in retail hardware and elec- 
trical appliances. 

The advertisement reproduced on 
this page is the one that Mr. Arm- 
strong refers to particularly. The 
“penny” statements in this adver- 
tise ment were printed on the edi- 
torial pages of ELECTRICAL GOODS 
in the January issue. Mr. Arm- 
strong read them and they struck 
him as being good information for 
the public, so he assembled the cuts 
of appliances that he wished to fea- 
ture and used the lines accordingly. 

Mr. Armstrong says of this ad- 
vertisement: “This ad was run on 
four consecutive days and not only 
brought us satisfactory results on 
the items mentioned, but it brought 
us many inquiries as to the cost of 
operating other electric appliances.” 

In citing other instances. in 
which ELECTRICAL GOODS has been 
helpful to him Mr. Armstrong says 
that customers come to their store 
from several communities served 
by different electrical service sta- 
tions and naturally these companies 
have different rates. The question 
of cost of appliances in these sev- 
eral communities was always 
puzzling to him and his sales people 
until they read in ELECTRICAL 
Goops the formula for finding the 
cost on any rate. The use of this 
formula has permitted them to 
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A PENNY Still Has Buying Power 


IF SPENT FOR ELECTRICAL ENERGY 


A penny will heat a 6 lh. iron for approximately 25 minutes 
A penny will heat a waffle iron long enough to cook 20 waffles 


A ‘penny will heat a toaster long enough to toast 16 slices of 


A penny will operate an. electric cooker for: approximately 
15 minutes. 


A penny will brew 5 cups of coffee in a percolator. 


Visit our booth at the Electrical Exposition and see the 





VOLO NOL OL COOL OO e @ 


NOMS OL GY WO WOVOL VON O/WO, HO 95 


ve. JAR JI Ti Jap 


LOS BOF Oe 


Appliances in Operation 


Stove and Manufacturing Company 


211 Northampton St., Easton Pa. . 
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This advertisement brought many inquiries. The interesting penny state- 
ments were taken from the January issue of ELECTRICAL GOODS 


answer all of these questions with 
ease and accuracy. 

This advertisement is one of sev- 
eral that Mr. Armstrong has pre- 
pared from facts found in ELEc- 
TRICAL GOODS, and he sends the 
typed copy for several to be run 


during the hot months. This copy 
was prepared from. stories of 
achievement as they appeared, 


dated ahead and placed in the files 
to come up at the proper time. 

Mr. Armstrong says that it is a 
part of his routine to read adver- 
tisements of merchants in similar 
lines, and those that strike him as 
having good selling arguments he 
saves and uses them in his own 
way at the proper time. 

It is quite evident that Mr. Arm- 
strong is one of those merchants 
who knows how to use a business 
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paper. To him ELECTRICAL GOODS, 
and doubtless other business pa- 
pers he reads, are merely tools in 
his business. More than anything 
else, they widen his business ac- 
quaintance. 

Some of the advertisements Mr. 
Armstrong has prepared for future 
use were taken from a story telling 
how the Holoway Hardware Co. of 
Fremont, Neb., sells washing ma- 
chines. Mr. Armstrong could not 
take time from his own business to 
visit his fellow merchant in Ne- 
braska, but ELECTRICAL GOoDs has 
served as a means of making that 


‘trip. 


That is excellent use of a busi- 
ness publication and it is what 
business magazines are planned 
for. Are you using your business 
papers as effectively? 








10 Appliance 
Commandments 
for Salesmen 


ACH line of merchandise has 
H; its special rules for selling. 
These are, in adidtion to the 
general rules that apply to all kinds 
of merchandise, such as being polite 
and—oh, well, you know the rest. 
The rules which are given here 
are the “Ten Commandments for 
Appliance Salesmen” as drafted by 
the Society for Electrical Develop- 
ment. They apply in practically all 
cases and can well serve as a guide 
in your daily work. 


I. Know the appliances—what 
they will do and how they do it. 

Il. Know your customers. Old 
hands at selling classify all pros- 
pects as lookers or listeners and 
act accordingly. 

III. Discover and cater to the 
prime desire that promotes the 
prospect to indicate an intent to 
buy. 

IV. Keep away from talking 
watts, amperes, voltage and so on. 

V. Do not refer to electrical ap- 
pliances as “current-consuming”’ de- 
vices. 

VI. Always refer to operating 
cost of appliances in terms of cents 
per hour. 

VII. Show appliances in actual 
operation. 

VIII. Do not invite consideration 
of too many appliances at one time. 

IX. Always display the best ap- 
pliance first. 

X. Attach to appliances tags 
showing price and cost in cents per 
hour to operate. 

In most instances, the lesson of 
these Commandments is so very ob- 
vious that comment is unnecessary 
to experienced salespeople. The 
first one applies to all selling and 
we may dismiss it with the sugges- 
tion that he who expects to succeed 
must know what it is he is succeed- 
ing in. 


Or orew-peter kale 











Where Was the Mistake? 
$20 for Those Who Point Out Errors 


A YOUNG couple were looking at percolators. Evidently they 
were newly married, but what the salesman did not know was 
that the young woman was an experienced housekeeper. Apparently 
the salesman, older than his customers, feared they might be “shoot- 
ing too high.” The woman said to her husband: 


“TI think this is the one we want,” indicating the 9-cup size. 

“You know, of course,” said the salesman, “that percolators are 
not good for breakfast use. It takes too long, and if you are in a 
hurry you must heat the water on the gas, anyway.” 


As the couple turned away after buying, the young woman re- 
marked, probably for his benefit, “He might have known that we 
were buying that to impress our company.” 

Perhaps this is slightly different from previous problems, in that 
it completes the sale, but we regard it as a serious mistake from 
point of view of the good salesman. To the person actively engaged 
in selling who supplies the best explanation of the fault, ELECTRICAL 
Goons will pay $15. For the five next best answers, $1 each will be 
paid. The editors of ELECTRICAL Goops will be the judges. Be- 
cause of the number of answers received, it will be necessary to con- 
sider only those who state connection with a retail store. 

Address Sales Contest, ELECTRICAL Goops, 239 West 39th Street, 
New York City. Competition closes March 20. 
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The second indicates a chanye in 
your presentation. It is always true 
that with any given number of peo- 
ple, some learn by hearing, others 
by seeing. The salesman who fails 
to discover whether his prospect is 
a “looker” or a “listener” has not 
yet found the means to make as 
high average of sales as he should. 
He can talk to the listener, but with 
the looker he must go through an 
actual demonstration. 

Say the article being shown is a 
percolator. It is quite necessary, if 
the sale hangs fire, for the sales- 
man to learn whether the urge to 
purchase is due for table ornamen- 
tation or better coffee. In the case 
of the cleaner, it may be a desire 
for cleaner rugs or less hard work. 

Talking watts and other techni- 
cal terms is a common error and 
very often the salesperson does not 
really know what these terms mean. 
Certainly one saleswoman in AIl- 
bany, N. Y., who used these terms 
freely did not know the origin of 
the words. There are cases of per- 
sons who know these terms and who 
will ask questions and these per- 
sons must be answered, so it is well 
to know. The wise policy is to 
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know what the terms mean but 
never use them until you have to. 

Commandment V is entirely ob- 
vious. “Current consuming” means 
expense. It terrifies, besides giv- 
ing the idea that you are working 
for the electric service company 
and selling appliances is merely 
another design on the public. 

“Cents per hour” lists are easily 
obtained and in these days of high 
prices sound ridiculously low. 

There should always be current 
available to demonstrate how quickly 
the appliance begins operation. 

If electrical appliances are at all 
new to the prospect, showing sev- 
eral at one time is likely to cause 
much confusion. To the person un- 
familiar with them, electrical ap- 
pliances carry a large degree of 
mystery and there are many people 
who know electricity only as a 
means of light, telephone and tele- 
graph and lately radio and the aver- 
age person does not pretend to un- 
derstand any of these. 

It is always easier to come down 
than to go up, start at the top price. 

The importance of “cost per hour” 
and instruction tags have been very 
generally overlooked or neglected. 





by better Jalesmen 


Learn Details 
Before Closing 
the Lamp Sale 


presenting the problem last 
| ees we had several direct 
points in mind. One of these 
refers to dealer helps and we want 
to say right here and now that we 
do not believe that any merchant or 
salesperson is doing full justice to 
the job, if he does not follow the 
dealer helps sent out by the manu- 
facturer. 

For a long time now the lamp bulb 
manufacturers have been sending to 
dealers some very practical liter- 
ature on how to make larger and 
better lamp bulb sales. Better—be- 
cause by the method advocated, the 
bulbs would be more suitable for the 
use intended; more because al- 
most every lamp bulb customer needs 
more bulbs than they plan to pur- 
chase. 

We regret to say that not many 
of the salespeople answering this 
problem indicated the familiarity 
with these sales helps ideas that we 
expected them to. Probably this is 
due more to the merchant than to 
the salespeople, for employees in a 
store are more or less dependent 
upon the merchant for contact of 
this sort. 

The awards this month are: 

Helen D. Crawford, McGregor 
Hardware Co., Winfield, Kan. 

R. Lawrence Sanders, The Par- 
sons-Souders Co., Clarksburg, W. 
Va. 

J. E. James, Tanner & Best Co., 
Culbertson, Mont. 

Walter D. Meany, Gardner Hard- 
ware Co., Gardner, Mass. 

L. E. Armstrong, Wilson Stove 
and Mfg. Co., Easton, Pa. 

Emil A. Saur, Twin City Hard- 
ware and Heating Co., Minneapolis, 
Minn. 

“A salesman filling so indefinite 
an order as ‘A lamp, living room 
size,’ could hardly do so without 
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. cated a shopping tour. 
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The Problem 


HIS customer was a man, and he had some packages that indi- 
He noted the lamp bulb counter and 


stopped. On getting attention of the clerk he said: 


“A lamp, living room size, if you please.” 

“Forty watts?” inquired the clerk. 

“I suppose so,” replied the customer. 

On receiving the package, he inquired the price, put down the 
oney and nodded in return to the clerk’s thank you, and was gone. 








asking at least two questions—one 
in regard to the style of fixture and 
other as to the size of the room,” 


writes Miss Crawford. She con- 
tinues: 
“A 40-watt lamp used alone 


would not be sufficient light for the 
smallest living rooms and most 
lamp purchasers know that. 

“The person who comes into a re- 


tail store to buy one lamp bulb is a 


prospect for at least six—a carton. 

“The fixture was probably one 
of the common four or five light 
type and the fact that one bulb was 
burned out indicated that the others 
were getting old and would soon 
have to be replaced. 

“Here was an opportunity to in- 
troduce the new inside-frost bulbs, 
which would give to the customer a 
better light for the same money and 
be more durable. 

“If the fixture used only one or 
two bulbs, there was need of bulbs 
of much greater wattage than the 
forty. Quite often a bit of conver- 
sation and suggestion will reveal 
the need of bulbs in the cellar, attic 


or closet and this leads to more: 


sales. 

“The clerk lost as good an oppor- 
tunity as was ever presented for in- 
creasing sales for his department 
when he did not sell by suggestion 
to the person who came into the 
store with the deliberate intent of 
buying.” 

This letter appears to about 
cover the situation, but there are 
some excellent suggestions in the 
other letters. 

Mr. Sanders makes the point that 
the clerk asked the customer the 


23 


Same question that the customer 
had asked him and such procedure 
cannot possibly gain the customer’s 
confidence. 

Mr. Meany writes: “This cus- 
tomer might have wanted that bulb 
for a cluster and in that case the 
40-watt would serve. But he may 
have wanted to use it in a single 
center bowl, in which case he should 
have been sold a 100-watt or higher. 
Perhaps the customer got the wrong 
sized lamp, who knows? Too often 
the salesman does not get the re- 
port of things that go wrong. 

“The incident shows a lack of 
service, as the clerk should have in- 
quired about the use of the lamp 
and have given the customer bene- 
fit of some of the things he has 
learned about lamps.” 

Mr. Armstrong says in a second 
paragraph of his letter: 

“My attention is called, also, to 
the fact that it was not quite clear 
to the customer just what the clerk 
meant by ‘forty-watts’ and in all 
probability he would have have said 
‘I suppose so’ to the clerk’s in- 
quiry, even ‘though it might have 
been a 25, 60 or 100 watts. Per- 
haps the testing rack or the testing 
receptacle would have afforded a 
better means of arriving at the cus- 
tomer’s wants.” 

Mr. Saur, for twenty-five years a 
salesman, sees a point quite differ- 
ent. He believes the merchant, or 
whoever had charge of the depart- 
ment, to be at fault. He writes: 

“The clerk should have had good 
training before being allowed to wait 
on customers. He should know the 
merchandise he sells. 
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Many Red 
Seal Homes will make for better appliance use and 
consequently a better opportunity to sell appliances. 
In promoting this movement, you are promoting your 


Why Not Show Them 


WOMAN in a department store asked the woman 
at the appliance counter, “Does this toaster make 
good whole wheat toast?” 

“T’Il show you,” said the saleswoman, “if you will 
step this way a moment.” 

Within a very few minutes this customer was eat- 
ing a piece of well toasted whole wheat bread and the 
next move on her part was to purchase the toaster. 

The manager of the department said: 

“Some time ago a number of the women in this de- 
partment concluded to eat hot lunch in the room we 
provide for their noonday rest and as an eating place. 
They wanted to buy a toaster and a grill but I supplied 
these articles with the understanding that they would 
be available for actual demonstration. 

“We have made many sales since because we have 
had these articles ready for demonstration and some 
materials at hand to use with them. We always have 
bread and butter at hand. We make tea and coffee 
and keep a clock handy so the customer can time the 


operation. 





A farmer in North Dakota asked an electrical 
engineer: “When will Niagara Falls reach out 
here?” His question was typical of the misconcep- 
tion regarding future development of electrical in- 
dustry. 





Improve House Wiring 


MAN well versed in the ways of the electrical 
Peseta came into the office a few days ago and 
saw on the editor’s desk a photograph of a woman 
fitting a separable plug into a lamp socket in order 
that she might use a table appliance. 

“Very bad,” he said, “she ought, by all means, be 
using a wall receptacle.” 

His comments were excellent and we grant that all 
homes should have a sufficient number of wall recep- 
tacles to enable the housewife to use appliances when 
and where she wills. Unfortunately, all houses are not 
so constructed and those who sell appliances must in- 
struct their customers how to use appliances under the 
conditions that obtain in the homes. 

We believe that some day, instead of counting the 
houses that are wired for the use of electricity, the 
count will be made of the houses that are properly 
wired—the houses in which the housewife may use ap- 
pliances in any room at a minimum of inconvenience. 
That will be the day when the appliance merchant has 
a full opportunity to sell appliances. 

The coming of this day is important enough to the 
appliance dealer to pay him to give some thought to 
it and to lend what aid he may to bringing this day 
forward. Recently there has been a new movement 
within the wiring industry under the name of the 
“Red Seal Home.” This movement is being organized 
in many cities by the Society for Electrical Develop- 
ment and wherever there is a local organization on be- 
half of this movement, the appliance merchant should 
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give to it such aid and influence as he can. 


own interest. 





Niagara Falls furnishes only about 4% per cent 
of the nation’s electrical energy. 





As Business Develops 


N a recent address before the Electrical Supply 
| Jobbers’ Association, R. F. Pack, a veteran elec- 
trical service company executive, discussed the future 
of merchandising of electrical appliances. 

As introductory to his remarks, he recalled those 
early days when service companies were forced to wire 
the houses in their communities. Now, he said, he did 
not know of a single service company in that business. 

Again, when motors were introduced, the service 
companies again did the pioneering work and later 
handed this business over to properly constituted or- 
ganizations. 

When the household iron appeared on the market it 
was largely experimental and only a service company 
could afford to service it and that service was extended 
in hope for the future. 

Now irons and other appliances are coming into a 
different position and can be merchandised through 
regular channels. He said that any service company 
that today sought to do all of the merchandising of ap- 
pliances in any community was seeking to extend ap- 
pliance use by the wrong method. Extended use of ap- 
pliances, he said, is desirable from the service company 
viewpoint, but to seek to extend their sale by merchan- 
dising that interfered with the regular flow of such 
merchandise is not the way to do it. 

People today, he said, are watching distribution 
methods closely, and any attempt to divert merchan- 
dise from the usual flow channels is inclined to arouse 
resentment. ‘‘Ruthless merchandising,” he said, might 
injure the jobber and dealer for the time being, but 
“ultimately chickens come home to roost.” 

ELECTRICAL GOODS has great faith in the common 
sense and fairness that is building great current pro- 
ducing companies today and we believe that the seem- 
ing injustices of the present merchandising situation 
in some communities will right themselves in time. 





Muscle Shoals, when completed and running at full 
capacity, will generate less electrical energy than 
one single plant in Chicago generates now. 


Cash or Credit 
()*: difficulty with most discussions of the time 





payment plan of selling merchandise is that the 
two persons in the discussion present different alleged 
facts. Now facts cannot be different nor can any dis- 
cussion bring a proper conclusion if the facts are not 


decided upon. 
The variance of the supposed facts merely reveal 
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fans, etc. (but not radio) is estimated at more than 
five hundred of millions of dollars annually.” 

All of these products replace those articles that a 
generation ago were sold in hardware stores and house 


that little is known about this great factor in modern 
merchandising and that we cannot come to proper 
conclusions until we do know more about it. In a 
recent discussion before a mercantile association, the 
speakers disputed each other in what should have 
been facts. Neither did their figures as to the extent 
of the business agree. Hence their discussion made 
little impression upon their hearers. 

Some merchants apparently assume that when you 
adopt the time payment system of selling goods you 
let everybody buy; that it is merely a plan to push out 
merchandising. That position is very wrong. 

Installment selling is merely a revision of the credit 
system of selling that is definitely an improvement on 
the old system of letting the customer take home the 
merchandise on credit and pay when he pleases. 

The repossession—if the customer does not pay— 
is the new factor. This is a decided improvement on 
the old system if the merchant obtains enough first 
payment to clear him of merchandising cost and to 
give the buyer an equity in the article. If the first 
payment is not large enough to do these things, the 
sale constitutes an abuse of the time payment plan. 

A most frequent abuse of the time payment plan is 
selling electric irons and similarly low-priced mer- 
chandise on payments and sometimes with nothing 
down. These abuses are not a part of the time pay- 
ment plan any more than the overeating of sausage 
and becoming ill is a part of the plan of having sausage 


for breakfast. 





About 72 per cent of the country’s waterpower is 
west of the Mississippi, while 79 per cent of the de- 
mand for electrical energy is east. 





Wanted—New Business 


VERY merchant is on the lookout to increase his 
K daily cash totals. Yet, strange to say, a good 
many merchants are permitting trade that has been 
exceedingly lucrative to them to slip away from them, 
merely because the design of the article has been 
changed a bit. 

“Everything for the kitchen” is a favorite phrase 
for the advertising of hardware stores and departments 
and for housefurnishing departments of the depart- 
ment or general stores. A few years ago this slogan 
was quite true as to the stores and it is true with 
many of them today, because they are selling that 
kitchen equipment which has been electrified. But 
some departments and stores that are carrying this 
slogan have not accepted the electric toaster as a sub- 
stitute for the 10-cent toasting fork of years ago. 

In his Atlantic City talk before the National Hard- 
ware Jobbers’ Association, George A. Hughes, presi- 
dent of the Edison Electric Appliance Co., said: 

“The retail value of the electric flat-iron business 
amounts to more than fifteen million dollars annually. 
... The entire household appliance business, including 
washing machines, vacuum cleaners, portable lamps, 
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furnishing departments. To a considerable extent this 
trade has been al! »wed to seek other channels by both 
jobbing ana retaii trade that distributed them in the 
former generation. 

This $500,000,000 greatly exceeds the retail value of 
the unelectrified wash tubs, coffee pots and brooms of 
that former line of unelectrified articles that have been 
displaced. 

Mr. Hughes also says: 

“The hardware merchant has many advantages (for 
selling appliances) on account of the prominence of 
his business and his store in the community... . 
Every hardware dealer is in the kitchenware and more 
or less in the housefurnishing business.” 

This business exceeds $4 per capita for this coun- 
try and is growing rapidly, so why not take it to its 
merchandising home, where it belongs? 





The longest distance which electricity can be 
transmitted economically over wires at present and 
compare favorably with local power is 250 miles. 





Toaster Month 


ARCH is the toaster month. The large appli- 
MI ance manufacturers are planning to concentrate 
their national advertising on the toaster. This is a 
part of the plan whereby the large manufacturers will 
run concurrent advertising campaigns in the interest- 
ing experiment of seeking to arouse a greater con- 
sciousness of electrical appliances. 

This is an excellent plan, but for its greatest suc- 
cess, it must have local support. Dealers everywhere 
should cooperate with this campaign to let their cus- 
tomers know that they are selling the toasters which 
are being advertised in the national magazines. 

It would be a very good idea to serve tea and toast 
during this period, at least at stated times of the day, 
to call attention to the toaster and the product. 

It is strange that the toaster has not obtained a bet- 
ter hold in the American home. In restaurants and 
other public eating places toast dishes and toasted 
sandwiches are very popular. Nearly every one as- 
sumes that the toaster is generally used in the Ameri- 
can home and when it is brought to their attention 
that there are less than one-fourth as many toasters 
in use as there are irons, they look at you in amaze- 
ment. 

This month that is to be devoted to toasters would 
seem to open a great merchandising opportunity. 





Certain publicists have suggested that all electric- 
ity be generated at the mouth of coal mines. They 
overlook the facts that: 

For every ton of coal burned in an electric light 
and power plant 400 to 600 tons of water must be 
pumped to condense the steam that drives the big 


turbines. 











W hat’sthe ManufacturerGoingtoDo 





The Man Who Knows 


URING the last month I 
1) have had occasion to sit in 

on many conferences that 
had to do with the manufacturers’ 
problems and in almost’ every 
instance over production seemed to 
be a sticking point that caused real 
concern in the matter of factory 
procedure. 

Now while this matter of produc- 
tion primarily is one of greatest in- 
terest to the manufacturer, the 
opportunity of discussing it here in 
full view of the retailer is done with 
a purpose for, without your hearty 
cooperation in any plan of distribu- 
tion to the consumer whom you serve, 
no definite production figures could 
possibly be arrived at. 

For instance, in several cases 
manufacturers have stated that after 
their production figures were fully 
made up from facts and data as to 
your needs, and after schedules 
were put through the factories, you 
sent in cancellations of orders which 
naturaily left them with over-pro- 
duced merchandise. 

Year After Year 

Personally, I doubt that if, with- 
out good reasons in some few cases 
of such cancellations, it could be 
charged that the retailer caused any 
part of such over-production of radio 
sets as is now on the horizon. There’s 
more than this to it. 

The trouble with practically the 
whole question, which repeats itself 
year after year, would seem to revert 
to the way some manufacturers and 
their sales advisers arrive at pro- 
duction figures, without taking into 
consideration future markets, pos- 
sibilities and such figures of their 
own and other manufacturers re- 
ported sales as are available. 


With His Overproduction? 


That Ils the Big Problem of the Day and One W hich 
Has to Be Settled Correctly, if the Future of the 
Radio Industry Is to Be Safe-Guarded for All Who 


Are Interested in It 


By Arthur Sinsheimer—Radio Editor 


Having read along with me so far, 
let’s stop just one minute for this 
explanation. The matter of over- 
production of any merchandise is 
serious and while I may not have a 
sure-fire panacea for the ills that it 
causes in the radio industry, I am 
a firm believer in threshing out all 
the evidence obtainable as a basis 
for finding some way of improving a 
condition that will be helpful to 
manufacturer, retailer and consumer 
alike. On this premise, let’s go on. 


Matching Estimates 


There have been so many large 
numbers quoted since the first of the 
year as representing sales volumes 
in the radio industry that anyone 
could be easily staggered but I’ll try 
to use figures that have been accept- 
ed as fairly conservative and from 
them will try to prove that estimat- 
ing production figures for the future 
can be approximated to a nearer de- 
gree of correctness than seems to 
have been done in the past. 

In 1924 we have an estimated 
gross volume of $350,000,000 and for 
1925 radio sales were $425,000,000. 
Both estimates are from the same 
source, so whether they were low 
or high makes little difference as 
long as they are relatively correct. 
From this we find that the increase 
in sales was a little under 211% per 
cent—a healthy yearly increase over 
a normally good year which 1924 was 
conceded to be. 

Now taking this 21'% per cent as 
a hypothetical figure which a reput- 
able manufacturer of a nationally 
advertised radio set could have 
adopted in his production calcula- 
tions for the next year, we will show 
how he might have come at least 
somewhere near what his production 
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should have been, without loss which 
must be resultant on over-production. 

Of course he couldn’t know what 
the percentage of total increased 
radio business was to be in 1925 at 
the time his production calculations 
were being made, but figuring on a 
10 per cent increase over his 1924 
healthy sales would be considered 
good business. If he wanted to 
shoot for a higher goal, certainly 
20 per cent increase under existing 
unstabilized conditions, would be the 
limit of one’s conception. 

In 1924 this concern actually sold 
250,000 sets and then, with what 
would appear to be without any cal- 
culation at all, they manufactured 
600,000 sets in 1925. Now here is 
what happened. It is now stated 
that there is an over-production of 
300,000 sets by this manufacturer, 
which shows that 300,000 were actu- 
ally sold. 


How It Works Out 


Taking the 250,000 sold in 1924 
and figuring the 21% per cent in- 
crease for 1925 would give figures 
approximately around 303,000, which 
is just about the right number of 
sets that should have been manufac- 
tured as actual sales figures seem to 
prove. It’s only one case but doesn’t 
it prove that there is a way to 
arrive at more logical data than is 
presumably being used at present? 

Over-production is a costly thing, 
no matter in which of two ways it is 
handled. If it is broken up by the 
manufacturer, he suffers a loss which 
eats up any profits he might have 
made and often puts him in a bad 
financial position. 

And certainly if he dumps the sur- 
plus on the retailer—and we again 

(Continued on page 46) 























This window was arranged by E. F. Newkirk of the Edison Lamp Works and is a splendid illustration of carrying 
out an idea—in this case the low cost of operating appliances 


The lettering on the show cards is 
difficult to read in the photograph. For 
your convenience we reproduce the 
wording here. : 

Waffle iron: 5c. worth of electricity 
will cook breakfast at the table+for 
four persons. 

Cleaner: 5c. worth of electricity will 
operate the vacuum cleaner for four 
hours. 

Toaster: 5c. worth of electricity will 
make loads of golden brown toast. 
Center: Electric Service a part of your 

everyday happiness and comfort. 

Lamp: 5c. worth of electricity will light 
an average room for ten hours. 

Iron: 5c. worth of electricity will do an 
average family ironing. 

Fan: 5c. worth of electricity will cool 
your dining room for 15 meals. 
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The picture below illustrates an idea 
in arrangement. The pyramid form of 
building always pleases observers. In 
this case radiant heaters are used, but 
the idea applies to many electrical ap- 
pliance items. 

It is an especially good idea to use 
with fans, for they are duplicates of the 
heater in form and size, and it soon will 
be time to be thinking of fans and how 
to display and sell them. 

Heaters are likely to have another 
selling season in the spring, especially 
,in communities where May 1 moving 
day is in the order of things and where 
the spring weather brings cool spells 
unexpectedly, 
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LIGHT THE LAMP DEPARTMENT 
WITH LAMPS 


OME time ago the editor asked ““How 

Should a Lamp Department Be 

Lighted?” We answered promptly, 
“With Lamps.” We thought that was the 
only possible answer. 

Since then we have studied the lighting 
of many shops selling lamps and we find 
that almost without exception there are 
overhead lighting units, throwing direct 
rays of light down on the lamps. 

In residential lighting, when lamps are 
used, the overhead lighting is not used 
so that at home people do not secure the 
effect they see in a store demonstration. 
The color value changes completely. 

This may be why so many customers 
return lamps for exchange or credit, a 
custom of which merchants complain bit- 
terly. The lamps without the overhead 
lighting do not give the same effect in the 


home. 
It is safe to say that if merchants would 


28 





Se ae >» 
as” Y a 
oh 
Pg Rik, 





Courtesy Elsie Horton Studios, Minneapolis 


show lamps by their own lighting as they 
are used in the home, they would certainly 
eliminate many returns. 

We show a photograph of a lamp dis- 
play room where no overhead lighting is 
used. Many lamps are sold here, and we 
would call attention to the simplicity in 
display work. The walls are painted a 
light color, depending upon a hanging or 
two for interest. The tiled floor is clean 
and is not covered except for a small rug 
or two. Lamps are shown on tables and 
odd furniture, as they are used in the 
home. Inexpensive low benches provide a 
resting place for odd shades. 

This is frankly a showroom for the sale 
of lamps, and the good looking artificial 
flowers enhance the appearance of the 
room and provide an associated item so 
that customers buy flowers and lamps in- 
stead of buying one item only. 
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Approximately 


of all Electric Vacuum 
Cleaners sold in the Greater 
New York area Last Year 
were Grand Prize Eurekas 





















In the Greater New York area are of the buying public for the Grand 


located 10° of the entire nation’s wired Prize Eureka—a preference that has re- 

homes, which means 10% of the electric sulted in making Eureka the world’s 

vacuum cleaner market. Conservative largest producer of electric vacuum 

estimates place the 1925 total sales of iain mains 

the entire electric cleaner industry at - . , 
To dealers in the major home appli- 


950,000 units. On this basis, Greater 
New York purchased approximately 
100,000 cleaners of all ‘‘makes.’’ 

And of the total of all cleaners sold in 


ances these facts can have but one 
meaning: that there is no substitute for 
the Eureka franchise, from the stand- 


this congested area, 54,000 were Grand point of either volume or profit, for any 

Prize Eurekas. dealer who wants to make the most of 

Results so astonishing in the nation’s his electric cleaner opportunities. Write 

OThe greatest market again illustrate and or wire the factory for an interview with 
VU emphasize the tremendous preference our nearest sales manager. 


Largest Producer of Electric Vacuum Cleaner Units in the world 


Canadian Factory, Kitchener, Ont. Foreign Branches: 8 Fisher St., Holborn, London, W. C. 1, Eng 
ZC 266) 58-60 Margaret St., Sydney, Australia 


URE 


VACUUM CLEANER 


"IT GETS THE DIRT” 


na Eureka VAacuuUM CLEANER ComPANy, Detroit, U.S.A. 
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Two 
Minute 
Lamp 
Study 


SJtjitut oui. <_ -—___ =" 


We believe that in the 
future many lamps 
for the home will be 
purchased because they 
have traceable lineage 
and may be used con- 
sistently with what- 
ever style of deco- 





ration may be em- 
ployed in the room for 
which they are _  in- 
tended. We will ac- 
cordingly show a 
series of “well bred” 
modern lamps, trace 





their ancestry and 
suggest selling displays 


Courtesy Ann Murphy Studio and Louis Bodo. 


Early American Designs 


TP. HE Spring Lamp Shows at Pittsburgh and Chicago emphasized the steadily increasing interest 
in lamps of early American ancestry, so we are showing an old chair and sewing table, each more 
than one hundred years old, with a hand wrought iron lamp, copied from an iron tallow candlestick. 


The American Wing of the Metropolitan Art Museum in New York is partly responsible for the 
wave of interest in the furniture of our ancestors, and is also responsible for the term “Early Ameri- 
can,” which is rather flexible and is used to cover everything from the landing of the Pilgrims to 
about 1800. 

The term Colonial is used to describe the better styles prior to the Revolution, when many fine 
pieces were brought over from England and France in the North and from Spain and France in the 
South. 

Duncan Phyfe furniture is more in demand today than when he was making it one hundred years 
ago, and with this furniture lamps copied from whale oil models are used; fine brass pieces and 
occasional Chinese vases, but the most popular lamp is that of wrought iron. Silk seems too luxurious 
for use with the honest severe lines of iron, so parchment is popular. 


The design we show has a quaint “Eighteenth Century Lady Out Riding,” in black on natural 
parchment, bound with cherry, which is effective on the lamp of iron with brass fittings, which 
include an oil pot and chained peg for holding the arm. 
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ATWATER KENT 








Let the March winds 
blow you trade! 


Here are five facts for your March calendar: 


Every Sunday Evening 
The Atwater Kent Radio 
Hour brings you the stars of 
operaand concert, in Radio’s 
finest program. Hear it at 
9:15 Eastern Time, 8:15 
Central Time, through: 


WEAR. sc ee New York 
ee Providence 
ee dw a a Boston 
se 4 eax Washington 
a 6 we Cincinnati 
weco. . . Minn.-St. Paul 
WFI \ . . . Philadelphia 
woo alternating 
WCAE. ... . Pittsburgh 
a ae Buffalo 
woc .... .. Davenport 
Ss c¢. a %. a W orcester 
As. aa: eee St. Louis 
WP «se . . « Detroit 
ne Cleveland 
sk Sse Be Chicago 


Fact No. 1 


February being the best month in 
the year for radio reception, the 
second best is—what would you 
say? December? January? No, 
March—with April not far behind. 
The United States Bureau of 
Standards so reports after a year 
of testing. 


Fact No. 2 


In the face of the belief that radio 
is a fall and winter sport and Sep- 
tember the month of the Great 
Revival, the public bought more 
sets and speakers last March than 
in September. Balmy April was as 
good a sales month as September. 


Fact No. 3 
Sturdy and reliable Atwater Kent 
Radio is distinctly year-round 
Radio. 

Fact No. 4 


Atwater Kent sales support knows 





no slump. Atwater Kent advertis- 
ing is year round advertising. 


Fact No. 5 


The Atwater Kent Radio Hour 

is the weekly concert to which all 

other radio programs are compared. 
* * * 


Pretty strong facts? Put them under 
your hat. Use them on the next cus- 
tomer who tells you he’s going to put 
off his purchase until next season. 


Write for iliustrated booklet telling the story 
of Atwater Kent Radio 


ATWATER KENT MFG. COMPANY 
A. Atwater Kent, President 


4736 Wissanickon Ave., Puitapecenia, Pa, 


Prices slightly higher 
from the Rockies west, 
and in Canada 





Kadio Speaker 


Model 20 Compact, 
Model H, $22 


cable attached, $80 
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It is desirable, of course to use 
appliances with wall receptacles. 
But in many houses it is neces- 
sary to use them with light sock- 
ets. In the photograph the woman 
has properly removed the screw 
part of the separable plug and 
after it is firmly in place, will 
insert the knife switch part 


S I have casually mentioned 
A in some of my previous ar- 
ticles—instruction cards and 

the average housewife are not on 
what might be called the friendli- 
est terms. Ours is but a bowing 
acquaintance indulged in only when 
we are face to face. If I am any 
judge, the relationship will continue 
to remain at this stage unless the 


sales people of electrical and other 
household appliances teach us other- 
wise. 

This unhealthy state of affairs is 
due in no small degree to the fre- 
quently involved language of in- 
struction cards which shrouds their 
meaning in mystery, that, and our 
own lack of time to define the true 
meaning. 

There are few things we dislike 
more than mystery. This, in a 
sense, may explain or even support 
the theory that “what we hate, we 
imitate,” and it is no wonder per- 
haps that we have succeeded so com- 
pletely in earning our “uncertain- 
coy-and-hard-to-please” reputation. 
In fact, I sometimes almost believe 
that actually our propensity for 
wishing to appear the riddle had its 
origin with the introduction of the 
first instruction card. 


Better Than Most 


Many instruction cards seem to 
have been written by those know- 
ing either too much or too little 
about the product and in neither 
case succeeding in accurately antici- 
pating the need and pomt of view 
of those who would have to make 
use of them. 

Although I can conscientiously say 
that the majority of electrical ap- 
pliance instruction cards seem su- 
perior to others accompanying 
household objects, they are by no 
means perfect. Often they omit 
communicating what, from the users’ 
point of view, is very important in- 
formation. But I doubt, even if they 
were perfect, whether we could 
trouble to read them in view of our 
experiences of the past. Hence the 
urgent need for those selling elec- 
trical appliances to sell us also on 
the value of consulting the instruc- 
tion card. 

The only effective way to do this 
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What Every Woman Knows 


Help the Housewife 


APPLIANCES 


and you have made a good sale, for she 
more; but as long as the mystery 
she is more likely 


would seem to be by translating it 
into actual or pantomime demon- 
stration, and add to it as one goes 
along such explanations as the cards 
do not contain and which must be 
gathered through personal use and 
knowledge of the appliance. or 
through reading. 

It must be remembered that 
words which do not create mental 
pictures in the mind of the reader 
mean nothing, but if the words of 
the instruction card will later re- 
call to the owner of the appliance 
your actions in demonstrating it at 
the time of purchase, there is little 
doubt but the words of the instruc- 
tion card will take on significance 
and make the housewife rely upon 
it when memory fails. 


Salesmen Should Know 


So much depends upon starting off 
the purchasers of electrical appli- 
ances properly by showing, rather 
than telling, them how to use and 
care for the appliance, that the time 
thus spent is well invested. For 
only through this medium can the 
average user obtain full satisfaction 
from the purchase and can the store 
create friends. 

It is lamentable that more sales- 
people of small appliances do not 
know their merchandise better than 
is general. Too many try to sell 
them as if they were so many skil- 
lets or different bolts of ribbon, in- 
stead of studying the instruction 
cards, experimenting with them 
where possible and finding out gen- 
erally what they are all about. 

In talking with sales clerks I have 
learned that the reason for this at- 
titude is the customer’s lack of de- 
sire to ask questions. 

“How can I talk about the appli- 
ance when the buyer doesn’t ask 
questions?” demanded one. 

Which is true in a way, but a lit- 
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- she will then use them and come back for 


tery attaches to their use and care, 


kely to put them aside. 





tle diplomatic work will quickly re- 
veal the reason questions are not 
asked. Usually it is that the buyer 
knows so little about the appliance 
she does not know what to ask or 
how to ask it. Fearing to appear 
stupid, she is content to acquire the 
appliance first and find out as much 
as she can about it experimenting 
behind closed doors in the privacy 
of her own kitchen. Having failed 
to make head or tail out of the in- 
struction card, in desperation she 
will try to get helpful information 
from those among her acquaintances 
and friends who own such an ap- 
pliance, and having failed there she 
relegates it to the top shelf of some 
closet, fully convinced it won’t work. 

In answer to the question asked 
by the saleswoman previously quoted, 
who did not know her business, 
I will tell about another who does. 
She is a friend of mine who pre- 
sides over one of the largest de- 
partments of small electrical appli- 
ances:in New York City. 

Fortunately, she looks sufficiently 
housewifely to inspire the confidence 
of her feminine customers and she 
does not hesitate to make use of 
this asset. She works on the theory 
that the majority of her customers 
know little or nothing about the va- 
rious table appliances, unless it be 
the toaster, which does not require 
very much technique to use. 


Eases Into Conversation 


Usually their interest has been 
aroused by seeing some of their ac- 
quaintances use these other appli- 
ances and their knowledge is limited 
to what they have learned in this way. 
Naturally such a woman is anxious 
to learn all she can about the appli- 
ance, but actually she does not know 
what it is she wants to know 
and consequently does not know 
how to ask for it. 
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Sensing the situation by observa- 
tion, this clever saleswoman immedi- 
ately sets about making it easy for 
the buyer to confide her ignorance, 
which gives her the needed opening. 

“What a comfort these appliances 
are,” she'll comment. Or “Don’t 
you just love waffles made like 
this?” if it happens to be a waffle 
iron she is selling. Or again she 
will call attention to something 
about the appliance and in no time 
they are in the midst of demonstra- 
tion. 

In her long experience selling 
waffle irons, grills and percolators 
she has learned that what puzzles 
housewives most about each is how 
much and how often to oil the waffle 
iron and how to keep it clean and 
shining. 

In the instance of the grill they 
want concrete examples as to how 
to manage the cooking of an entire 
meal and how to keep the grill look- 
ing clean and presentable so that 
it may be used at the table with- 
out spoiling one’s appetite. As for 
the percolator, the kind of coffee it 
will make worries them, and if it is 
equipped with a thermostat, they 
will want to know how to operate 
it. 

How Much Oil? 

Although most waffle iron instruc- 
tion cards specify the iron must 
first be oiled before it is used, the 
question of how much oil to use re- 
mains something of a mystery. The 
housewife, fearing her waffles may 
smell oily if she uses too much oil, 
makes the mistake of being too 
sparing, with the result that the 
iron dries out in no time and she 
wonders what the manufacturer 
meant when he specified the iron 
need not be oiled more than once in 
so many months. 

This is precisely what happened 
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In this photograph, the woman 

has arrangements for hanging 

her cords full length, which avoids 

many dangers of damage, such as 

injury to insulating which makes 

possible short circuits and other 
troubles 


to me and to almost every other 
user of irons I know. Eventually 
I found that if I used about one 
tablespoonful of olive oil the iron 
would remain oiled for two or three 
months provided I used it only 
about two or three times a week. 
The oil should be applied with a 
small paint brush such as one uses 
in greasing bake pans and the like, 
(Continued on page 48) 
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New Goods to Sell 


Beaver Plural Outlet 





The Beaver Machine & Tool Com- 
pany, Inc., of Newark, N. J., have just 
introduced a new plural outlet or tap 
as illustrated. This new plural out- 
let permits the light to hang down 
straight, also permitting the use of 
standard shade holders as the spe- 
cial outlet attachment plug caps are 
above where the shade holder is car- 
ried. Other special features are the 
circular depressions around the slots 
to facilitate entering attachment plug 
blades and also the special metal shell 
with the first thread left off same to 
facilitate entering the device into a 
lamp socket. The device is packed in 
attractive blue cartons and ten of 
these to an orange and black counter 
display. 


Greater Hoover, Model 700 


The Hoover Co., North Canton, Ohio, 
has placed on the market a new model 
known as the Greater Hoover, Model 
700. The most outstanding feature is 
the “Positive Agitation,” the principle 
of beating. Rigid steel beater bars 
have been substituted for the soft hair 
brush, to which fell, formerly, prac- 
tically the entire burden of dislodging 
embedded grit. The steel beaters curve 
around a cylinder, opening up the nap 
of the carpet and beating loose the dirt 
embedded therein. Set straight across 
the agitator, as the beater unit is called, 
on opposite sides to the beater bars are 
two goat hair brushes, their sole func- 
tion being to sweep away the clinging 
dirt, such as threads, lint and hair. 
The brushes are held in place by spring 








latches so that they can be removed and 
replaced when they become worn. The 
motor and fan have been redesigned. 
The motor is larger, ball bearing and 
set for a higher rate of speed. Its 
carbon brushes are fixed and not ad- 
justable except for the springs. The 
redesigned fan blades are 20 per cent 
more efficient. These two parts 
produce 50 per cent more suction than 
found on other Hoover Models. In out- 
ward appearance the model is changed, 
the metal parts having a polished 
finish. The black bag is new in struc- 
ture and appearance; the name Hoover 
is stamped in orange. The machine 


is lower in height, permitting free use 
under’ furniture. The handle is 
equipped with pistol grip and trigger 
switch. The cord is run through the 
handle and a separate plug, which clips 
into the lower end of the handle, makes 
the connection between cord and motor. 
The adjusting screw regulating the 
suction nozzle to different thicknesses 
of carpet is improved and locks itself 
into place should the operator forget 
to do so. A new control shifts the 
handle from restricted to free position 
by a downward pressure by the foot. 





“Double Action” Toaster 





An electric toaster wherein two 
slices of bread are toasted on both sides 
at the same time, has been brought out 
by the “Double Action” Electric Com- 
pany, Grand Rapids, Mich. The ele- 
ment is wired for 110 volts. Dimen- 
sions of the toaster are: 64x7x7 in.; 
the toasting compartments, % x 5x5. 





Improved One-Minute Washer 


The One Minute Manufacturing 
Company, Newton, Iowa, announces an 
improved model 52. The washing prin- 
ciple remains unchanged. The most 
outstanding improvement is the new 
wringer. No adjustment of the tension 
is necessary, whether you are wringing 
dainty lingerie or heavy blankets. The 
rolls are balloon type—large and pli- 
able. The finish is satiny and the en- 
tire wringer is rust proof. Other re- 
finements add to its attractiveness. 





Lamp Shades 





The Aladdin Manufacturing Co., 
Muncie, Ind., anticipating the new bulb 
designs recently brought out by the 
General Electric Co., has placed on the 
market a boudoir lamp, the first of 
their lamp designs which will use the 
present mill type or the new G. E. 
type bulbs. 


Wonder Automatic Ironer 


The Wonder Automatic Ironer made 
in a Home Model and Laundry Model 
has recently been brought out by the 
Prachar Manufacturing Co., Cleveland, 
Ohio. The home model has a 26 in. 
roll and the Laundry Model has a 46 in. 
roll, available with either gas or 
electrically heated shoe (direct or alter- 
nating current as desired). Features 
of the ironer are: Large open end; 
safety release lever; lever control 
which stops the roll from turning, 
automatically permitting it to be 
turned by hand; automatic knee con- 
trol located just under the table stand; 

















ironing shoe can be turned back, per- 
mitting easier cleaning; spring pres- 
sure of shoe adjusted by hand; motor 
and heater switches conveniently 
located. The roll is of galvnized rein- 
forced steel; the receiving board of 
white baked porcelain enamel. The 
free board in the front of the ironer 
can be turned down allowing greater 
ease for ironing dresses, etc. The 
motor is a 1/6 hp. G. E.; graphite 
bronze bushings; gears are of cut steel, 
steel frame finished in battleship gray. 
The unit is complete in one housing 
accessible by removing three screws. 














reasons 


WHY THE PREMIER DUPLEX 
SHOULD BE IN YOUR STORE 


1. 





Write or wire to- 
day for details of 
the valuable Pre- 
mier Duplex fran- 
chise. 











It is the most thorough cleaner made. 

You are the electrical authority of your community 
and should sell only the best appliances. The 
Premier Duplex has always come out first in all 
competitive tests. 


It sells quickly—and stays sold. 

Three features sell the Premier Duplex quickly—and 
make it stay sold. Its double action thoroughness, 
that is, strong suction and motor-driven brush— 
its ball bearing motor and brush which need no oil- 
ing—and its lifetime efficiency. 


It needs no servicing. 

Both its motor and brush are ball bearing, packed 
in lubricant. In this way they are saved from break- 
down, because they always have the right amount 
of lubrication. And the Premier is sturdily and 
simply built. 


It carries a generous trade-in allowance. 
Any vacuum cleaner can be turned in for a generous 
allowance and the amount put to a new Premier 
Duplex. This is a big sales point. 


A large national advertising campaign 
backs it. 


Monthly ads—black and white pages and two-color, 
two-page spreads—in the Saturday Evening Post. 
Ads in Liberty, Good Housekeeping, Ladies’ Home 
Journal, Sunset, Woman’s Home Companion and 
Pictorial Review. These build up the demand. 


A large sales-organizdtion to help you. 

The Premier Duplex has direct factory branches 
all over the country. These branches are prepared to 
help with men and material. 


Each cleaner carries a big profit. 
Between the price you pay and the price you sell 
there’s a big margin of profit. 


ELECTRIC VACUUM CLEANER CO.,_ INC. 


Cleveland Ohio 


Manufactured and distributed in Canada by the Premier Vacuum 
Cleaner Company, Ltd., Toronto, Ontarto. 
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Angle 3-Way Current Tap 





Reynolds Spring Company of Jack- 
son, Mich., manufacturers of the Rey- 
nolite Masterpiece line of hot molded 
electrical convenience fittings, have in- 
cluded in their group of multiple cur- 
rent taps an exceptionally light three- 
way angle tap as illustrated. Made 
of Reynolite, its lustrous brown finish 
is permanent under all conditions, and 
the unusual toughness of this mate- 
rial has made possible the compact and 
attractive design. 





Dim-a-lite Bathroom Fixture 


A new white 
glazed porcelain 
and nickel brass 
bathroom bracket 


has been placed 
on the market by 
the Wirt Com- 


pany of Philadel- 
phia, makers of 
the “Dim-a-Lite.”’ 
The bracket is 
oval and tasteful 
in its simplicity. 
Underneath’ the 
light itself is a knob which controls the 
degree of light, making it ideal for a 
night light, as by turning the knob 
the light may either be turned up or 
out. The Dim-a-lite bathroom bracket 
is made with or without a convenience 
outlet, and is wired ready for connect- 
ing. It will cover a four-inch outlet 
box. The models are known as No. 
100, without convenience outlet, and 
101 with outlet. 








Crosley 4-29 Receiving Set 


The Crosley 4-29, made by the Cros- 
ley Radio Corporation, Cincinnati, is 
a four-tube receiver with new circuit— 
one stage of normally non-oscillating 
radio-frequency amplification, regener- 
ative detector controlled by the Cres- 
cendon, with two stages of audio- 
frequency amplification. The Crescen- 
don control of the detector tube is 
equivalent to one or more additional 
tubes of radio-frequency amplification, 
giving this receiving set unusual selec- 
tivity, sensitivity and volume. 

Distant broadcasting stations of rea- 
sonable power are brought in without 
the use of the Crescendon. But, a 





gradual pulling-out of the knob of this 
device, located on the front of the panel, 
amplifies a scarcely audible signal on 
the loud speaker until music is suffi- 
ciently loud for dancing. 

The cabinet has two-tone mahogany 
finish with sloping panel. Tubes with 
the new type base, for storage battery 
or dry cell, may be used. 





Conlon Electric lroner 


A new ironer has recently been 
brought out by the Conlon Corpora- 
tion, Nineteenth Street and Fifty-sec- 
ond Avenue, Chicago, Ill. The table 
top of the ironer is 36 inches by 18 
inches and stands 31% inches high. 
All controls are easily reached and the 
ironer is of such height that an or- 
dinary kitchen chair may be used with 
absolute comfort. A safety precaution 





is that the 1/6 H.P. motor cannot be 
switched off until the shoe is released 
from the roll—a measure to prevent 
burning the clothes. The ironer is con- 
trolled by a press button or knee con- 
trol. The roll and shoe are completely 
enclosed when not in use. The 30-in. 
roll is open at the end allowing ease 
in slipping on dresses, etc. The ironer 
operates from a baseboard socket and 
being light in weight may easily be 
moved. When not in use the ironer 
can be used as a kitchen table making 
an attractive appearance with its 
white porcelain top and gray enamel 
finished base. 





J. Thomas Rhamstine, Detroit, Mich., 
has placed on the market a “B” recti- 
fier which he claims supplies a steady, 
uniform current to the detector and 
amplifying tubes from the electric light 
wires. It is possible to regulate tke 
voltage on the detector tube from 0 to 
50; while voltage on the amplifier tubes 
can be varied from 0 to 110. The recti- 
fier plugs into any electric socket sun- 
plying 110 to 125 volts 60 cycles A. C. 
The unit is six inches square, weigh; 
about ten pounds and has crystalline 
finish. Completely equipped with ex- 
tension cord and two-piece plug. 
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Porcelain Enamel Reflector 





A Glassteel diffuser, consisting of a 
diffusing glass globe and a white por- 
celain-enameled reflector which directs 
most of the light downward, has been 
placed on the market by the Westing- 
house Electric & Manufacturing Com- 
pany. This unit eliminates glare and 
softens shadows. 

The reflector has six openings at the 
top which permit light to reach the 
ceiling, reducing the contrast between 
the lighted area below the unit and the 
space above it. It is equipped with a 
bayonet extension for attaching to the 
bayonet-heel socket. 





New Connewey Tube 


The Connewey Electric Laboratories, 
Hoboken, N. J., makers of Magnatrons, 
have just released the new type DC112, 
a super volume tube for use in the last 
audio stage of radio receiving sets. 

It can be used with plate voltages 
up to 157% volts if the proper value 
of negative C battery is used, and is 
at its best when plate voltages in ex- 
cess of ninety volts are used. The 
bulb is of the same size, shape and 
base as the standard DC201A. The 
prongs are the new long prong style. 





10-Inch Three-Speed Oscillating 
Fan 





To fill a popular need for a lower 
priced three-speed oscillating fan, 
Wagner’ Electric Corporation, St. 
Louis, has developed a 10-inch three- 
speed oscillating fan that will retail 
at $16.50. 

It is powered with a Wagner induc- 
tion motor, having no brushes or com- 
mutator. Bearings are of bronze. The 
three speeds are regulated by a lever 
switch in the base. The fan oscillates 
in an arc of 90 degrees, and a bracket 
joint permits a forward tilt of 22% 
degrees, with clamps to hold it at any 
desired angle, permitting the fan to 
be used for desk or wall mounting. 

The fan blades are of polished brass; 
the body is finished in dull black, and 
an 8-foot abrasion-proof cord with a 
two-piece plug is included. 
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L&H Electrics : , 
Heaters L&H Electrics are profit producers because customers see their advan- 


tages and don’t hesitate or “haggle” over the price. This means that your 
money is not tied up in slow movers. 

The superiority of L&H Electrics Ranges is evident at a glance. 
For example, every prospective buyer is interested at’ once in the Full 
Automatic Time and Temperature Controls, the rust-proof porcelain 
enamel finish, the one-piece ovens with rounded corners and the other 
features which make these the ideal ranges for efficiency, convenience and 
appearance. Easy to operate and built to give service. Experience has 
proved that you can look for the very minimum of calls for “servicing.” 


Write to us for interesting information. 


A.J.Lindemann & HoversonCo., 435 Cleveland Ave.,Milwaukee, Wis. 


Branches at 


Long Beach Bldg., New York, N. Y. L&H Bldg., Chicago, II. 
1636 14th Street, Denver, Colo. 215 Bryant Street, San Francisco, Cal. 
L&H Electrics In addition to the articles listed here, our 


Table Stoves line of Electric Appliances also includes: 


Hot Plates Heating Pads Testing Ovens 
Curling Irons Urn Heaters Irons, etc. 
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LG&H Electrics “Turnsit’’ Toasters 
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Lasting Satisfaction 


The lasting satisfaction experienced by every 
owner of a Century Fan results, among other 





Century 9-inch Portable Oscillating Fan 
Built for AC and DC Service 


things, from 


1 
2 


4 
5 


Added features are ball-bearing support for fan motor; 
quiet operation; ability to move large volume of air; 


Fully enclosed motor body — excludes 


dust and dirt. 


Fan motor bearings are of cast phosphor 
bronze, accurately machined and with 
machine-cut figure-8 oil grooves, which 
assures positive lubrication over the en- 
tire bearing surface. 


Generously _ proportioned oscillating 
mechanism — double - reduction steel 
worms and bronze gears of a size that 
last—they cannot be stripped. 


Pressed steel base—light weight but du- 
rable. 


Blades heavy brass, dipped and lacquered. 


3-point speed regulation; graceful external appearance. 


Century Fans are made in the following sizes and types 
—Oscillating Portable A.C. and D.C., 9, 12 and 16 inch, 
3 speed; Stationary Portable A.C., 9 inch, 1 speed 
switch in base; Ceiling Fans A.C. and D.C., 58 inch 
sweep, 3 speed; Ventilating Fans A.C. and D.C., 16 inch, 
3 speed. 


Century Electric Company 


1806 Pine St. 


Outside Thereof 


St. Louis, Mo. 
29 Stock Points in the United States and More Than 50 
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J. Robert Crouse 
Honored 


T a dinner given by the Society for Electrical 
A Development at the Waldorf-Astoria Hotel in 
New York recently, the James H. McGraw 
Award for Cooperation was formally given to J. Robert 
Crouse, vice-president of the Electric Refrigeration 
Corporation, of which he is one of the organizers. Mr. 
Crouse’s most recent activity along the line of the 
award, is the bringing together of the leading electric 
refrigeration apparatus manufacturers into a coopera- 
tive advertising and investigation campaign. 

Mr. Crouse was reared in a cooperative electrical 
manufacturing atmosphere. His father, J. B. Crouse, 
was one of the pioneers in the manufacture of incan- 
descent lamps and was one of the organizers of the 
National Lamp Co. 

Later J. Robert Crouse withdrew as an active par- 
ticipant in electrical affairs but retained an indirect 
interest through his banking and underwriting business 
in Cleveland. 

While in this work, he never lost touch entirely with 
the electrical industry and he is credited with having 
brought about the first Camp Cooperation at Associa- 
tion Island, out of which came the Society for Electrical 
Development. 

More than 200 men of the electrical industry were 
present at the dinner at which Henry L. Doherty, of 
Henry L. Doherty & Co., and Guy E. Tripp, chairman 
of the board of the Westinghouse Electric & Manufac- 
turing Co., were the speakers. The citation read at the 
presentation of the medal was: 

“J. Robert Crouse, called the ‘father of cooperation in 


_the electrical industry’ and founder and director of the 


Society for Electrical Development, for twenty years has 
been the outstanding exponent of the principle that elec- 
trical men should work together for the up-building of the 
electrical market and the promotion of the idea of ‘doing it 
electrically.’ Beginning in the vision of a cooperative pub- 
licity program for the lighting industry, his conception 
gradually expanded until it embraced the entire scope of 
electric service and the broad purpose of increasing human 
happiness by relieving drudgery both in industry and in the 
home. Under his aspiring leadership and through the sheer 
force of his engaging personality and his unflagging zeal, 
this, -his dream of early days, has gradually influenced the 
thinking and the spirit of electrical men until it has effected 
a degree of cooperative achievement unparalleled in any 
other industry. 

“It was through his initiative that ‘Camp Cooperation I’ 
was held at Association Island in 1912, which was the first 
conference of the foremost men of all branches of the elec- 
trical industry to discuss the possibilities of cooperation in 
market development, and out of this meeting came the or- 
ganization of the Society for Electrical Development. 
Despite his retirement from the electrical industry for a 
number of years, his interest in the furthering of coopera- 
tion for upbuilding the electrical market never diminished, 
and his dynamic enthusiasm continued to win new converts 
and carry the movement forward. With his return, to the 
electrical industry comes the most notable recent example 
of his progressive leadership, in the organization of the 
manufacturers of electric refrigerators into a council that, 
almost at the birth of this new and rapidly expanding 
branch of the industry, has established a high standard of 
harmony of purpose and a coordinated program of creative 
selling that is bringing great impulse to the development of 
this vital service to the American home. In recognition of 
this distinguished contribution to the advancement of coop- 
eration in the electrical industry, the judges have awarded 
to Mr. Crouse the medal and purse for cooperation, given 
under the James H. McGraw award for 1925.” 











en Better for Users 


The greatest achievement in lamp 
making in 10 years—five new Mazpa 
lamps, frosted on the inside, and of 
improved design and construction. 
They cost users less to buy. 











AGaNeRaLeiecrac PeopocT}f» «= Better for You 


Because they are right for the user, 
because they conserve time and space 
for you, widen your market, and have 
behind them a tremendously helpful 
advertising campaign. 


be Coming 
Eeplacement Market 


LEVEN cars shown at the New York auto- 
mobile show, had the new two-filament 
type of headlight lamp as standard initial 
equipment. 
At the present time, the renewal demand for 
these lamps is small, but it will increase rapidly, 
for within the next few months many more car 
manufacturers will adopt this new lamp as stand- 
ard equipment. 


See that Mazpa lamp No. 1110 is included in your 
stock of National Mazpa Auto lamps, so as to be able 
to meet this coming replacement market. 


@ NATIONAL ® 
MAZDA LAMPS 


A GENERAL ELECTRIC PRODUCT 


Electrical Goods Section 39 














Sp omeaiiiis.thaetenel 
ee 





U-S-PAT. 
MAY 27,1924 





tr i i 





ia Mn wT , mn aH 
mn i" MU" Ih i HN 


Trickle a 
Connect it to your 
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light-socket and forget it 


The Balkite Trickle 
Charger is the simplest 
and most convenient 
method of charging “A” 
batteries. You connect it 
to any 6-volt “A” battery 
of 30 ampere hours capac- 
ity or more, turn on the 
current,and leave it on per- 
manent (trickle) charge. 
It converts your “A” bat- 
tery into an “A” power 
unit that operates from 
the light socket. With 4- 


volt and smaller 6-volt “A” 


or as a trickle charger if a 
resistance is added. 

The Balkite Trickle 
Charger is noiseless, has 
no bulbs, no moving parts, 
nothing to replace or get 
out of order, and is tested 
and listed as standard 
by the Underwriters’ Lab- 
oratories. Very small, it 
fits your dry cell compart- 
ment. Charging rate .4 to 
.5 amperes. Current cost 
1/10¢ per hour. Operates 
from 110-120 AC current. 





batteries it may be Anrce 


10 


used either as an in- 
termittent charger, 


West of Rockies, $10.50 + 


Models for both 60 
and 50 cycles. At 
your dealer’s. 

In Canada, $15 


Manufactured by 
FANSTEEL PRODUCTS CO., Inc., North Chicago, III. 


The Balkite Trickle Charger 
is one of the livest and most 
profitable items in radio. 


Add it to your line today 


Balkite 


os Power Units 


BALKITE BATTERY CHARGGR + QORKITE TRICKIZ CHARGER + BALKITE*B™ + BALKITE“8"0 2 
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Electrical Business 
Briefs 


GROUP of electrical refrigerator manufacturers 
A have arranged for the expenditure of $100,000 
over the signature of the Society for Electrical Devel- 
opment for the promotion of the idea of this new form 
of domestic refrigeration. The advertising will be cen- 
tered around a campaign in the Saturday Evening 
Post with follow-up literature in the form of neutral 
(so far as manufacturers are concerned) promotion on 
home refrigeration. These follow-ups will be avail- 
able for dealer distribution, it is understood. Several 
companies have pledged that their own advertising will 
be coordinated with this campaign. 

This step was authorized at a meeting held recently 
at the Westchester-Biltmore Country Club, New York, 
and was attended by representatives of the Copeland 
Products Co., The Delco Light Co., The General Electric 
Co., The Kelvinator Corporation, Nizer Corporation and 
the Servel Corporation. 

This meeting followed several previous conferences. 
The first of these was called by J. Robert Crouse in 
May, 1925. There the idea of cooperative movement 
and an association was born and it has been working out 
steadily since that time. After the cooperative adver- 
tising campaign was started, there was something to 
organize around and a tentative step was taken in the 
formation of a council. 

The council will also administer a $10,000 fund ap- 
propriated for carrying on scientific investigation into 
the preservation of foods. It is probable that this in- 
vestigation will be made by one of the large universities 
having the laboratory equipment for the necessary ex- 
periments. It is felt that the acceptance of this new 
idea in domestic refrigeration will depend to a large 
extent upon the presentation of the scientific data. 

The following officers have been elected for the ten- 
tative organization formed at the recent meeting: 

E. G. Biechler, president of the Delco Light Company 
temporary organization, with an executive committee 
as follows: W. R. Wilson, president Copeland Products 
Company; C. W. Stone, manager central station depart- 
ment General Electric Company; A. H. Goss, president 
Kelvinator Corporation; O. A. Glasebrooke, Jr., vice- 
president Nizer Corporation; H. G. Scott, chairman of 
the board Servel Corporation, and F. M. Cockrell, of 
the Society for Electrical Development, who has been 
made secretary of the committee. 





RTHUR WILLIAMS, vice president in charge of 
ie cesniaeht relations for the New York Edison 
Co., has again been honored by the French Government. 
This honor was a medal of the Legion of Honor for his 
work on behalf of the Home Appliance Exposition at 
Paris. His previous honor from the French Govern- 
ment was when he was made an Officer del’Instruction 
Publique. Mr. Williams is one of the service company 
officials who believes that the best method of extending 
the sale of appliances is to encourage regularly estab- 
lished merchants to sell them. His company aids mer- 

















new name 


thats 56 years old 


“The supply department of West- 
ern Electric, taking Graybar Electric 
as its name, becomes a separate or- 
ganization on January first.” This 
recent announcement told of one ot 
the biggest changes in the electrical 
industry. 

Fifty-six years of Western Electric 


the Graybar name. More than 
60,000 electrical products’ have car- 
ried the mark of quality standards 
that will continue under the Graybar 
shield. 

To the upholding of these stand- 
ards Graybar Electric brings the 
wisdom of maturity with the eager- 


experience have set the stage for ness of youth to serve. 
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*Everything electrical at your 
fingertips! 

That’s what the Graybar Year Book, 
listing over 60,000 products, gives 
you. Write for your copy to our 
nearby distributing house. 
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Western Electric 


SUPPLY DEPARTMENT 
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FANS 


NorTHWIND is the fan line with the 
profitable counter sales—a quick turnover 
from the first hot day—easily carried home 
—and they stay sold. 

Highly attractive in appearance—smooth 
running and quiet on alternating or direct 
current—these fans appeal to every buyer. 
Just two sizes to stock—an 8-inch 2-speed 
non-oscillating at $7.50 and the 10-inch 3- 
speed oscillator at $15.00 list. Liberal dis- 
counts to dealers. 

They’re not the cheapest but the best pop- 
ular-priced “universal” tans— favorably 
known for ten years to hardware dealers— 
carried in stock by a hundred jobbers for 
your convenience. 


Northwinds are made and guaranteed by a factory 
known for 30 years as makers of fine fan motors. 
Bulletin, prices and full data on dealer helps on 
your request. Be prepared for Summer! Write now. 


The Emerson Electric Mfg. Co. 


2018 WASHINGTON AVE. 


St. Louis, Mo. 


50 Church St., New York, N.Y. 608 So. Dearborn St. Chicago, IIL. 











Electrical Business Briefs 


chants in many ways and is active in service of appli- 
ances, although the company does not sell. 





N additional eight-acre site has been acquired by 
the Century Electric Co. of St. Louis, on which 
will be erected buildings for the manufacture of single- 
phase motors and fans. The new factory will be located 
on a branch of the Wabash railroad at Spring and Man- 
chester avenues and Forest Park Boulevard in St. Louis. 
This new factory and warehouse space is only for ex- 
pansion, as the Century Company will retain the pres- 
ent factories on both sides of Pine Street, between 
18th and 19th Streets in St. Louis, where are located 
the company offices. ; 





ENTURY Electric Co. of St. Louis, will, on 

March 15, distribute a common stock bonus of 
7 per cent of salary to employees then in the employ 
of the company who served during the entire year of 
1925. This stock is to be paid for out of the earnings 
of the company during 1925 and will amount to 
$190,000. A large percentage of the company employees 
are stockholders and it is believed that a bonus dis- 
tributed in this form will encourage them to further 
stock ownership. The company began business in 1903 
and today are manufacturing many single phase motors, 
from one-eighth to 60 hp., for household and business 


refrigerators. 





ENATOR JAMES COUZENS, formerly intimately 
~ associated with Henry Ford in the automobile 
business, has announced the formation of the million 
dollar Couzens Ice Machine Company, which will con- 
centrate upon the making of a domestic electric re- 
frigerator, and he expects to produce it in large 
quantities. The stock of this new company is held 
almost entirely by Senator Couzens, who is president 
and executive head. Frank Couzens, his son, is vice- 
president and treasurer of the new company and 
Clarence E. Wilcox is the secretary. 





AUL H. BROWN has been appointed sales man- 
— of the Radio Equipment Division of the 
Grigsby-Grunow-Hinds Company, 4540 Armitage Ave- 
nue, Chicago, Ill. Mr. Brown, who was formerly sales 
manager of the Webster Company and district manager 
of the All-American Radio Corporation, will give his 
attention to developing the sales of the Majestic 
Raytheon Battery Eliminator. 





HE Graybar Electric Co., formerly the supply de- 

partment of the Western Electric Co., has announced 
the following appointments: W. O. Ramsburg, general 
service manager, reporting to the vice-president in 
charge of staff; G. E. Chase, broadcasting sales man- 
ager; A. J. Eaves, carrier telephone sales manager, 
and R. M. Hatfield, public address sales manager. 
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AT The Greatest Buying Service 
: ' ever offered the Electrical ‘Trade 


Every month a 72 page book in full color. 
5000 double guaranteed, fast selling items. | 
Net prices—plain figures. 


Your buying problem solved. 

How many hours are lost locating list price catalogs? 

How many errors are made in figuring disceunts in a hurry? 
How many times have you taken a chance in a bid and said 


“Oh that cost is about right?” 
None of That Here 


When you need information, prices and data on one or a 1000 different electrical 
articles, they are here; instantly available, well displayed, just right for quick 
reference. Backed by a house that has served the trade for more than 30 years. 


“Peerless Light” —Issued Monthly—Ask for It 


ia . CHICAGO NEW YORK SAN FRANCISCO OAKLAND 


Peerless Light Company 


General Office and Factory 663 West Washington Blvd., Chicago, Ill. 
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You need not carry a large 
stock to have quality lamps at 
quantity prices. 







Aladdin Lamps 
are assorted at 
‘*Standard 
Package” price 
so that you can 
display a range 
of colors and designs with 
minimum investment. 
WRITE for your catalog 
of this well-known and 
widely accepted line. 


Aladdin Lamp No. 74, 
Verde Green, Pompeian 
Bronze, or Statuary 
Bronze finish with metal 
shade. A very popular num- 
ber due to its adaptability in 
the office, study and home. 





A sample at $2.16 net; quan- 
tity price in lots of 12, $1.80. 
Packed in individual cartons. 


ALADDIN MFG. CO. 
601 East 18th St. 


Muncie, Ind. 
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ELECTRIC PORTABLE 
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Electrical Business Briefs 


C. E. Reddig has been appointed appliance engineer 
of the company and will report direct to the manager 


of the telephone and appliance department. W. A. 
Fouhy, as the new plant engineer, will supervise plans 
and construction of owned or leased buildings. 





The Wirt Company of Philadelphia, manufacturers 
of ‘“Dim-a-lite” electric lighting appliances, have re- 
cently announced the following changes in their sales 
representation: New York and New England, formerly 
handled by George C. Knott, of New York, is now 
being handled by a direct factory representative, 
J. B. White, with headquarters in New York. Henry 
W. Punke is taking over the Chicago and Middle West 
territory, formerly handled by Doherty-Hafner Co.; 
R. L. Gilmour will cover Philadelphia and South Atlan- 
tic territory, and L. F. MacGronan, Pittsburgh. 





The Radio Manufacturers’ Association, organized two 
years ago, has, through its Board of Directors, ap- 
proved a budget for 1926, calling for an executive 
secretary, assistant secretary and director of publicity, 
as well as the establishment of permanent headquarters 
in Chicago. B. W. Ruark, assistant to the commis- 
sioner of the Automotive Equipment Association, was 
chosen executive secretary, and Charles H. Porter, who 
has been with the association since its organization, 
was selected as director of publicity. 





J. Chester Johnson, vice-president and _ general 
manager of the American Radio Exposition Co., has 
resigned to become associated with U. J. Herrmann 
and G. Clayton Irwin, Jr., in the conduct of exhibi- 
tions under the auspices of the Radio Manufacturers’ 
Show Association. He will now devote his time toward 
furthering the plans for the Radio World’s Fair to be 
held in New York, Sept. 13 to 18. 





H. P. Zopf, who recently returned from Mexico and 
the West Indies where he established a number of 
agencies for F. A. D. Andrea, Inc., New York City, 
has started for Peru, Chile, Bolivia, Uruguay, Brazil 
and Venezuela in the interests of the same company. 





The Diamond State Fibre Co. has announced the 
following changes in its eastern sales organization: 
C. M. Bogert, district manager of Connecticut, with 
offices at South Norwalk, Conn. W. R. Elsenhans, 
formerly of the Bridgeport home office staff, is now 
district manager at Philadelphia, with offices at 822 


Drexel Building. 





William K. Vanderpoel has become vice-president 
and executive engineer of the Okonite Company and 
the Okonite-Callender Cable Co., Inc., manufacturers 
of wire and cable for electric purposes, with factories 
at Paterson and Passaic and general offices in New 


York City. 
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The éé 1900” 


WHIRLPOOL, 


Washer 


BUILT LIKE THE FINEST 
AUTOMOBILE 

















How they are Selling 
the Whirlpool 


142 110,000 | 
45,000 | 


Sales Figures Prove It 
|: four months we shipped to one retail outlet 73 il eae 


of Town or 


of Washers sold 
| Per Month 


6800 Whirlpool Washers! 
Other startling figures are given at the right. | 


Vicinity 


These are actual SALES. | — Pe 
You are in business to sell washers —to make | 575 1,823,000 | 
money. When a sales sensation like the 1900 aa peg 
Whirlpool comes on the market you should stop 750 130,000 | 
—think—and ACT. | 115 170,000 
59 36,000 | 
: | | : | 126 95,000 | 


These are actual sales— | 
averaged month-after- 


Look at the figures at the right. 
Think what these sales mean 
in profits to these dealers. 


The names and addresses of 
these dealers will be given to 
you on request. Somehow— 
some way — we must get the 


a | ‘> r ‘ 
_ ‘* bf - ; 
‘ % 
3 r . 
3 7s % 
z -_ 
; : . 


facts over to you. For—as 
soon as you know the truth 
about what is happening in the 
washer trade today—you will 


be a 1900 Dealer. 


Write now, or send the cou- 
pon. 


THE 1900 WASHER COMPANY 
Binghamton, N. Y. 


Manufacturers of Washing Machines for 27 Years NAME- 
BEATTY BROS. FERGUS, ONT., Distributors for 
” Washer Products in Canada 
ADDRESS ——__ 
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month. You can sell 
“1900” Whirlpools like 
| that too. Take the first 








| step by mailing the cou- 
\_Pon below. 


Binghamton, N. Y. 


Send me full information about the ‘*1900” 
Whirlpool—including your money-making prices, 


your complete ‘‘Whirlpool Sales Kit’’ 





1900 WASHER COMPANY 


discounts, and selling methods. Also send me 
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What Does he Kite 
about a Fan? 


Day-Fan Fans* are used in China, India and 
the Tropics. 


They are handled by natives who know nothing 
about electric fans—who are still a little awed 
by the rush of air that follows the turn of a 
switch. 


These people must have a fan that never gives 
trouble—that never needs an “up the street me- 
chanic” to take care of petty adjustments. 


Fan users of the Tropics and other countries 
where motors must work under heat and moisture 
conditions use Day-Fan Fans. They have learned 
that Day-Fans are built to meet their standards 
of service and run without asking for the ad- 
justments that a native cannot give. 


All Day-Fan Fans are built to this “export 
trade” standard—which is why they serve in our 
country with such ease for many seasons of hot 
spells—consistently giving large air delivery. 

Write us for information. 


*lormerly Dayton Fans. 


The Dayton Fan and Motor Company 
DAYTON OHIO 








Day-Fan Motors Day-Far Radios 


lbay-Fan Motors are so well built Our 37 years experience manufac- 
that they are practically heat and turing high-grade electrical appara- 
moisture proof. They are popularly tus s*rved us so well that the Day- 
used on washing machines, pumping Fan Radio has become known from 
systems and other appliances that coast to coast as a ‘“‘musical in- 
use fractional! horsepower motors. sirument.’”’ 








RADIO + MOTORS + FANS 
a 





For More Than 37 Years Manufacturers of High 
Grade Electrical Apparatus. 








Electrical Business Briefs 


Fred W. Bagnall, formerly appliance sales manager 
of the A. T. Knowlson Co., Detroit, is now representing 
the Standard Electric Stove Co., of Toledo, in eastern 
Michigan, with headquarters in Detroit. 





H. R. Gogay has been appointed general manager 
of the Silvray Company, 1511 Guilford Avenue, Balti- 
more, Md. The New York office of the company is 
now located at 225 Fifth Avenue. 





Charles D. Stone was recently appointed sales man- 
ager for the Barlow & Seelig Company, Ripon, Wis. 
The company has recently put a new washing machine 
on the market. 





The Federal Electric Company, 8700 South State 
Street, Chicago, has appointed Mr. Charles Borland 
General Sales Manager of the Company. 





Harry A. Duryea, formerly division manager in the 
Northwest territory for the Electric Vacuum Cleaner 
Company, has been appointed sales manager of 
the Portable Cleaner Division of The United Electric 
Company. 





Walter C. Wicker, for the past year with The United 
Electric Company of Canton, Ohio, has been appointed 
sales manager of the Tuec Installed Cleaner Division 
of The United Electric Company, Canton, Ohio. 





What's the Manufacturer 
Going to Do? 
(Continued from page 26) 


pray you not to let it be done—he not only sacrifices his 
strong position and prestige as a maker of standard, 
one-priced, nationally advertised merchandise, but you, 
even with your profits made on such “dump” sales, lose 
youn standing with the community which you serve for 
handling such merchandise—let the gyp gentry do it if 
they want to, but you retailers building for a future, 
keep out of it. I would add that while we must agree 
with some who say that radio is still in a chaotic con- 
dition, we believe that much of it comes from the 
seeming inability of the industry to adjust its output to 
consumption. New companies are daily entering the 
field and offering all kinds of radio to the public. 

This means that while manufacturers of standard 
merchandise may lose some of the business when the 
sales from swollen inventories appear, they will benefit 
in the long run, for the public is gradually realizing 
that there are some radio manufacturers in the field to 
stay and others are merely trying to skim the cream 
while the going is good—and at the public’s expense. 
Let’s get a little cohesion in the industry by tackling 
this production matter with a definite point of view. 
We'll help any manufacturer or dealer with his prob- 
lems—any time. 
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Newell Electric Company finds it pays 
to push entire Kwveready line 


Mr. E. O. LittLe, of the Newell 
Electric Company, Orlando, Florida, 
finds it good business for an electrical 
dealer to handle not only Eveready 
Flashlights and Batteries, but Ever- 
eady Columbia Dry Batteries and 
Eveready Radio Batteries as well. 
He writes: 


“We are glad to state that we find 
the Eveready line a profitable one to 





EVEREADY 


FLASH LIGHTS 


handle and that we are meeting with 
success in selling these quality 
products.” 


Feature Evereadys—the original 
flashlight and still the best by any 
comparison. 


Manufactured and guaranteed by 
NATIONAL CARBON COM PANY, Inc. 
New York San Francisco 
Atlanta Chicago Dallas Pittsburgh 


Canadian National Carbon Co., Limited, Toronto, Ontario 


Kansas City 








io BATTERIES 


—they last longer 
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HUBBELL TwinTelap 





HUBBELL 
Twin Te-Tap 
No. 7010 


To show them 
is to sell 
them! 


Most every wired home 





HUBBELL needs one or more extra cur- 
Current Te-Tap 
No. 3190 rent outlets. 


Your customers would see 
2 how easily and inexpen- 
sively these extra outlets 


HUBBELL 
Table-Tap 
No. 6900 


can be provided—if you had 
a display container of Hub- 
bell Twin Te-Taps on your 
counter or in your window! 


The utility of the Hubbell 
Twin Te-Tap can be seen at 





» a glance. Just plug it into 
HUBBELL the single outlet on the wall 
Bakelite Attach- 
ment Plug or baseboard and—presto !— 
No. 9000 


you have a double outlet! 


A quick seller that carries 
a good margin of profit. No. 
7010 with tandem blades. 
No. 7035 with parallel 
blades. Regularly shipped 
in the attractive 3-color dis- 
play container shown above. 





=? are Ask your electrical jobber for 
Jig t e . 
No. 6109 complete information. 


HARVEY HUBBELL 


ELECTRICAL SPECIALTIES 
BRIDGEPORT, CONNECTICUT. USA. 


NEW YORK. N.Y. CHICAGO, ILL. 
2634-U 

















Help Housewives to Under- 
stand Appliances 


(Continued from page 33) 


for only in this way will the oil penetrate all crevices 
and prevent waffles from sticking. 

Old-fashioned housewives find it very difficult to 
believe electrical appliances can be kept really clean 
without using water, but a demonstration proving this 
will easily convince them. For the inside of the iron, 
I use dry mineral wool and after the iron is bright once 
more, I brush it out thoroughly, apply the oil and the 
iron is ready to be used again, as good and as clean 
as new. The exterior can be kept shining by using 
Bon-Ami, fine mineral wool, or any one of the nickel 
or metal polishes. This applies to the grill and other 
appliances as well. 

In demonstrating the grill, one might show in pan- 
tomime how a meal can be cooked at the same time. 
This enables the customer to visualize how to manage 
when preparing a similar meal and how to handle the 
pans and make best use of the heat. This saleswoman 
has a demonstration menu always ready. 

For the sake of example, let us assume the meal 
consists of creamed chicken on toast, and peas. The 
chicken can be creamed in the deep pan of the grill 
on top of the heating element and kept there until 
thoroughly heated through. Meanwhile the peas may 
be placed with a tablespoonful of butter in the shal- 
lower pan and started heating under the heating ele- 
ment. Then, once the chicken is nearly finished, ex- 
change the peas and chicken, keeping the chicken hot 
in the compartment beneath the cooking element and 
cooking the peas on top. 

When the meal is nearly finished cooking, make 
toast in the toasting compartment if the grill has one 
or in the toaster, butter it and keep hot on the cover 
of the peas. 

Another thing that is apt to puzzle many housewives 
is the proper way to connect these appliances to both 
lamp sockets and convenience outlets. Here the sales- 
person can introduce the separable plug, show how it 
pulls apart when the cord is ready to be connected to 
a knife-blade wall outlet, or when the screw end is 
secured in the lamp socket the knife-blade may then 
be inserted. This eliminates all kinking and twisting 
of cords, the service of which will be considerably pro- 
longed. 

If the direction card does not include hints for car- 
ing for electric cords, the accompanying illustration 
tells the story. Many housewives are somewhat dis- 
couraged in the use of electrical appliances because of 
the cost of replacing worn cords. This is usually their 
own fault. 

In disconnecting the appliance they pull and tug at 
the cord which loosens it in the plug and it begins to 
wear and ravel, while instead of hanging the cord up 
over a broad hook in a cupboard somewhere they fold 
it up, roll it or just throw it into a drawer full of other 
kitchen utensils. The cord becomes tangled in them, 
the sharp edges cut into the cord, eventually ravelling 
and exposing the bare wires. Or the cord becomes 
kinked and twisted, breaking the conductor wires, 


48 














© Heres a Chance to Make Some Money 
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St Real 


The Utica actually UY temperature in” 


medium-sized rooms—and proves it by the 
thermometer. The Utica works on the prin- 
It circulates hot 


ciple of a hot air furnace. 


air instead of merely reflecting heat. 
three times more heat than any other electric 
heater—and uses no more current. 


No matter what your inventory may be of other 
types of heater, investigate the sales possibili- 
ties of the Utica Electric Portable Furnace. 


Your jobber will give you complete information on 
the program of advertising and selling. 


UTICA PRODUCTS, Inc. 


Utica, N. Y. 


on the Coal Strike 


The coal strike is a blessing in disguise. Here’s 


how! 


The American public paid dearly for the little 
coal they could get. At sky-high prices, they will 
use as little as possible and the high prices will 
continue until mining is back to normal again. 


Right now many homes need extra heat in some 
rooms. An opportunity to sell auxiliary heaters. 
But imagine what will happen at the first breath 
of warmer weather. Furnaces will go out like the 
snuffing of a candle. Then will come cold, damp, 
dreary spring days. 

Scarcely any effort will be needed to sell the Utica Electric 


Portable Furnace—the revolutionary achievement in aux- 
iliary heating. 





ouMACct 


It gives 











UTICA 


ELECTRIC PORTABLE FURNACE 
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Now Verdelites 
With Decorated Shades 


Sl shades or hand-painted adjustable 


ys shades now add to the Verdelite 

appeal. This lamp is designed to pro- 
duce a diffused, soft flood of light which 
will not cause eye-strain. There are 
thirty-two pleasing and different designs 
with plain or decorated shades from 
which to choose, which means that at 
a reasonable price, Verdelites have 
every reason to sell. Write for your 
catalog. 


Faries Manufacturing Co. 
Dept. E-3 Decatur, Ill. 





Nationally Advertised 
Approved by Leading Testing Laboratories 
Guaranteed Quality—Popularly Priced 








List 75ec 
‘“‘B’’ Heater Oord Set 
Heater Plug and Parts 


a 
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EA. \w List 60c¢ ee? 
asc **B’’ Extension Set 

Standard and Special 
Dealers supplied by hardware jobbers from coast to coast. 


AJAX ELECTRIC SPECIALTY CO.—St. Louis 
Electrical and Radio Price Sheets on Request 
IAEUOLAUSALASARSANGAA ANT NAUEALL ANTON LANA 






















popular seller for 


New! “~ immediate delivery “ $600 


No. 229—Combination lamp and vase, 
wired for three lights, controlled by a 
button switch, height 18”, spread 14”, 
and finished in statuary bronze or any 
other finish. The vase is cut glase, 
mond colored, and the customer at once 
its A ye appearance 
ER READY 





OUR. CATALOG 
SPLLERS is yours for the asking 
Also made with 
2-1t. drop and 2-lt. 
eandle, 3-Its. and 
fruit bowl. 








Price 
to you 


$60, 


Pe. 








130 Mott St., New York City 

















which work their way through the insulation and be- 
come exposed and often arc, blowing a fuse. 

By storing the cords properly, much expense can be 
eliminated. Likewise, it is better for the appliances 
to be stored in a place where they are not likely to 
collect dust and stand a chance of being thrown down. 

All these are things the instruction cards seldom 
contain, but which will do equally good work if passed 
on to the customer by the salesperson while he or she 
is talking about the appliance and its use. 


A Sable 


() Pri upon a time there was a Merchant who 





Prided himself on his up-to-dateness. He 
always read the Business Papers and the 
Market Reports in the Home County weekly. 

Whenever anything New was announced that 
was kindred to the Hardware Line, he went into 
Seclusion for many evenings to consider this New 
Article that threatened to bring many dollars to 
his Bank Account and to Create, for him, entirely 
new records of Turnover. 

Having been to College and shopped in Large 
Cities, he knew the ways of Important Leaders in 
business, and while he was a Solo Performer, and 
had no one with whom to be In Conference, he 
held Conferences with Himself just to be in Style. 

For Many Hours he would remain Secluded in 
the Main aisle of his store or at home in an Eve- 
ning Conference with himself and such kindred 
spirits as he could summon from the ether. The 
people of the Community respected his Good Intent 
to buy only what was Best for Them by not dis- 
turbing by the Rude Interruption of coming to 
Buy. 

Radio appealed to this merchant as a subject for 
Meditation and Conference. Soon after reading in 
the Weekly Gazette that Wealthy Manufacturers 
as well as Nuts were making Sets, He called a 
Series of Conferences on whether or not He should 
sell Radio. 


IS was in a pleasant section of the World, a 
part of the U. S. A., in a State once famed 
for the Leadership of Automobile ownership, a 
section of Broad Acres-where farming is done on 
a Big Scale, where Men are Men and Market Prices 
mean thousands of dollars if acted upon promptly. 

While the Merchant was in Conference as to 
whether his trade was sufficiently up to date for 
a new Idea and the need of Something to swell 
his turnover if the rust should again appear in 
the Wheat or the Socialists again get the upper 
hand of the Banks, he was rudely disturbed by a 
Young Man who had little Respect for the Sacred- 
ness of Conservatism. 

This Young Man was a Materialist, and when he 
rudely broke into this Conference he offered to pay 
$600 cold cash (not a socialist bank check) for this 
Merchant’s Dreams of the next year. 
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amps~and the Like, 














Nature in its most 
delicate glory expresses 
itself with the fra- 
grance and fascination 
of colorful blooms— 


And it is no less than 
sacrilege to just tuck 
them away in any old 
corner and in any im- 
promptu container. 


With love for these 
exalted expressions of 
nature as an inspira- 
tion, our craftsmen 
have vitalized lovely 
forms in Iron and Cop- 
per, that the beauty of 
flowers and plants may 
be enhanced and en- 
shrined. 


Prices from $4.75 


-Jonn-B- Salterini- 


—— -[rON- 
*35- 37° West FIN -25% -Sirect- 
‘New § Mork: 


Chicago Office: Second Floor, American Furniture Mary 





An Industry Show Room for Trade Convenience 





The Weakest 
Link 


In retail selling, thinking 
people agree that the weak- 
est link in the chain is the 
clerk behind the counter who 
comes in direct contact with 
your customer. 


We believe that this retail 
clerk may be made _ the 
strongest link, if you have 
the ability to arouse enthu- 
siasm. 


Good clothes are not neces- 
sary, a college education is 
often a detriment, the neces- 
sary qualifications are, first, 
a desire to do a selling job 
well, and second, active in- 
terest in the article to be 
sold. 

* * * 


We know a little woman 
selling lamps in a hardware 
store who is as ugly as sin. 
With every sentence she mur- 
ders the king’s English, yet 
she has an enthusiasm for 
her merchandise which brings 
customers back to her as if 
she were a magnet, and the 
net profit on her work is 
higher than any record which 
has ever been brought to our 
attention. 

* * * 


Cement your weak links 
with enthusiasm! 
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. a Marphy’s Studio» 


Formerly known as 
Greenwich Villa 
Lamp Shade Studie 
Specialists in 
Small Parchment Shades 


Early American Designs 
European Renalssanee 
Nursery Shades 

F woken Studies 


To “a our -s 
Line, will send 
sample ‘aan. 1 pair of 
six styles, various designs 
and colors from 8” to 12” 
in size. 
12 Ann Murphy Shades, 
$24. 00 
ANN MURPHY’S 
STUDIO 
Studio: 80 Tenafly Road, 
lewood, New Jersey 
Tel. Englewood 936-W 
Town Office: 
s/o Little & Ha 
225 Fifth Avenue, N. Y 
Tel. Ashland 6 


ay’ 
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Coach 
Your Clerks! 


The Bowser Lamp 
Service, going to your 
clerks three times each 
month, arouses lamp 
interest and automati- 
cally increases your 
sales! 


You must sell your 
clerks before you can 
expect them to sell 
their public! 

Write for sample service and 
prices to-day! 


Dry Goods Economist 
Reporting Service 
243 West 39th Street 

NEW YORK 

















| Chinese Pottery 


Since the early days of the East Indian 
ng Company, Chinese 


treasured year after year so that Le 
pleces are now priceless.  Decorato of 
the highest standard are agreed net lous 
of Chinese pottery are in good taste in 
t**.. .~ rooms of all peried styles. 
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Anylite Products 


A profitable line to sell 


Dealers who are already 
handling Anylite perfected 
Regulators and Twin Plugs 
know what the sale of these 
appliances mean to them. 
They know it means many 
Anylite Regulator More satisfied customers, a 
List $1.10 

greater stock turnover, a 

growing business and increased profits. 





Don’t you want to share these advantages, 
too? It can be easily done. Virtually all you 
have to do is keep them on display. They 
possess so many merits 
that they practically sell 
themselves. 


Write for prices and descriptive 
matter 


Anylite Electric Co. 


Fort Wayne 





R Anylite Twin 
Indiana Plug. List 80.45 























JOBBERS 


YOU CAN SELL TUBES 
with easy sales and nice profit if 
you sell TELEVOCAL TUBES. 
Service and a proposition worth 
while. Write today. 

DEALERS 


the country over are enthusiastic for 
our radio tubes of all types. 

Look into them! Write your jobber ur 
ask us. 


TELEVOCAL CORP. 
67-A Fifth Ave., New York City 


Some territories still open for Mfg. Agents 


ATES : $.50 per line, all headings 
-$6.00 per inch in box , displayed 

















Sales Representatives Wanted 





WANTED: Manufacturers’ agents and 
salesmen to handle our well-known line 
of electric ranges, gas ranges, etc. Ad- 
dress H. G. WEEKS MFG. CO., Hamil- 
ton, Ohio. 








The Merchant, without going into conference, 
accepted, for $600 is $600 to some men, despite 
the fact that it is a day’s gain for some of his 
Neighbors if they hear Market Prices promptly. 

When the Merchant accepted this $600 he turned 
over to the Young Man his Good Name, space in 
the Center of his Store, a part of his Window 
frontage and many other things which cannot be 
Valued, except when a Merchant says, “These 
Goods are Good.” 

The Young Man moved into the Center of the 
store with some radio sets that he had bought from 
Willing Jobbers who did not care whether or not 
this young man had Cash, but who knew that he 
had Trade Foresight when he drove this Bargain 
with this Well and Favorably known Merchant. 

It is on such things that Credit is built. 


LL of the Big Farmers and Stockmen in this 
widely famed Garden Spot of the World had 
read and heard about Radio, and when they saw 
Radio Signs on this Well Known store and Radio 
Sets in the windows, they entered and asked the 
young man, who was riding on the wave of Public 
Opinion, if his radio sets were Good Sets. 

“Did you ever buy Anything in this Store that 
was not Good?” he counter-questioned, and the 
People answered by buying $36,000 of his sets 
the first year. 

The Young Man, whose stock never rated more 
than $4,600, had a gross of $12,000 or thereabouts 
from which to Subtract his commissions for selling 
and the $600 for the Lease of a Good Name and 
divers other assets which he had needed greatly in 
the Beginning. He called these things which he 
had leased for $600 Good Will and Steadfast Mer- 
chandising Policy, which things, he said, make 
well manufactured goods salable in Any com- 
munity. 

The Young Man has many $$$ left, and 
whether or not the Merchant went into further 
Conferences we know not, but we opine that he 
should have had a partner with whom to Confer- 
ence, a Partner who knows when Iron is Hot. 


HE Moral is drawn from another story. A 

Radio Manufacturer went into the vast Empire 
of the Great Northwest and happened to stop in 
a Community where one gigantic store Buys and 
Sells what farmers of that Remote but far-flung 
region Sell and Buy. This Merchant said to the 
Manufacturer: 

“You surely played Hell with us with your Radio. 
This year the Farmers knew every minute what 
Potatoes were worth, and we had to Pay 15 per 
cent more (in relation to city prices) for their 
tubers than ever before.” 

MORAL: The Young Man who rented Store 
Space for $600 Knew without conferences that 
farmers would buy anything that Raised the Price 
of their Products 15 per cent. He cared not who 
bought the Produce as long as he could Sell to them 
the Thing that raised the Prices. 

Which do You want Next Year, the $600 or the 
$12,000 Gross? 
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Set of Attachments 


r R t t with every 
JEWEL], 


ELECTRIC VACUUM CLEANER 


Retails $ 4 a= 


for Complete 
FREE ATTACHMENTS FEATURED in 


your local advertising will— 


































This $55.00 
Cleaner and $5.00 
Set of 
Attachments 


Now Selling at 
This 


$4 475 
442 Bigger By A 


FREE % 
NP 


HES 
NY 


Bring prospects to your store, 





Enable you to build a large volume 
business right from your floor, 


Eliminate house-to-house canvas- 
sing. 





Give you maximum profit from 
each sale, 


And offer your customers 
the best cleaner value on 
the market. There is 
no — for the 


Cleaner 








Guaranteed 
for 


2 Years 


Newspaper cuts, 
circulars and window 
posters furnished 
FREE upon request 

with your order 


























NO OTHER CLEANER, Selling at Anywhere Near 
the JEWEL Price Has These Superior Features! 


4 H. P. motor, air-cooled—ample reserve Special adjustment on rear roller to raise 
or lower nozzle for different rug nap thick- 








power. 
» ; ; , , nesses, 
Non-cramping Pistol Grip handle with con- _ , , 
venient Push Button switch. Long nozzle points get into corners and 
: ; out-of-the-way places. 
oA row _ bristle brush for picking Hinge clip at top of dust bag permits in- 
up lint, threads, etc., can be attached in- stant emptying and prevents leakage of 
stantly to the nozzle. Cleaner can be used dust 
either with or without brush. q . 
; Tested and approved by Good Housekeep- 
Full 14-inch Streamline aluminum nozzle. ing, N. Y. Tribune, Underwriters’ Labora- 
Finest of aluminum castings. tories. 
JEWEL suction is so Sractionl with JEWEL 
; : practical w IWEL 
eet Bee Big —_— IF YOUR JOBBER CANNOT SUPPLY YOoOU— super - suction, With 
. , JEWEI attachments, 
bristle brush can _ be WRI I EF TO US women ean clean every- 
thing in the home. 


attached instantly. 


CLEMENTS MFG. CO. 608 Fulton St., Chicago, IIl. 
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ELKON TRICKLE CHARGER 
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That the ELKON has no acids, no alkali, 


no water, no tubes, no moving parts, that it Sages AMM EE ith 
is a “bone dry’ trickle charger made of im- fete i) fb 
movable solids.... teh SET TEE 










That it is noiseless, and does not interfere 
with other sets.... 


Operates from 
105-125 v50-60 
cycles. Charges 
both 4 and 6 
? as volt batteries 
That it has a minimum guarantee of 2000 


hours without replacing a single part.... 


That it keeps your “A” batteries charged, increasing to 
maximum, tapering to zero—as needed, without atten- 
tion —that they can really set it—install it — forget it. 
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The ELKON Rectifier 
A bone dry immovable solid. 


That is why the ELKON TRICKLE CHARGER is the sensation 
of radio. For particulars write 


— a ” 
\/ Subsidiary of P. R. Malla & Co. Inc. 
ay . 4 


Weehawken, N. J. uae. 


Sole licensees under patents pending to Samuel Ruben 
Also manufacturers of ELKON CONTACT POINTS of Tungsten, Silver, Platinum, Special Alloys 
“ELKONITE” Welding Electrodes and Dies. Molybdenum Sheet Metal Product 
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1926 is Ironing Machine Year 
Increase Your Profits by Selling the 


Wonder automatic Jaonenrz 


The Ironing Machine is firmly established as a necessary household appliance. It takes its place 
with the electric washing machine and vacuum cleaner. Hundreds of thousands of women are now 
ready to buy electric ironing machines. This is vour opportunity to increase sales and profits. 


The Ironer Business 
i kK The Wonder Automatic Ironer 
The Wonder Sales Franchise 


You Will Find that Sale Possibilities are Wonderful 


The Wonder Automatic Ironer has been on the market for 


> | 
It Sa Fast Seller five years. It is a_ tested machine and has enjoyed a_ steady 


growth of business and popularity since its inception. 
The Wonder Automatic Ironer has knee control—a special 





—~ 














t . 
Read what one dealer Says . Wonder feature; has large open end; has a porcelain table which 
ad j have handled a lot of different makes ironing lao i gua and many other features worthy of your prompt 
: machines but I have never had a machine that is 


so all around satisfactory as this one ts. There 
are so many special features that make it a very 
attractive and fast-selling proposition. 


“The 26-in. electric heated Ironer, you can plug 
in on any receptacle, is very popular with us, and 
a very wonderful machine and fast seller. 

“T am sure you could not pick a better winner im 
an troning machine and I unhesitatingly recom- 
mend this wonderful ‘Wonder’ Ironing Machine.” 


This is from a letter written by Mr. Brown of 
Brown & Pierce Co., Inc., Rochester, N. Y. 


The coupon will bring you complete information 
about the Wonder Ironer and the Wonder Sales 
Franchise. 











The Prachar Mfg. Company 
2105 Superior Viaduct, N. W. 
Cleveland, Ohio 











Mail this —on 

Coupon for yy nse send me f 
Complete aie “RO ee 

Information . ™" 
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EOLIAN HALL 
The Best Place to Buy Your 
RADIOLA 
TANT ANNOUNC 


EMENT | 





























